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EDLINE is the independent dealer’s answer to the changed 
and for steel goods. 


replaces old-fashioned mixed stocks and heavier patterns with 
mass-display of all the light, strong, easy-to-use tools that today’s 
he gardeners want... all perfectly matched and balanced with 
‘finished forged steel heads and weather-proofed blue handles 
hd in no other tools. 


the tools with the blue handle. Every tool you sell helps to 
other matching tools. Turns your stock faster and earns full 
fit on every sale. 


To Introduce SPEEDLINE 
Small Garden Tools — 
$27.64 Value for $17.25 


Balanced stock of 3 dozen matching tools 
in best-selling patterns, plus permanent all- 
steel self-serve display rack. Priced to sell 
at 69c each (73c in West). Earn big 
profits from small space. Pay only $17.25 
for complete package ($18.15 in West). 
Order from your UNION jobber. 
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20 Million Home Gardeners see SPEEDLINE advertising in American Home, 
Better Homes & Gardens, Sunset, House Beautiful, Flower Grower 
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HEHE gives your customers a reason 
o buy all their lawn and garden tools from you 


[” 
iY 


[| 


E UNION FORK & HOE COMPANY, 501 Dublin Avenue, Columbus, Ohio 
» UNION and RED HAWK Farm and Garden Tools © RAZOR-BACK Shovels 


























HAND AND BREAS! 
DRILLS Favorite f 


2-SPEED, 100° ANGLE BUFF- 
3 ING AND SANDING ATTACH- 
' MENT. Fits any %" electric 
i 4 drill. Complete kit in eye-catch- 
ing, self-sale display package. 





7 ELECTRIC DRILLS, 
P KITS and STANDS. 
High performance, 


oa + be. hoe eneral utility line. 
TUF-FLEX ,. Senne db %" and 1/2” sizes. 
SUPER FLEXIBLE © SEPCR Tuc? ret abst ders More powerful than 


- any comparable 


WOWTDREAK | 4 a tarchel Megmaa drills on the market. 





HACK SAW BLADES in colorful, 
compact, self-selling displays. 
Super-flexible, super-tough 
“Tuf-Flex”® — finest of all 
general purpose hack saws 
Remarkable, high speed ‘‘Blu- 
Flex’’®— the new, unbreakable PLANES. Many 
blade for cutting hard alloy que and 
steels. features. Each t 













mproved 





Se titi 


MICROMETERS. 
Produced for 
extreme accura- 
cy and depend- 
ability. Part of 
Millers Falls 
wide line of fine 
machinists and 
precision tools. 









COMBINATION SQUARES. 





Precision balelel: with a 
rately milled beams and 
' adcasigns ckeeety ck No. 966 SANDER- 
| : Spailticsel f Pie Se POLISHER. Buffs, 
GRINDING HEADS. Fitted : : sands, grinds, pol- 
with ‘‘Oilite’’ bronze bear- ishes, waxes, wire 
ings. Made to give years of brushes, drills, mixes 
service. Drives from above, paints. The most ver- 
. behind or below. \ ° satile portable power ; 
. tool available. , . UTILITY KNIFE — o 
Py brand-new profitmak 
| er with strong impulse 


sales appeal. Packed 
x4 r six individually pack 


4 Pi ‘ y ‘ ¥ aged knives in eye totalli 


catching self -display 









} J : Se, ‘ A carton awarde 
in 7/3 ~~ 
\ % 4 ELECTRIC SAWS. 7. 9. and bs E 3 
Cee | ee First prize wi 
“NESTS OF SAWS.” F saw teighs ony. Mk i 

| “4 No. 725 shown. Also Designed for continuous will be annc 

new No. 2370 avail. heavy duty production work Installations* 
SPIRAL RATCHET able at special price 4 ; i 
for Hardware Week. time with Kwi 


RIVERS. 
SCREW D se Write for particulars. 
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SCREW DRIVERS. Ploin featuring 
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“LANGDON ACME” 


read att *Installati 
and “ALL-STEEL 


AUTO MA T $< MITRE BOXES.” For | WRITE FOR 


DRILLS ; 
years the mitre boxes 
preferred by profes- | CATALOG Neo. 49 


sionals for fast, easy, || 176 pages illustrating 

accurate work. and describing the 

greatest line in Millers 

FVELS THAT LAST f Falls 85 years of qual 
. ity toolmaking. 


——s 
Coad 





a ~¥ fh . _ MILLERS FALLS COMPANY 
Greenfield, Mass., 


KSET SALES AND 


held at the 
onal Association 
of Home Builders 
ention in Chicago 
Mary 18 through 22 


1,000 


EFENSE BOND 
muse «6 Lo ngge2ono00000% 
w profitmak- FIRST PRIZE 
rong impulse 
ney cok and other prizes 
‘sol-dieging totalling $7,000 were 


awarded to contestants 


First prize winner and his time - 
will be announced next month. 
Installations* were made in record 
time with Kwikset Installation Aids 
featuring the new three-hole jig 
used with power drills. 


a ., 


*Installation did not include strike. 


KSET SALES AND SERVICE COMPANY, ANAHEIM, CALIFORNIA 








More Impulse Sales! 


with the New Universal “SHUR-GRIP” Vacuum Bottles 


«ee Now included in all Outing and 


OUTING SETS 


with “Shur-Grip” Vacuum 
Bottles and Food Jars 


Universal Outing Sets, with Vac- 
uum Bottles or Food Jars and 
Lunch Boxes, complete in carry- 
ing cases are available from 


$7.95 to $19.95 retail. 


MOTOR 
LUNCHEON SET 


with “Shur-Grip” 
Vacuum Bottles 


A complete service for 4 in a 
compact carrying case. Two 
quart-size Vacuum Bottles, knives, 
forks, spoons, cups, plates, salt 
and pepper shakers, can opener. 

Retail $32.95 


“ALL-AMERICAN” 
CHILD’S LUNCH KIT 


with “Shur-Grip”’ 
Vacuum Bottle 


Durable metal case with color- 
ful, descriptive map of the U.S.A. 
Metal handle, ¥2 pint bottle, 
self-locking catch. Identification 
label included. Retail $2.85 


WORKMAN'S KITS—$2.79 up. 








Luncheon Sets af no extra cost! 





o4! Smart dealers across the country are 
breaking sales records with the revolutionary new 
Universal “Shur-Grip” Vacuum 
Bottles, Food Jars and Outing 
Sets. Striking new color combi- 
nations, exclusive “Shur-Grip” 
Cases for safer handling and 
Sanitary construction features, 
make these new Universal Vac- 
uum Bottles real traffic stoppers. 
Set up mass displays of “Shur- 
Grips” in your store and watch 
’em sell. For all the facts on 
the sales features write us, 
using the handy coupon, 
or contact your local 
Universal Distributor! 


i 


— 
— 
Landers Be 
4 oe 
a Britain ba = lark (Universe) —_ 
Case seng Ucts) 
D1 Vacuum 8 me the © facts on the follo.; 
Q vting Set Lin “1 Food Jars O Mote, : Owing: 
“ ir 
NAME. . “1 "All-Americon” chagrin Se 
_"lappamaaconen eee 3 Lunch Kit 
ADDRESS, tees Rc, 
a oe ee aa 
Nt eig a STATE, a coe 
SS i ie... 
























HARDWARE AGE, FEBRUARY 5, 1953 







Leonard 


EDITOR 
William , 
Kenneth A. 
Rudolph S$. 


J. R. Keag 
George M. 







































George H. 
Kari Ranne! 
Ray M. Str 





Albert J. 
“Who Mak 


Paul Woot 
Washington 


BUSINE 
Cc. C. Rea 


Regional O 
Boston 10, 
John GS. W 
Telephone: 


New York | 
E. R. Sandi 
100 East 42 
Telephone: 


Cleveland | 
will J. Fed 
Telephone: 


Chicago |, 
Wm. C. Sc 
230 N. Mic 
Telephone: 


San Francis 
R. J. Birch- 
300 Montgo 
Telephone: 


Los Angeles 
L. H. Jacks 
Telephone: 


CIRCULATI 
George S. 


Address all 
100 E. 42nd 





SUBSCRIP 
its —— 
er year. 
ingle Copl 


a eggs 
ceeding a 
York; astov 
Louis; “Wes 
“Iron Age 
ware Repor 
man,"" Chic 
tine,” New 
York, and ' 


HARDWA 


HARDWAR! 



















Leonard V. Rowlands, Publisher 


EDITORIAL STAFF 
William A. Phair, editor 
Kenneth A. Heale, feature editor 
Rudolph $. Wild, merchandising editor 
J. R. Keagy, store management editor 
George M. Sangster, production editor 
George H. Baker, Washington editor 
Karl Rannells, Washington editor 
Ray M. Stroupe, Washington editor 


Albert J. Mangin 
“Who Makes It" Directory editor 


Paul Wooton 
Washington member editorial board 


BUSINESS STAFF 
C. C. Read, advertising manager 


Regional Offices 


Boston 10, Mass. 
John G. Wilcox, 10 High St. 
Telephone: Liberty 2-4460 


New York 17, N. Y. 

E. R. Sandiford—John Nichols 
100 East 42nd St. 

Telephone: Murray Hill 5-8600 


Cleveland 15, Ohio 
Will J. Feddery, 1836 Euclid Ave. 
Telephone: Main 1-6374 


Chicago |, Ill. 

Wm. C. Scholefield—Mal M. Whitfield 
230 N. Michigan Ave. 

Telephone: Franklin 2-0202 


San Francisco 4, Cal. 

R. J. Birch—Frank McKenzie 
300 Montgomery St. 
Telephone: Douglas 2-4393 


Los Angeles 5, Cal. 
L. H. Jackson, 3156 Wilshire Bivd. 
Telephone: Dunkirk 7-2119 


CIRCULATION DEPARTMENT 
George S. McBride, monager 


Address all mail to: 
100 E. 42nd St., New York 17, N. Y. 


Charter Member 


@ —& tw 


SUBSCRIPTION PRICES: United States and 
its possessions $1.00 per year. Canada: $3.00 
oad year. All other countries $5.00 per year. 

ingle Copies 25 cents. 


HARDWARE AGE was established 1855, suc- 

di g_an bodying “Hardware,” New 
York; “Stoves and Hardware Reporter,” St. 
Louis; "Western Hardware Journal,"" Omaha; 
“Iron Age Hardware," New York; “Hard- 
ware Reporter,"’ St. Louis; “Hardware Sales- 
man," Chicago; “Hardware Dealers _ 
tine," New York; “Good Hardware," New 
York, and “Your Business,"" Philadelphia. 





HARDWARE AGE, published every other 
Thursday by Chilton Co. (Inc.), Chestnut and 
Séth Sts., Philadelphia 39, Pa. Entered as 
second class matter Mai 24, 1933, at the 
Post Office at Philadelphia under the Act of 
March 5, 1879. (Printed in U. S. A.) $1.00 
4 yor. Single copies, 25¢ each. Vol. 

, No. 3. 


HARDWARE AGE, FEBRUARY 5, 1953 


NE 
PUBLISHED EVERY OTHER THURSDAY 


THE HARDWARE DEALERS’ MAGAZI 
Established 1855 Vol. 171, No. 3, February 5, 1953 


SY, Shia Sisue 


Lawn & Garden Merchandising Guide 










Slows Oe Gorver Games......................- anne. ae 
es Serre Pere e 76 
Related ar ien Be hy tl Vince 040 Wee MORE 78 
EE ee ee eee e 80 
SE 28 08 OD. cere eS tatters Sh ee ones easel 
A Letter to an Unhappy Sales Clerk......... eee 
EEL EE DEEL 88 
National Brands Spark Lawn and Garden Promotions.... 91 
3 Prime Markets for Power Mowers..................- 93 
Mass Displays Sell Mowers 94 
Just Among Ourselves—Editorial Comment 
Spring Planning in a Snow Storm................00065 7 
ee iia reccneeyecasswes 7 
Shopping Centers—What's the Rush?......... eu ccanit 8 
Store Management 
How Is Your Business Organized—Taxwise?............ 96 
ee ae hag Anne dees 4s +nes 100 
More Self-Service Brought Greater Sales.............. 112 
Air-Conditioning Coaxes Customers to Buy More....... 140 
Successful Merchandising Ideas 
How You Can Sell More Paint...................505. 120 
SUBG0 Voy Sates te Gre Day... .... 2. ccccvccscccese 136 
Display and Modernization 
Remodeling Brings Sales Lift.................-.: .... 104 
Sonal Shove Dlepeey Bheas. .... 2... ccc cccccccesccees 126 
News of the Trade 
Washington News and Views.................0000055 10 
How's the Hardware Business?...............-..0005 14 
ccc bnneweeseeeteaeccoens 150 
Hardware Age Fifty Year Club............... err 192 
gS SS err 194 
Manufacturers’ New Merchandising Plans.............. 236 
What's New in Hardware Merchandise 12 
Classified Advertising ....242 Advertising Index ..... 244 





Net Paid Circulation This Issue 34,710 
ONE OF THE PUBLICATIONS 


OWNED, PUBLISHED, AND COPYRIGHTED (1953) BY THE CHILTON CO., INC. 
Executive Office Editorial and Advestiine Ome 


Chestnut and 5éth Sts. 5 5 
. U. S. A. New York 17, U. $. A. 
ang al ag tite > 6 ® Phone: MUrray Hit §-8600 


OFFICERS AND DIRECTORS 
JOSEPH S$. HILDRETH, President 


EVERIT B. TERHUNE, P.M. FAHRENDORF, G. C. BUZBY, HARRY V. DUFFY, Vice Presidents; 

WILLIAM H. VALLAR, Treasurer; JOHN ' BLAIR  MOFFETT, Secretary: GEORGE T. HOOK, 

MAURICE E. COX, TOM C. CAMPBELL. CRANK Lm TIGHE, INARD V. ROWLAN 
Cc 





GEORGE MAISWINKLE, Asst. Treas. 































































ACCQ) AMERICAN CHAIN 


product 


CHAIN ALWAYS SELLS 


@ People are always buying chain. The volume of chain you sell depends on your 
stock and how you show it. 


The AMERICAN No. 203 HANDY CHAIN is a number one item for you to stock. It 
is used as a safety chain for trailers and outboard motors, as a tie-up chain for boats 
and bikes, and for bundling and holding lots of things. The AMERICAN CHAIN SALES- 
MAKER is the best display ever devised for you to sell chain from. It gets chain out 
where your customers can handle it. That sells chain. 

Call your AMERICAN CHAIN wholesaler who sells the com- 
plete chain line. You can get anything you need from him. 
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American 
AMERICAN CHAIN DIVISION . Chain 
AMERICAN CHAIN & CABLE \ 
York, Pa., Atlanta, Chicago, Denver, Detroit, Los Angeles, New York, 
Philadelphia, Pittsburgh, Portland, San Francisco, Bridgeport, Conn. 
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Just Among Ourselves 


Informal Editorial Comments 


Spring Planning 
In a Snow Storm 


A fairly definite pattern of the volume of 
sales done in each month has developed over 
the years. December, for example, usually ac- 
counts for between 10 and 11 pct of the full 
year’s volume. 


The Spring months of April, May and June 
come next in importance, with each of these 
months usually contributing around 9 pct to the 
year’s total. 


These figures, and they are fairly constant 
from year to year, emphasize the fact that the 
Spring selling season is your second most impor- 
tant selling opportunity of the year, second only 
to the Christmas season. 


There are many indications that Spring con- 
sumer buying this year is going to be good. For 
one thing, manufacturers have scheduled some 
of the most aggressive promotions that we have 
seen in many years. Then, too, consumer in- 
come continues high and the nation-wide empha- 
sis being placed on the “do-it-yourself” theme is 
going to encourage many home owners to buy 
merchandise of a type carried by the average 
hardware store. 


While it will be a simple matter for you to cal- 
culate approximately how much business you 
should do in the Spring months to just hold your 
own, your real effort should be directed to set- 
ting up a goal that will be better than your past 
experience. 


The only way you will be able to hit such a 
goal will be by careful planning, well in advance, 
of each of the elements that go into a successful 
sales effort. Advance planning is necessary in 
order that each phase can be properly co- 
ordinated with the next. 


To help you do this advance planning effi- 
ciently, you will find in the issue, beginning on 
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By W. A. Phair 


page 73, the HARDWARE AGE Lawn & Garden 
Merchandising Guide. 


In preparing this Guide, the editors drew from 
the experience of outstanding hardware mer- 
chandisers, dealers and wholesalers. From the 
experience of these men, we have selected the 
four most important elements of a Spring lawn 
and garden goods promotion and have illustrated 
how these elements fit into the over all picture. 
You'll find examples of how other dealers have 
used these various elements in their own store 
efforts. 


Many dealers have written us telling us how 
helpful they have found previous Guides as a 
means of checking their own plans and for pick- 
ing up worthwhile merchandising and display 
ideas. 


You’ll find it worthwhile, we’re sure, to go 
over this Guide carefully and to make certain 
that your sales people also have an opportunity 
to read it over. 


Listening To 
The Experts 


Now that the “experts” have their annual busi- 
ness predictions off their chests, you and I can 
get down to brass tacks with practical problems. 
The “experts” rarely agree, and this year is no 
exception. They give us a choice this year of 
good, bad and mixed conditions. 


Listening to these experts is a great deal like 
watching wrestling on TV—it’s entertaining as 
long as you don’t take it seriously. 


Over the years I’ve found that one of the best 
indexes of business prospects is the promotion 
plans of the sales managers of the nation’s manu- 
facturing companies. 


These sales managers are hard-headed, practi- 
cal men who cannot afford to make many mis- 
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takes. They usually know when to pull in their 
horns and when to step out boldly. 


All indications this year are that they are step- 
ping out boldly for 1953 with enlarged and ag- 
gressive selling programs. In short, they believe 
that there will be good business this year, if a 
person will really go after it. They are going 
after it. 


Each issue of HARDWARE AGE, in the “How’s 
the Hardware Business” section, contains many 
descriptions of these promotion plans. We pub- 
lish this information so that you will know of 
these plans in time to take advantage of them, to 
make plans for tying-in on such plans as may be 
of specific interest to you. 


There is every indication that 1953 will see 
more aggressive promotional activity at the man- 
ufacturing level than the trade has seen for 
many, many years. This money being spent by 
manufacturers is designed, in the end, to cause 
consumers to buy that manufacturer’s products. 
But no matter how well the manufacturer does 
his job, it will fail unless you, the dealer, carry 
out your share of the job. 


An important part of every manufacturer’s 
promotion program is dealer participation. Spe- 
cial selling aids, special displays, newspaper mats, 
radio scripts, etc., are almost always available 
for dealer use, in most cases without extra 
charge. In these dealer aids you have access to 
attractive, high grade material, material beyond 
the capabilities of the average dealer to duplicate 
himself. 


Are you using this material? 


The problem the average dealer faces in 1953 
is not materially different from the problem faced 
by manufacturers. There’s good business to be 
had, but you’ll have to go after it energetically. 


Rather than attempting to go at it alone, using 
only your own facilities and funds, why not make 
use of the assistance that manufacturers offer 
and tie in with their consumer promotions? 


Now is a good time to review your promotion 
budget. Why not give careful thought to the 
possibility of adding another percent or two to 
it, just as manufacturers have had to do? Money 
invested in wise promotion budgets is usually 
money well invested. 
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informal editorial comments 


Shopping Centers— 
What's the Rush? 


There is considerable interest among dealers 
on what to do about shopping centers. 


In talking with many folks who have moved 
into shopping centers and with people who have 
made careful studies of the situation, it becomes 
obvious that there is no single formula that will 
tell you “yes” or “no” to the question, “Should 
I move to a shopping center?” 


I think it’s very important to bear in mind 
that shopping centers are developed by men who 
expect to make a profit out of the development 
in some way or other. When they attempt to 
interest you in opening a store in a shopping 
center, bear in mind that their interests are not 
necessarily yours. This seems like a basic con- 
sideration, but I get the impression that on occa- 
sion it is overlooked. 


There is no good reason for rushing into a 
shopping center. If you have unlimited capital 
and can afford to take the risk involved in setting 
up another store, that is one thing. But few 
dealers are in that position. 


Young as shopping centers, as we know them, 
may be, we have already witnessed examples 
where a newer shopping center has killed off an 
older one nearby. Those stores that rushed into 
the first center, now find themselves in a serious 
spot. 


Then, too, many downtown shopping areas are 
beginning to fight back and many interesting, 
and effective, methods are being developed to 
bring traffic back. 


Among the reasons advanced for shopping 
centers is the relief it offers from the parking 
congestion found in some downtown areas. But 
today many shopping centers find themselves 
facing serious parking problems that may, in 
the opinion of some observers, tend to send 
people back to the downtown areas. 


There are today some very successful hard- 
ware stores in shopping centers, as you have 
learned from the articles published in HARDWARE 
AGE. But there have also been some unhappy 
failures. So think carefully before you make a 
decision. 
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These best-sellers by LOCKWOOD 
build sales and...Customer Satisfaction 


Here’s a complete line of screen-door hardware that not only builds profits but satis- 


fied customers, too. Lockwood quality means years of trouble-free service . . 


. you get 


plus-profits in extra sales by customer-recommendation. 
Order now. Be ready for Spring-time business. Select the items your customers will 


be looking for with the first blooms of spring. 





CYLINDER LOCK SET — Provides real security for 
screen doors. Locked by key in cylinder outside 
or slide-button inside. Easily installed; available 
in polished or dull brass finish. Priced for volume 
selling. No. 8595, for 153” doors; No. 8596, for 
114” doors. 





RIM LATCH SET — Requires no mortising. Latch 
bolt is operated by knob or lever; slide stop in- 
side locks both knob and lever; latch case is cast 
iron, trim is wrought steel, dull brass finish. For 
use on right or left hand doors. Backset 14”. 
No. 4115. 








HARDWARE AGE, FEBRUARY 5, 1953 


SCREEN DOOR CLOSER— DeLuxe Model No. 3002, 
top quality in screen door closers, has protective 
cushion spring, pearl gray finish. Reversible for 
either right or left hand doors. Packed with com- 
lete instructions for installation. Also available, 
— model with heavy, exposed spring. No. 
3001. 





TUBULAR LATCH SET — A smooth-working set 
that’s been a best-seller for years. Latch bolt is 
operated by knob or lever; slide stop inside 
locks both knob and lever. Wrought steel, dull 
brass finish. For use on right or left hand doors. 
Backset 134”. No. 5597. 





PUSH-PULL LATCH SET — The new, easily installed 
set for those who want push-pull action. Door 
unlatches when inside lever is pushed or outside 
lever is pulled. Slide button inside locks outside 
lever. Easily installed by boring through door 
stile. Attached by machine screws. Brass lacquer 
finish. No. 4120. 





LOCKWOOD HARDWARE MANUFACTURING COMPANY 


Fitchburg, Massachusetts 
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NEWS and VIEWS 


By Washington Bureau of 
HARDWARE AGE 


House More Favorably Disposed 
To Cutting Taxes This Year 


Talk of tax reduction at any early date is premature, 
a survey of high-ranking congressional tax-writers 
shows. 

The only prospective reduction that’s being seriously 
discussed at this time is the scheduled expiration of 
the excess profits levy on June 30. 

In the House, there is fairly strong bi-partisan sup- 
port for plans to lower the rates on individual and 
corporate incomes on June 30, instead of waiting for 
automatic reductions to take effect at the end of the 
year. 

But the Senate attitude is cautious. Let’s talk about 
a balanced budget first, finance committee members 
reason. 

Prospects for more complete taxation of co-ops re- 
main clouded. Bills to restore some degree of tax 
equality between co-ops and regular retailers are due 
to come up for public hearing. What support they can 
pick up remains to be seen. 

Reduction of excises on appliances and some house- 
wares depends upon plans to cut income taxes. 


OUTLOOK—What’s ahead in the way of 
basic tax changes will begin to show up in the 
over-all hearings to be conducted by the House 
Ways & Means Committee in April. By that 
time, the extent of Budget cuts should be 
fairly clear. 


. 





Congress Apathetic Towards 
Continuing Economic Control 


Warnings by price controllers that the recent boost 
allowed aluminum producers and fabricators will cost 
about $25 million at the retail level are not putting a 
scare into the nation’s legislators. 

Congressmen are aware that authority exists for 
passing down the line the higher prices on basic alu- 
minum and primary mill products. They see no danger, 
however, that this action will bring on a new infla- 
tionary trend. 

On the House side of Capitol Hill, lawmakers in key 


10 





spots are even turning thumbs down on stand-by con- 
trols. These men believe they can set up controls 
quickly enough if a national emergancy occurs. 

Rep. Jesse P. Walcott (R. Mich.), head of the House 
Banking Committee, would like to see direct price 
and wage limitations replaced by curbs involving 
credit and taxes. His counterpart in the Senate, Sen. 
Homer E. Capehart (R. Ind.), also opposes direct 
controls. 

In the absence of White House pressure for con- 
tinuation of these measures, they appear certain to fall. 


OUTLOOK—Some Senate support may be 
developed for stand-by controls while the 

) Korean fighting goes on. The most that old- 
line bureaucrats can hope for, though, are 
modified curbs on scarce items, and indirect 
controls elsewhere. 


Improved Merchandising Seen 
As Hedge Against Recession 


The final report to the White House by the Truman 
Council of Economic Advisors followed to some extent 
the theme of an earlier report submitted by the Com- 
merce Department concerning the national economy 
and future markets. 

Both forecast good business during 1953, a possible 
downward trend by late 1954, or during 1955. Both 
said the antidote to recession is an expansion of pres- 
ent retail markets and improvements in merchandising. 

Both agree defense spending will support the econ- 
omy at present levels for another year, but after that, 
the responsibility lies with private enterprise. At this 
point, the two reports part company. 

The New Dealish Council specifically urges (1) slow 
removal of price-wage-production controls; (2) con- 
tinuation of present tax rates, and (3) continued 
wage hikes with methodical reductions in prices of 
commodities and consumer goods. 


OUTLOOK—Expect Congress to ignore Coun- 
cil recommendations. The way is being cleared 
% for budget cuts, the discarding of price con- 
trols, and the setting up of a priority system 
for military use only. 
(Continued on page 158) 
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f value of Master Padlocks can’t be beat! Along with 

ever-improving construction and security features 
go ever-increasing sales — constantly helping to | 
— increase Master’s wide margin of leadership in 
extent the padlock field! 
e Com- 
onomy 
ossible " 
. Both ¢ 
f pres- 
dising. ,¢ APRIL 17-25 i 
} econ- % % Two fast-selling Master padlocks are be- “4 } \ 
r that 4 WY ing featured for Hardware Week... — . 
rhe $e ig No. 3 ‘‘Secret Service’’ and No. 500 : 

it this ¥2 *‘Multi-Spring.’’ Look for Master's sales 

SF, pennant and newspaper mat _when_your 

t irha Hardware Week kit arrives. Check 
) slow yo — e case ane numbers . . . 

order trom yo rjo er. 
 eon- 
inued , : ie — 
es of ; s mga Make sales faster with 
Sas Master Padlock 
eared Sipe EVERY ONE AN OUTSTANDING VALUE 
» cOn- 
ystem Master Jock Company. Milwaukee 45, Wis. 
World's Leading Padlock Manupacturenrs 
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LATEST 





@ Many Hardware Week 
Specials are described 
in these pages. 





Saw Kit 


Offered at the special retail price 
of $4.98 as a Hardware Week spe- 
cial, this Precision saw kit consists 
of an 18 in., 10 point hand saw and 
a two blade nest of saws with a 12 
in., 12 point compass blade and a 
10 in., 10 point keyhole blade. This 
three-in-one finishing kit is attrac- 





tively packaged in a red, yellow, 
green and black display box, suit- 
able for gift. Rockwell Tools, Inc. 


For more data circle No. 1 on postcard, p. 163 


Outing Chest 


Newspaper mats, proof sheets 
and a double-faced, two-color pen- 
nant, illustrating the 9023 Little 
Brown Chest, shown here, on one 
side and the 8602 Little Brown Jug 
on the other are a Hardware Week 
special. Chest is 10 in. wide, 19 in. 
long and 12 in. high and has two- 
piece construction. It has more than 
40 lb. ice capacity, slip-in tray for 
food, combination bottle-can opener 


12 





and ice pick, and outside drain. Jug 
has 1 gal. capacity, white porcelain 
enamel-on-steel, acid-resistant in- 
terior, polished aluminum cap, plas- 
tic covered handle, Tempseal stop- 
per, and convenient faucet. Hemp 
& Co. 


For more data circle No. 2 on postcard, p. 163 


24-Piece Cutlery Set 


This cutlery Suburban Set, 24 
pieces, service for six, is one of sev- 
eral items being promoted for 
Hardware Week. Including forks, 
knives, table or soup spoons, and 
teaspoons, they are of hollow 








INFORMATION ON NEW PRODUCTS AND SERVICES 





ground heavy-gage stainless steel, 
full mirror polished. Steak knives 
have serrated edges and all handles 
are genuine Pakkawood, burn and 
stain resistant, that are solidly 
riveted. Among other items being 
promoted are carving sets, pocket 
knives, shears, scissors, pliers, plier 
wrenches and kitchen kits. H. Bo- 
ker & Co., Inc. 


For more data circle No. 3 on postcard, p. 163 


Wood Boring Bit Set 


Called No. S4C, this wood boring 
bit set for boring 14-in. to 144-in. 
holes is a Hardware Week special 





designed for the home workshop 
market. Set contains fast boring 
22 solid-center auger bits in 14-in., 
3z-in. and %-in. sizes, and a No. 3 
expansive bit, instantly adjustable 
to bore holes from %-in. to 114-in. 
Set comes in attractive metal-edge 
box with window top to display bits 
and retails for $4.65. The No. 6 Set- 
fast expansive bit for boring holes 
%,-in. to 3 in. is another Hardware 
Week item. It has quick-adjusting- 
and-locking feature, fully polished 
bit, and comes packed in leatherette 
case. Retails at $3.70. Greenlee 
Tool Co. 


For more data circle No. 4 on postcard, p. 163 
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Want more information on these 
products? Then use free post- 
card on page 163. 


in hardware merchandise... 


FOR THE HARDWARE DEALER 


Tool Wallet 


Specially priced so the customer 
saves $1.05 on this attractive K-2 
wallet of four midget tools, this 
item is a Hardware Week special. 
Consisting of a No. 50-4 in. side 
cutter, No. 517-5 in. slip joint, No. 
22-4 in. short chain nose and No. 
US2-1 34 in. screwdriver with 
matching red handle of Tenite II; 
other tools have red Plastisol dip 
handles. Wallet is of gray Vinylite 
plastic and folds easy for carrying 
in pocket. Packed in window box 
with designation “National Hard- 
ware Week Specials,” each box-has 





easel back to make counter display. 


Regular price is $6.70; special 
price is $5.65. Utica Drop Forge & 
Tool Corp. 


For more data circle No. 5 on postcard, p. 163 


Furniture Glides 


Three sizes of nail type rubber 
cushion furniture glides will be 
featured in the Hardware Week 
promotion and also be tied in with 
a special merchandising program. 
Program will consist of five items 
with which a small but attractive 
demonstrating display unit will be 
furnished without charge. Display 
is available in wall or counter type. 
Glides will get special national ad- 
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vertising during March and April, 
and mats can be had by dealers. 
Glides protect floor and give easy, 
quiet sliding action for chairs and 
wood furniture. CG-90N, %-in. di- 
ameter, lists for 35¢ per set of 
four; CG-91N, 1 1/16 in., 42¢ per 
set; CG-92N, 114 in., 62¢ per set. 
Bassick Co. 


For more data circle No. 6 on postcard, p. 163 


Twin Towel Bar 


This twin towel bar is being fea- 
tured as a Hardware Week special 
and is being supported by special 





promotional material. Mats and 
electros of this item, as well as 
other items, are available. Counter 


(Continued on page 160) 
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Wood Screw Assortment 


This No. 24 wood screw assort- 
ment of 24 different types and sizes 
comes complete with automatic dis- 
penser. Included are flat head zinc 
plated, round head zinc plated, oval 
head zinc plated and flat head brass 
screws. Called Select-a-Pak, the dis- 
penser takes 1514x12 in. of counter 
space. Little slide boxes or Paks 





have clear acetate sleeve for easy 
visibility of screws. Paks have vary- 
ing numbers of screws, depending 
on size and type, and detail for 15¢ 


each. Dispenser is free. National 
Lock Co. 
For more data circle No. 7 on postcard, p. 163 


Percolator Display 


Constructed of cardboard, wood 
and plastic, this colorful display is 
designed to promote the new Coffee- 
Perk. It consists of a wooden base 
with a plastic flagpole from which 
four colorful pennants extend; pen- 

(Continued on page 187) 
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Fewer New Homes 
In 1953 But Demand 
For Home Goods Heavy 


Home construction, on which the 
hardware industry depends to a 
large degree for its strength, is not 
expected to equal the output of re- 
cent years, in 1953. 

The number of new homes that 
will be raised this year is expected 
to reach about one million as com- 
pared to about 1,100,000 last year. 

There are a number of signs that 
show that the supply of new homes 
is finally catching up with the de- 
mand that grew so rapidly with 
the return of servicemen after 
World War II. 

There is less doubling up of fam- 
ilies at this time than there has 
been for many years. Another sign 
that the housing market is ap- 
proaching the saturation point is 
a slight easing of home prices. 

While the slowdown in home 
building will have an effect on the 
builders’ hardware side of the in- 
dustry, the demand should remain 
as strong as ever for the hundreds 
of products that are the necessities 
and conveniences for homes, and 
for which hardware stores are the 
best source. 

Paints, tools and housewares are 
a few of the lines which are ex- 
pected to remain in strong demand 
this year. 

There has been a noticeable in- 
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> Store Heads Expect Better Sales 


> Record Number of Employed 


> Home Goods Market Strong 


crease in the “do-it-yourself” trend 
among home owners. This idea is 
being fostered by almost every con- 
sumer magazine, by newspapers 
and even TV. 

The high cost of labor for home 
repair and improvement is another 
factor that indicates a growing 
trend to more work about the home 
by homeowners who are again 
learning the pleasure and independ- 
ence that comes from working with 
the hands. 


Department Store 
Sales Up 13 Pct 


Department store sales through- 
out the country for the four weeks 
ended January 10, were 13 pct 
above a year ago, However, they 
were down 3 pct for the week of 
January 10. The weekly index, 
without seasonal adjustment, stood 
at 89, compared with 81 on January 
8. It also compared with 92 in the 
same week a year ago. 





Sales Gain for Next 6 Months Expected 
By Large Store Operators, Survey Shows 


An optimistic outlook for retail 
sales in the first six months of this 
year was expressed by a majority 
of the retailers participating in a 


nationwide survey conducted by 


the National Retail Dry Goods As- 
sociation. The poll was taken among 
250 heads of department stores 
and specialty shops, each store hav- 
ing a sales volume of $1,000,000 or 
more. 

Of the reporting retailers, 49 pct 
anticipated a sales rise of from 1 
to 5 pet during the first six months 
over the corresponding 1952 period. 
A sales gain of more than 5 pct was 
seen by 26 pct. Twenty-two pct ex- 
pect about the same volume as last 
year and only 3 pct looked for a 
drop in sales below the 1952 level. 

Such changes as may take place 
in family income or employment, it 


was felt, will be toward improve- 
ment, rather than curtailment. It 
was stated that family credit re- 
mains good. For every dealer who 
reported families in his area owed 
more than they should, there were 
three who said that most families 
owe only “safe” amounts. No ma- 
terial change in credit or collection 
policies was planned. 

The importance of obtaining bet- 
ter salesmanship in order to reach 
the 1953 volume goals was stressed 
by the stores participating in the 
survey, with 80 pct of the replies 
deeming this essential. However, it 
was admitted that it was difficult to 
obtain competent people. Intensifi- 
cation of sales training efforts was 
planned by 85 pct of the retailers 
and considerable attention was also 

(Continued on page 222) 
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Who Says Profits Are Down? 


PAY ONLY © 
HALF PRICE ‘ 


Snape’ 


PRUNER 





Here’s the greatest garden tool offer 
we ever heard of. How can you miss? 





Reinforced wit 
same high 


1. It’s the most popular pruner in the world tenacity rayon 








—has been for years. Out-sells them all. used in heavy 
duty tires! 
2 Dealer gets 55% mark-up on the pack- 
® age of 13 pruners. 
3 A “try it ‘n buy it” display that will 
© fascinate the cust : 
4 28-page Seymour Smith book “How To |_ SPECIAL 
© Prune” available to each pruner 5-Year 
purchaser. | Guarante 








ld oda oo A promotion sparked by aggressive consumer 
Ty CL a Buy él advertising that your customers will see—and STANDAR 
backed by the finest pruning instruction book 10-Year 
Display No. 98 —for your customers without cost, through LGuarante 
coupon packed with each SEYMOUR SMITH ["~ 
, garden tool. 
9 No. 119 “Snap-Cuts” _— 
3 No. 118 “Snap-Cuts” cAUY Nil 
1 No. 118 “Snap-Cut” at half price EAM ot 
3 DEALER s bad Guarante 
Simply open the box and there are the dowels in Lad 
full view, easily accessible to the customer for trial 


cutting. The ‘“*Snap-Cuts”’ cut the tough dowels with INVEST $21.40 PROFIT $11.75 


ease —it amazes and sells the customer. 

















How can you lose? Order from your Seymour 
Smith distributors TODAY for delivery at your 
convenience. This offer good for limited time only. 







ESTATE 
10-Year 
Guarante 














SEYmouR SmITH 


Pruning Tools 
Grass & Hedge Shears SEYMOUR SMITH & SON, inc., Oakville, Conn. 











Luatily VEE, Sinn 2 SE5O SALES REPRESENTATIVES: IMPERIA 
John H. Graham & Co., Inc., 105 Duane Street, New York City 10-Year 
Guarante 
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you miss? Us 
Reinforced with 
n the world —_ sa 
enacity rayon 
is them all. used in heavy y e 
duty tires! wv” ; 
1 the pack. 4 S/S a “a 
& 
a 
| that will Certified by a Genuine Guarantee 
san Comen—<.¢uegune> wna aN That Brings SUPPLEX Cost Per Year 
Mpa To SPECIAL oes _ sain aan oe sd BORE DIA. BELOW That of Cheapest Hoses! 
sae | thimcrs Red | 50°) 5 | 351m. 14.65 7.95 (11.75 NO “IFS” OR “BUTS” ABOUT THIS STATEMENT. The 5-year or 10 
Guarantee 75°| #3 | 33 1b. “ene Seer or Weyeer 
guarantee attached to every SUPPLEX Tuff-Ply Garden Hose is our 
guarantee in writing that it will give satisfactory service under the 
roughest, toughest treatment for at least the FULL TERM OF THE 
GUARANTEE. 
nsumer 
.—and PER CARTON ——- SUGGESTED RETAIL— It also assures, for example, that a 50-foot SUPPLEX Tuff-Ply Standard 
ND COLORS | Size| Units|Ship. Wt.| 25’ 50’ 75’ sae Garden Hose retailing for $8.95 WILL give at least 10 years of uninter 
/32” 
n book is Green-Red] 25’| 10 | 41 tb. BOR rupted service at a cost that WILL NEVER EXCEED 89!2¢ A YEAR 
10-Year "Metalic | 50] 5 | gow. [5.15] 8.95|13.25) “*%* °'* 
hrough Guarantee Grey 75’ 3 36 Ib. Remember that any ordinary 5-year guaranteed hose retailing for even 
SMITH — . bd ‘ as little as $4.95 costs 99¢ per year, which is much more expensive 
’ SS a than our Tire-cord Reinforced SURPLEX hose — and carries no assur 
oan ance of uninterrupted service. 
THE SUPPLEX GUARANTEE backed by the unique SUPPLEX construc 
PER CARTON———SUGGESTED RETAIL— tion features (see next page) assures satisfied customers — and most 
UTY | coors | size | units) Ship. wt.| 25° | 50’ 75’ = important of all — NO RETURNS! 
Green-Red| 25’ | 10 47 Ib. E DIA. i j 
10-Year Metallic | 50’ 5 46 Ib. 5.9510.50 15.50 BOR Stock SUPPLEX the REINFORCED All-Plastic Hose that is 2 3 lighter 
Guarantee rey 75’ 3 | 42 1b. thon rubber, easier to handle, and delivers 50% more water! Plastic 
covered rubber hoses crack and discolor and deliver less water than 





SUPPLEX. In short: SUPPLEX is superior to any all-plastic, non-rein 
forced plastic, rubber, or plastic-covered rubber hose on the market. 


PER CARTON——-- SUGGESTED RETAIL 
ESTATE — Size | Units| Ship. Wt. 25° | 30” | 75° | oni!” 
10-Year | “ny | $0°| 3 | 351 16.9 12.50 2 
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The claim of any manufacturer to replace a damaged product is normal, but not oe 
good enough. Good will for the jobber and retailer comes only from products eS 
which will outlive their guarantees. We believe that our first responsibility is to PG 
produce a superior product — superior both in design and construction. This is [-@: 
why SUPPLEX guarantees =>.s 


+ 


k= 


ze UNINTERRUPTED SERVICE! 
x COMPLETE SATISFACTION! 
% NO COSTLY AND TROUBLESOME RETURNS! 
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SHEATH: + OF SUPPLEX ENGINEERING 
The SUPPLEX AND DESIGN 
All-Plastic Re- 

inforcedGar- MAKE THIS BUILT-IN 

den Hose UPPLEX GUARANTEE 











would be a com- POSSIBLE! 
plete hose withou 
this outer sheath! Bpt 
SUPPLEX goes further 
and adds this e¥tra 
layer of brilliant! col- TUFF-PLY REINFORCEMENT: This is a strong, protective 
ored, ribbed vinyl plastic ’ / layer of high-tenacity rayon tire-cord knitted OVER the inner 
that not only givesfhe final tube with a bending point of 90° for higher tensile strength. 
touch of beauty tofthe hose, This is one of the chief reasons SUPPLEX is the ONLY 
but is especially formulated All-Plastic Garden Hose that can be shut off at the 
to protect the nner hose nozzle and left in the sun without danger of bursting. 
against sun ahd oxida- With SUPPLEX there is no need to remind customers 
tion; against abrasion and to turn their hose off at the faucet! 

hard use! 






































In certain hoses with rub- 
ber inner tubes, a similar 
reinforcement is embed- 


INNER JACKET: 


Is a tough extra layer of vinyl 
plastic which locks the rayon ded, or pressed, into 
knit reinforcement in place by — , e inner tube. This 
fusing with the inner tube only, é z “7 ching of the inner 
yet allowing the rayon tire- ; ‘ weakens and 
cord to move freely. This in- s its effective 
sures flexibility of the hose kness — and 
and provides superior resist- fi ses kink. 
ance to kinking. , 




























COUPLING: INNER TUBE: The SUPPLEX Inner Tube is 
The heavy full-flow coupling made of mirror-smooth vinyl plastic that will 
delivers more water, is ma- a? deliver the maximum amount of water — all the 


water that comes from the outlet. Because of low 
friction loss, SUPPLEX inner tubes deliver 50% more 


chined from solid brass, and 
internally expanded to insure 


leak-proof connections. Tested water than rubber inner tubes of the same bore! Examine 
to withstand 300 Ib. pull! the inner tube in other hoses advertised as all-plastic to 
Won't rust! make certain the inner tube is plastic and not rubber! 


A PRODUCT OF 


INDUSTRIAL SYNTHETICS CORPORATION © carwoop, new jersey 


Makers of SUPPLEX Flexible Triple-Tubed “‘Lay-Flat’ Plastic Sprinkler 
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turn prospects into customers — fast! 
Reel-type power mowers with pro- 
tected chain drive, finger-tip controls, 
tough “Sta-Temp” blades, “no-clog” 


SAVAGE 4 
1 Sane for ies 


* SAVAGE ATTRACTIVE FEATURES * SAVAGE GUNSMITH CRAFTSMANSHIP 


has been famous throughout the world 
for nearly a century. When you sell 
Savage power mowers, you capitalize 
on this reputation for precision quality. 

















grass guards, shock-absorbing adjust- 
able handle, simplified adjustments, 
dependable Briggs & Stratton engine, 

conveniently located oil cups and sealed ~ 

Timken bearings. A powerful rotary — 

mower with balance-poised engine and 


extra large rear wheels for easy ma- 
neuvering, safety-slip clutch and supe- 


rior belt drive to prevent damage to wi 
blade and motor, permanently sealed 7 
bearings, special design that mulches ! 


grass perfectly and cuts wider than the 
wheel tread. 
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* SAVAGE 
NATIONAL ADVERTISING 


pre-sells your customers, directs them 
to your store for a look at your Savage 













































P mower display. Here is one of the in- 
Gunmake gion and quality oats 0 a g formative Savage ads, appearing this 
“gunsmith” reci 5 give YOU extra y £ servicing: Spring in: The Saturday Evening Post, 
e mower : minimum Better Homes and Gardens, House 
| into Sav ie e operation with hat mean the Beautiful, House & Garden, Sunset, 
H able, trou « you of features = age vib ration, Popular Mechanics, Mechanix Illus- 
f Savage ei Tieees efficiency pean - nee permits trated, Popular Science, Country Gen- 
most in 4 FREE-FL' ~y rd eight, tleman, Farm Journal, Home Garden 
r safety #% djusts t0 ; 
ected CHAIN DRIVE fo “ a apace skin yr process keeps =n a Grower and Popular 
rvice. ce of grass sive *gta-T ° 
noyan Excl true. Ss 
aps stop ae shar EARINGS- 
ss — and shaft. £ cutting plades rowing TM N . aneet * THE SAVAGE COMPLETE LINE 
winding rye ADJUSTMENT © SMOOTH aRTING 4-c¥CE 4 POWER MOWERS 
EASY, POST ep ‘CON- QUICK On ENGINE. 21” Savage YARD CHIEF*; Model 90 (pictured) 
eight. cuutcH AND sre st these features: 18” Savage POWER CHIEF*, Model 75 (ree! type) 
FINGER-THE the handle. to demonstrate | mower for you. 20” Savage ROTOR CHIEF*, Model 81 (rotary) 
TROLS Ask ote - - ‘bat Savage is # - 18” Savage DYNA CHIEF, Electric, Model 70 









4 HAND Mowers "°°! tyPe) 


16” Savage SUPERCHIEF*, Model 60 (also 18”) 
16” Savage LAWNCHIEF*, Model 55 (also 18”) 
16” Savage ONEIDA, Model 45 
16” Savage PAWNEE’, Model 35 (also 14”) 
*Reg. U.S. Pat. Off. 
Models 90 and 75 available with retriev- 
able starter at slight additional cost. 


Get the 1953 Savage Mower Catalog! 


—8 illustrated pages in color — detailed 
specifications of the beautiful new line of 
Savage power and hand mowers. Get yours 
from our nearest wholesale distributor. 


SAVAGE ARMS CORPORATION 


You'll be 0 
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The 21” savage MF a ROTOR cae Lawn Mower Division, Chicopee Falls, Mass., U.S.A. 
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‘ton farmer who puts up Bethlehem Fence writes a 
powerful advertisement for himself and his farm. Trim, 
tight fences say—more effectively than a billboard—here’s 
a healthy, well-managed farm! 
One glance at Bethlehem Fence shows why smart 
farmers are buying it. Inspect the tried-and-proved hinge 
joints. Test the strength of the tough steel wires. Examine 
the smooth, vise-tight zinc coating that fights off rust. 
, F ° A Line on 
There’s another reason for displaying Bethlehem Fence a an @ 
in your store. Your customers know the Bethlehem Springfield 
emblem and recognize it as a promise of superior farm a 


roducts. year’s rec 
’ Springfield 


Bethlehem Fence is made in all standard styles and top lines. ' 
sizes. It goes up faster and lasts longer when it’s installed ego ny 
on sturdy, easy-to-drive Bethlehem Steel Posts. 

Talk over your fence needs with your jobber today. 
And ask him about Bethlehem’s other top-quality steel 


products. They’re shown below. 
BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 


On the Pacific Coast Bethlehem products are sold by Bethlehem Pacific Coast 
Steel Corporation. Export Distributor: Bethlehem Steel Export Corporation 
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Advertisements like these, appearing regularly in 
regional farm papers, catch fence buyers’ attention. 
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Dealers Wanted ! 


Join the 3,500 dealers destined to have the Greatest 
Sales Year in Springfield Garden Tractor History 


SPRINGFIELD .. . best line to 
handle and here is why! 
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National Advertising 

Big color ads in Better 
Homes and Gardens, Farm 
Journal, Country Gentle- 
man, and many other 
prestige publications will 
appear this spring. 3 out 
of every 4 prospects will 
read the Springfield story. 


A Line on the Upgrade 
For six straight years 
Springfield garden tractor 
sales have doubled or al- 


most doubled the previous _ 
year’s record to make ~ 


Springfield one of today’s 
top lines. This year an- 
other great sales boost will 
be made by dealers. 


Low, Low Service 


Absolute rock bottom t 5, 
*.; cards, product tags, enve- 


one of Springfield's 


service requirements is 


strongest points. No gar- 
den tractor outdoes 
Springfield for long time 
trouble-free operation. 





3 Great Models 

A complete line is avail- 
able: 2 h.p., 212 h.p., and 
the big, husky 3 h.p. model 
powered to handle any 
garden tractor job and 
with the tractors is a com- 
plete line of attachments. 


Tested Attachments 

A complete line of front 
and rear attachments is 
available . . . making the 
Springfield garden tractor 
the most useful, versatile 
tool a person can own. Un- 
usual care is given to de- 
sign, workmanship, and 
field testing. 


Potent Sales Aids 
Wall posters, counter 


lope stuffers, catalog liter- 
ature, newspaper mats, 
action photographs... all 
are available at no cost to 
help you sell Springfields. 
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Springfield 


A product of Quick Manufacturing, Inc. 
8258 E. Main St., Springfield, Ohio 


An Invitation 


Valuable Springfield garden trac- 
tor dealerships are still open in 
many areas. We offer you the 
fastest growing of all garden trac- 
tor lines by actual record ...a 
tractor conceded to be one of the 
really outstanding designs ...a 
dealer program already adopted 
by over 3500 dealers. 

We honestly feel we offer some- 
thing extra and that this is a gen- 
uine opportunity to acquire both 
a top line and a profitable line. 
Write letter or mail coupon for 
dealership information. 


moo- nee 


CeCe — — ee ee ee 


Quick Manufacturing, Inc. 
3258 E. Main St., Springfield, Ohio 


Gentlemen: Please send me, without obli- 
gation on my part, details about the 
Springfield garden tractor dealership plan. 


Name 





Firm 
Street or RFD_~ 


ar OD Bice 


ee ee ee ee ee ee ee ee ee ee el 


eee ae ee 























Chase’ screens on every door 
make mosquitoes plenty sore (© 





Made especially to 
meet your needs in 
varying widths. 










Choice of Chase Bronze or 


p had 


























Chase Alclad Aluminum. 
Cuts faster, easier. You 
Evening 
Non-roll hexagonal = 
° inte 
packages, easier to handle and the 
and store. pelling : 
Lasts longer. It pay 
most co 
ae a ae 
fastest-s 
and GI 
. Temper 
“and Gor 


Chase we BRASS & COPPER 


WATERBURY 20, CONNECTICUT + SUBSIDIARY OF KENNECOTT COPPER CORPORATION 
¢ The Nation’s Headquarters for Brass & Copper 


Albanyt Cincinnati Houstont Minneapolis Pittsburgh Seattle 

Atlanta Cleveland Indianapolis Newark Providence Waterbury 

Baltimore =—Dallas Kansas City, Mo. New Orleans Rochester + 

Boston Denver t Los Angeles New York St. Louis ( Tales offices iw £ 
Chicago Detroit Milwaukee Philadelphia San Francisco only) 3 oe 
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and with 1953’s Top Promotion 
of Garden Hose Accessories 


OU get unprecedented advertising and merchandising Concentration on GREEN SPOT means no more miscel- 


laneous, mismatched merchandise °* simplified ordering, 
stocking and inventory control * concentrated, more effec- 
You get all-season-long advertising in The Saturday tive merchandise displays * faster turnover, bigger profits 
Evening Post... a full color three-piece window display since you know the line better and can promote it better * 
which identifies your store as Garden Headquarters... more benefit from GREEN SPOT’S complete advertising 
interesting and instructive booklet-catalogs on lawn care | and merchandising support. 
and the GREEN SPOT line .. . and all the other com- 
pelling sales helps illustrated above. 


support when you concentrate on GREEN SPOT. 


It pays to concentrate on GREEN SPOT . . . America’s IMPORTANT 
most complete quality line of garden hose accessories MERCHANDISE PLAN! 


. including the finest sprinklers and nozzles, the 


fastest-selling couplings, menders and other repair items Ask your franchised GREEN SPOT wholesaler 
and GREEN SPOT’S unusual group of “Time and about the +1 Garden Headquarters Merchandise 
Temper Savers”: Quick Connectors, “Y” Connectors, Sotpal OF soit boosth Mantestaten eon 
and Goose Necks. Merchandise Div., 36 Mill Street, Waterbury, Conn. 


Si A PRODUCT OF SCOVILL 
o 
yy GREEN SPOT promotion 
wth Opens SM) carries “The Saturd 
G LEM “tems rH fae 


RtCoemizED Recognized Value” —an 
Sprinklers * Hand Sprays » Hose Nozzles + Quick Connectors Wy ait extra help in selling 


“"Y¥” Connectors * Couplings » Hose Menders » Clamps + Goosenecks GREEN SPOT. 




















New Myers products 
you should know about 





Quality is the reason why 







Ph. 


[ ater System 


More Buyers Buy Myers! 


Take full advantage of the Myers name by 
selling all these new Myers products. 





New Ejecto Jr. 


Lowest priced automatic water system ever of- 
fered by Myers! Compact: 11 gal. tank is only 24 
inches high. Traditional Myers quality; bronze 
impeller and wearing rings; stainless steel shaft. 
For wells up to 40 feet deep. 


Designed as a cellar drainer 


This new Myers two-stage 


and for draining pits, boiler 
rooms, sub basements, el- 
evator shafts, etc. Centrifu- 
gal type pump. Base, pump 
parts, strainer, column, are 
bronze or brass. Continuous 
duty electric motor. 





New Tank Sprayers 
For Home Gardeners 


“Pestop” is the trade name of a new 
line of compressed air sprayers. Six 
different models from 134 to 31% gal. 
capacity. Heavy duty galvanized tank 
and all-brass pump. 















pump is designed to pump 
water from as low as 160 
feet at normal operating 
pressures. Quiet, efficient 
operation; no lubrication 
required. Regular Myers 
quality throughout. 





New Household 
Hand Sprayers 


Continuous and intermit- 
tent type hand sprayers are 
also offered under the 
Myers “Pestop” brand label. All are heavy tin plate. 
Continuous type has removable brass nozzle and 
syphon tube. Capacities: 1 pt., 1 qt., and 2 qt. 











o 


Take advantage of all the services 
he offers. Remember, he’s in business 
—-— to help you make more profit on the 
Myers equipment he sells, 














| : | © 
Water Water Water Water Water Garden 


Systems Softeners Neutralizers Purifiers Filters Sprayers 
Power Household 
Sprayers Sprayers 





THE F. E. MYERS & BRO. CO., 208 Fourth St., Ashland, Ohio 
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DIRECT 
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24" CUTTI 

WIDTHS 


These fi 
with no 
parts, as: 
tenance. 
bearing 

heights. 
trees. 





HARDW: 











stage 
ump 
; 160 
ting 
ient 
tion 


yers 


ate. 
and 


inden 
ayers 


phold 
yers 


, 1953 















33 


=—\— “A size to fit every lawn, a price to fit every purse. 
¥ Hand and Power Lawn Mowers 


e@ “DIXIE” All-American, 17” cut, is the newest addition to the 
line and is proving popular with the men who know lawn 
mowers. 5 hardened steel blades, raised edge lower blade, 
ball bearings in dirt sealed casings. 
@ “DIXIE” Model SL-2A, unbreakable, is somewhat 





similar in construction to the “DIXIE” All-Ameri- rad 
“DIXIE™ can, but with stamped steel side plates, and ROTARY 
SL-2A A & bar for lower blade. Size, 16”. Ball ELECTRIC 
HAND LAWN re bearing. 5 MOWER 
MOWER | © “DIXIE” Model SL-5, 16”, is a 





MODEL 
D-F 16" 
& 18" 
CUTTING 
WIDTHS 


sales leader in the popular price 
class, 9” wheels, rubber tires, 

5 blades, ball bearing, very 

popular with the trade. 









“Dixie” Flyer Rotary Electric Mower 
An exceptional value in Electric Rotary Mowers, in- 
corporating the popular three-wheel patented feature of 
our Model R-1, 20”. 3 rubber-tired ball-bearing wheels. 
Motor 1/3 h.p. mounted on sturdy cast aluminum base. 
Width of cut 16 inches. Handle is electric welded steel 
tubular type with rubber grip. Adjustable cutting height 
1 to 3 inches. Blade is fully guarded in all directions. 

















“DIXIE” This attractive light-weight mower is easy to operate and 
DIRECT a popular seller wherever shown. 
DRIVE en 
“cc . . 9” = yy 
MODEL RI Dixie” D-2 ee ys 
16", 18", 20" & Power Lawn Mower p 
24" CUTTING “ ” 
WIDTHS DIXIE” Power Lawn Mower 


Model D-2, 20” cut. 1 h.p. engine. 
Oil-sealed reel ball-bearings. 
Chrysler Oilite self-lubricating _ 
bronze bearings in drive shaft. # 
‘ 5 precision ground Le. 
des : carbon tool steel -_ 
; le " blades. Semi-pneu- ” 
matic rubber tires. 


Patented 


These fine quality Rotary Power Mowers have direct drive 
with no chains or belts, which eliminates many intricate 
parts, assuring unsurpassed performance and low cost main- 
tenance. Four cycle engines. Adjustable handles. 3 ball- 
bearing wheels. Semi-pneumatic tires. Adjustable cutting 
heights. Cut extra smooth and permits close cutting around 
trees. 
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EVERY PACKAGE CARRIES 
FULL DIRECTIONS 
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Retail price is suggested retail price. 
PACKAGE RETAIL 


DEALER PACKAGE RETAIL CASE DEALER PACKAGE RETAIL CASE DEALER 


ARSENATE OF LEAD 5% CHLORDANE DUST GARDEN DUST 


BLACK LEAF 40 


$ 7.04 T-Ib. ctn. $ .49 2 doz. $ 7.84 Yelb. dust gun $.79 2 doz. $12.64 
6.24 4-Ib. ctn. 1.39 Six 5.56 1-Ib. ctn. 1.15 Dozen 9.20 


25-Ib. bag 7.49 Two 9.99 LIME SULPHUR SPRAY with Spreader 
11.16 50% DDT WETTABLE POWDER 5-oz. bil. 39 2 doz. 6.24 
8.40 1-pt. bel. 79 Dozen 6.32 
Ye-lb. etn. 49 2 doz. 7.84 : 
10.35 a 39 > 712 I-qt. btl. 1.29 Six 5.16 
18.43 ee mene : 1-gal. tin 3.98 Six 15.92 
45% CHLORDANE SPRAY 10% LINDANE SPRAY 50% MALATHON SPRAY 
12.48 1-oz. btl. 39 4 doz. 12.48 1-oz. bil. A9 4 doz. 15.68 
8.72 5-07. bil. 1.19 Dozen 9.52 5-oz, btl. 1.39 Dozen 11.12 
9.56 1-pt. bel. 2.69 Six 10.76 1-pt. bel. 2.98 Six 11.92 
16.76 1-qt. bel, 479 Six 19.16 1-gt. bil. 5.29 Six 21.16 
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the Black Leaf lin 


America’s Best-Known Brand of Pest Control Products 


Here is a big opportunity for you to 
make extra profits! Here is the complete, 
new line of Black Leaf Pest Control Prod- 
ucts for house and garden use. Here is all 
of the protection most of your customers 
need against common pests. 


experience and resources of a national 
organization that has manufactured better 
pesticides since 1885. 

Sales of Black Leaf Products are sup- 
ported by a powerful national advertising 
campaign in leading magazines, farm mag- 





azines, farm papers and newspapers. Well 
known and widely used for many years, 
products which carry the familiar Black 
Leaf brand are always in big demand. 


Every product carries the famous Black 
Leaf trade-mark—the symbol of quality 
and dependability for two generations. 
Every product has behind it the research, 






Place Your Order with Your Regular Distributor 


For extra sales and extra profits, stock and display a complete line 
of Black Leaf Pest Control Products. Place your order 

now with your regular distributor. Ask him about the quantity 
discount on ten case orders of unstarred (*) items, one 

shipment, one billing. Ask him for a complete dealer price 

list. Compare the low prices, the dealer mark-ups 
and the liberal terms. Compare, and remember that 
Black Leaf Products are famous for quality and 
dependability. If you desire additional information, 
communicate with the address below. Literature, 
mats of advertisements, mats of packages, 

store and window display materials are 

available without charge. Your 

inquiry will receive prompt attention. 


wo... 
Ce 










(ia 7 
2 4 





LA: 
LYE 
STO t. 





Lee: 
Z 






2 
'Lo4 












TOBACCO BY-PRODUCTS & CHEMICAL CORPORATION 


Executive Offices: 401 East Main St., Richmond 8, Va. 
Western Division Offices: 1 South Park, San Francisco, Cal. 
Sales Offices ‘in 22 Cities. 
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PACKAGE RETAIL CASE DEALER PACKAGE RETAIL CASE DEALER PACKAGE RETAIL CASE DEALER 
WHITE OIL SPRAY WARFARIN RAT KILLER BAIT 11-36 (DDT) AEROSOL INSECT KILLER 
5-oz. bil. $ .39 2 doz. $6.28 1-Ib. ctn. $ .79 2 doz. $12.64 12-0z. aerosol $1.09 Dozen $ 8.72 
1-pt. bl. 69 Dozen 5.52 5-Ib. etn. 2.98 Six 11.92 
1-qt. bil. 1.29 Six 5.16 25-Ib. bag 12.48 One 8.32 CRABGRASS KILLER 
4-02. bt. 79 2 doz. 12.64 
Seema See 7.84 WARFARIN CONCENTRATE 8-oz. bil. 1.39 Dozen 11.12 
nbacganng hs ea ’ 44-02. bil. AQ Ador. = 15.68 —‘T-4b. bit. 249 Six 9.96 
8-oz. cin. 59 ——~Dozen 712 40r. bil 1.69 Dozen 13.52 
1b. etn, 1.39 Six 5.56 ae : . . 
EE 8-oz. bti. 2.98 Six 11.92 WEED KILLER — ARSENICAL 
1% ROTENONE DUST 1-lb. btl. 498 Six 19.92 1-qt. tin 98 Dozen 7.84 
*1-Ib. etn. 35 2 doz. 5.60 l-gal. tin 3.48 Six 13.92 
*4-[b. og 1.25 Dozen 10.00 PYRENONE AEROSOL INSECT KILLER *5-gal.drum 11.97 One 7.98 
*25-lb. bag 5.15 Two 7.70 12-0z. aerosol 1.49 Dozen 11.92 (5-gallon drums shipped freight collect) 
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No Wonder Melnor 
Ranks First in the Nation 
Over All Other 


Oscillating Sprinklers 





unconditionally guaranteed... for one full year 


covers rectangular areas up to 2400 sq. ft. 


all parts entirely rustproof and non-corrosive 


split-second link adjustment for small areas 


with BRAND-NEW 3-COLOR WRAPAROUND DISPLAY! 
Swingin’ Spray’s eye-catching self-selling display 
is making sales excitement everywhere! 











© adjusts easily for smaller areas 

e sturdy aluminum, brass and stainless steel 
e water-driven gears never need oiling 

® covers entire lawn area uniformly 


FREE catalog, sales aids, merchandise counter 
display, mats, electros on request. 








[ 


; 
i 


POWERFUL NATIONAL ADS IN THESE KEY MAGAZINES! | 
» Peal ous Sa 7 \ Tie in with Melnor’s 





\ tremendous advertising 
program...pre-selling | 
millions of home owners | 
from coast to coast! 


MELNOR METAL PRODUCTS CO., Inc. | 10-40 45th Avenue, Long Island City 1, N.Y 
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Jackson 
| GASOLINE Mower 
vad > DI Mig.Co. Easy-cutting, 16-inch, trimmer-type, 
ees rotary mower. One piece tool steel 
blade driven by 1 HP, 3600 RPM 
Power Products engine. Reverso han- 
dles for cutting in either direction. 
ear 
ft. 
we Jackson 
eas ELECTRIC Mower 
Ay! Sure-starting, smooth-running, 16-inch 
1y trimmer-type mower in two models— 
16A, 1725 RPM—16B, 3450 RPM. 
Motors carry full-year guarantee. 50 
Feet of cord, furnished. 
Not only good looks, but reliability 
is the hallmark of Jackson fans and 
mowers——a name backed by years 
of manufacturing experience. You can 
count on Jackson products for REPUTATION- 
BUILDING performance. 
Popular-Size WINDOW FANS 
In Attractive New Design 
Quiet, dependable, high-capacity Jackson window fans in the 
preferred 22-inch and 24-inch sizes. Features include: deep 
pitch, dynamic balance blades for greater air movement, protec- 
tion against overload, belt drive and low speed, easy installation, | 
latest oilite beartngs. , Jackson Manufacturing Co. 
; 2303 W. Fairview Ave., Montgomery, Ala. 
. . Please send me literature and price list for 
Send This Coupon for Literature and Prices , Jackson Mowers [7 Jackson Fans [7 
s Name . a 
JACKSON Manufacturing Co. ' 
Fi 
2303 WEST FAIRVIEW AVE. TEL. 3-7790 nee —ngiennesiiin 
MONTGOMERY, ALA. , Address_ — —— 
Builders of RELIABLE EQUIPMENT for the Modern Home ‘ City ———— State 
} N. Y I 
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STEEL GOODS 
FORKS - HOES - RAKES 








FORKS 


Heads of all forks are rolled or forged 
from high carbon bar steel. Spading Forks 
are forged from dies insuring uniformity 
in width, spacing and thickness of tines. 
Tempered. Ames Brand polished and 
equipped with Armor D Handle. Ames 
Ram Brand Tumbled and equipped with 
Steel D Handle. 


HOES 


Heads are forged from high carbon steel. Carefully 
rolled to correct thickness. Set and balance conform 
to consumer requirements. Fully edged. 


RAKES 


Round Bow and Level Head forged from bar steel. Teeth are 
all the same length. 


Ames Brand equipped with Ames Laminated Handles. Revolutionary 
construction eliminates possibility of cross grain. No extra cost. 
Ames Ram Brand equipped with ash handles. 


Fitting companions for the famous line of Ames Shovels. Each tool 


beautifully finished. SHOVELS 


SPADES 


bah Your Dobler \ \ ©) scoops 


FORKS 





HOES 


O. AMES CO. i 


PARKERSBURG, W.VA. ° NORTH EASTON, MASS. 
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wo. s3 Rocket Package 


A complete, yet very compact, display of 





open stock Sherman Lawn Hose Acces- 
Suet of teton, tediton sories especially suitable for NATIONAL 


Couplings and Menders with ac- 
HARDWARE WEEK and other Spring pro- 


cessories. 
Ww pIsPLAY ° i i 
wINnDdo — motions. All merchandise and display 


RAFFIC-BUILDING 


- + 





material packed in single shipping car- 
ton 20” x 14” x 8”. Merchandise and dis- 
play material all reach’ you Factory Fresh 


RDWARE 








Home TOWN HA 





—Sparkling with Sales Appeal! 


5 
ur Cost $40.8 
" Resale Value $61 28 
Your Profit $20.43 


ORDER TODAY . . . DON’T MISS 
YOUR SHARE OF SPRING PROFITS 






BATTLE CREEK, MICHIGAN 





MANUF actutl 


LAWN HOSE GOODS 
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There's 
no substitute (SN 


for Opal! 


For the biggest profits ever, stock the finest wire screen! Galvanized 





Opal’s exclusive Multi-Strand edge lies flat, fits smoothly. Its long-wearing, precision- 
made, uniform mesh will satisfy your most particular customer. For the 
three-way parlay that always pays off, you can’t beat Opal Steel, 
Aldura Aluminum and Liberty Bronze. 


NEW YORK WIRE CLOTH 
COMPANY 


63 Park Street, New Canaan, Conn. 
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FAST-SELLING, BIG PROFIT 


SWAN 


Oo8s SWAN SPRINKLE-SOAKER! 


Here are two new Swan items your customers will scream 
for...so get set now for volume sales and profits in 1953! 


- 












@ Swan’s new Sprinkle-Soaker does the work of a lawn 
sprinkler and soil soaker — and does it better! Ten feet 
long, all plastic with brass fittings. Will not mildew, 
fade, rot, or sun-check. Makes it easy to sprinkle or soak 
those hard-to-get-at areas whether oval, round, or rec- 
tangular. Several ten foot lengths screwed together sprin- 
kles or soaks large areas! 


SPRINKLE-SOAKER SPECIFICATIONS aT FOR 


STYLE COLOR PACKAGING WEIGHT @) | L 4 
No. 10 GREEN 10 Sprinkle-Soakers to carton 15 Ibs., 6 oz. $3 95 


























For soil soaking, 
turn perfora- 
tions down and 
adjust pressure 
to obtain a gen- 
tle soaking ac- 
tion. Can be 
looped around 
plants or shrubs 
for individual 
soaking. 


® swan LAWN SPRINKLER! 


@ Made of tough, beautiful plastic with thousands 
of small holes punched all the way round which 
throw out a gentle fifteen foot wide cloud-like spray 
that soaks in quickly. Available in 20 and 35-ft. 
lengths with brass couplings. 


RETAILS FOR AS LOW AS $41.89 





The only practical way to sprinkle 
long narrow strips of grass. Puts 
the water on the grass — not the 
house or the sidewalk. 








SWAN SPRINKLER SPECIFICATIONS 





























STYLE LENGTH PACKAGING WEIGHT - 

12 20-ft. 10 Sprinklers packed to carton 15 Ibs. ss < J x 

ag pene, | & 

12 35-ft. 10 Sprinklers packed to carton 21 Ibs. —_ . 
Sprinkles lots of water 





over wide areas. 





SWAN RUBBER COMPANY BUCYRUS, OHIO 





5, 1953 HARDWARE AGE, FEBRUARY 5, 1953 35 











Over a million new homes 
will be built in 1953... 


EVERY UNE IS A PROSPECT FOR 
Tn NEW GARDEN TOOL SET! 


BN FAROE a? UR Hi Recies 








OW you can sell the six most popular True Temper 

“Dynalite” garden tools for home owners, plus 

the True Temper wall tool holder, all in one handy 

packaged set. It’s a “natural” for the new home owner, 

because it makes it easy for him to get the basic tools 
he needs. 

Each of these top quality True Temper garden tools 
sells faster because it feels and balances better, lasts : 
longer, looks better. And they have the famous True 
Temper fire hardened handles that resist weather, wear 
and vermin—the handles no other manufacturer offers ! 




















This “packaged set” is a special value because the 
tool holder is included at reduced cost in return for 
its advertising value. And the set can be broken down 
and items sold separately—an ideal way to order stock 
of basic tools. For prompt action, see your True Temper ee 
Wholesaler. TrueTemperCorporation, Cleveland 15,0. e 





TRUE TEMPER “DYNALITE”’ TOOLS 
During Hardware Week be sure to feature the with Fire Hardened Handles: 


True Temper “Falls City” Nail Hammer. Watch 
for your Hardware Week Promotion Kit! Garden Shovel « Spading Fork (Long or Dee Handle) 
Stainless Steel Trowel ¢« Bow Rake 


Teur TEMPER ee “cutvator » Toot Holder 


FOR OVER 100 YEARS MAKERS OF FINE TOOLS, FISHING RODS, GOLF SHAFTS 
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JOBBERS! DEALERS ! 


CASH IN ON THE BIGGEST NEWS 
IN LAWNMOWER HISTORY ! | 





SER i? et a eas 







Wide 18 inch cut 

Front “grass spray” discharge 
2-cycle lron Horse engine 
Weight—only 35 pounds 


The LAWN-BOY'S feature-built to make grass cutting easier, quicker and neater 
than ever before. It's a mower you can sell with pride. Quality construction, 
brilliant engineering and contemporary styling have truly produced tomorrow's 


lawnmower... today. 


Extra-wide 22 inch cut 
2-cycle engine 
Front “grass spray” discharge 


21 inch cut 
4-cycle Briggs & Stratton engine 
Reor “grass spray" discharge 


AVAILABLE THROUGH WHOLESALE HARDWARE JOBBERS » 














Wat 




















Watch for the LAWWT-BO¥ p 


America’s newest power lawn 


Here’s the 18 inch LAWN-BOY with front “Grass Sproy” dis- 
charge and the new 2-cycle bron Horse engine the first 
engine specifically designed for lawnmowers The blade's 
completely shielded to prevent “kick-back’ of sticks or stones 
And it's featherlight only 35 pounds 


There's oc LAWN-BOY for you. . . 
no metter how large or how small 
your lawn is. Take your pick of any 


‘ @ 4-cycle engine 
@ 21-inch cut for lorger lawns 
@ Rear “Grass Spray” discharge 


Whe Ml Longest | Manu feec W020? oY fivtary Ja: 
RPM MANUFACTURING (¢ 


Lamar, Missouri 
HW ¢ Subsildary oY (C Julboard. NWlorine Cc Vanufac Wi 


Manufactured and Sold in Canada bv Outboard. Marine & Manufactu 











in this GIANT full color, 2 page bleed 
spread in LIFE magazine on APRIL 13 


GRASS SPRAY! 


The LAWN-BOY's “Grass Spray” gives 
advantages: First, 


LIGHTER! 
BLADE! 


shaped for maximum 


efficiency ... it's formed to 


take best odvogtage of 
“gross dynomics”. The 
edges and tips are 
thet keep the LAWN-BOY out in front! temper-hardened to 
stay sharp. 


@ Styling by Brooks Stevens, nationally known 
industrial designer 


OSER TRIM! © Coost-to-coast service and parts facilities 
@ Bolanced weight distribution 


ways get a closer trim with 
@ Easily adjusted height selector 


NN-BOY. Runs along fences 
hs os dose os % of on 


: NOW SEE tT! 
os LAWN-BOY 


ue lowers 
‘OMPANY 


“g oO omyflany 


. 
“inc ° - 


Remember the date, April 
13th...the first time any 
lawnmower manufacturer 
has ever run a double 
spread in full color in LIFE 
magazine...the biggest 
weekly in the field. Each 
issue reaches more than 24 
million readers. The LAWN- 
BOY ad—on April 13th— 
will nail down prospect 
preference. This big, color- 
ful advertisement will pre- 
sell your customers on 
America’s newest, most 
modern lawnmower... the 


LAWN-BOY by R P M. 


Be sure you take advantage 
of this hard-hitting, large- 
space promotion. Contact 
your nearest or preferred 
wholesale hardware jobber 


today. 


Sellthe LAWN-BOY by RPM 
... America’s newest, most 


modern lawnmower. 
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HERE'S THE BIGGEST NEWS 
IN LAWNMOWER HISTORY ! 


On April 13th, RPM Manufacturing Company will 
introduce the LAWN-BOY, America’s most modern 
lawnmower, to more than 24 million readers of 
LIFE magazine with a two page full color ad- 
vertisement . . . the first time any lawnmower 
manufacturer has ever run a 2 page ad 
in full color in LIFE, the magazine that 
reaches more than 14 million fami- 


lies every week. 


Inside you'll find more details about 

this big: sales campaign ...a 
campaign geared to pre-sell the 
LAWN-BOY more effectively to 
more prospects than any other 
campaign in the history of lawn- 


mower merchandising. 


Open this page and see a history- 


making advertisement! 


fhe La Lu n ~ 4 0 y Y RA AMERICA’S MOST MODERN LAWNMOWER 
y/ 












AND HERE’S MORE PROMOTION... 


All high-geared to pre-sell the Lawn-Boy by RPM 





The Saturday Evening Two 12 page ads 
in the Saturday 
Evening Post... | 
May 14th and j 
April 18th. 














One full page ad 





in Flower Grower 


- » « April. 








Two %4 page ads 

























in Farm Journal 


- April and 











May. 






seed 


dens! 


100.4 Two 2 page ads 





oh bho! 
in Better Homes 






and Gardens... 





April and May. 






And every ad in full color . . . dramatically aimed to attract and hold reader interest. 


———~ow Sten! 


MINE HEAP ay ABOU TZ sare a 
, 
ees® 


FREE MERCHANDISING KIT! 


What's more, every dealer receives 





absolutely free a complete merchandising 
kit, designed to make sure his customers 
know he’s selling the Lawn-Boy. 

This kit contains everything a dealer 
needs to spark prospect interest: 
counter cards, window balloons, price 
tents, window streamers, radio commer- 
cials, newspaper mat book, interior wall 
arrows, handle tags (big and little), and 
window banners. 


TIE IN WITH THIS PRODUCT-MOVING PROMOTION ! 
CASH IN ON THIS HIGH QUALITY PRODUCT! 


Write today for the name of your nearest wholesale hardware jobber! 


RPM MANUFACTURING COMPANY 
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Each Soaker-Spray is attractive- 
ly mounted on a colorful, eye- 
catching card with hand hole 
for easy carrying. 


The Resinite Soaker- 
Spray is a continuous 
length of tough 
Resinite vinyl tubing 
perforated with tiny 
holes that emit a 
gentle rain-like spray 
about 15 feet wide 
Amazingly flexible— 
twists around cor- 
ners, trees, terraces, 


etc. Comes in 20 ft and 35 ft lengths with standard 
coupling for attaching to garden hose. Guaranteed 
not to rot or mildew. Suggested list prices: 20 ft. $2.75 


— 35 ft. $3.85. 


ORDER NOW 
Your wholesaler can show you the wide profit margin 
on this new fast-selling money maker — or mail coupon 
for further information, or sample. 


MANUFACTURED BY RESIN INDUSTRIES 


SOLD BY 


RESINITE SALES CORPORATION 


CALIFORNIA 


SANTA BARBARA 
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Photograph of a lady watering her lawn with the amazing 


RESINITE 



















REVOLUTIONARY FLEXIBLE SPRINKLER 





A REVOLUTIONARY FLEXIBLE SPRINKLER \ 





7» wevautionany FLEXIBLE SPRINKLER, 
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Comes packed in self-selling 


display carton. 
one size to carton. 


| RESINITE SALES CORP. 


Box 1257 
Santa Barbara, California 


Six to carton— 


Pleaes send me further information on the: 


(I) Resinite Soaker-Spray 
C) 8 enclose $1.00 for sample for my personal use. 





My Wholesaler is 


¢; d 





Address. 































how BALANCE helps 
you sell more sledges 


— to yourself and your customers that Warren- 
Teed sledges are in perfect balance . . . with a flick 
of the wrist. Place a sledge with the polished face down 
and give it a whirl. It spins smoothly while maintain 
ing an upright position. That’s Balance. 





Men who buy and use heavy hand tools know the 
value of a sledge that strikes true every time; that does 
not mar tools on the receiving end of the blow; that 
is safer because it is balanced accurately. 









Forged from special open hearth steel, Warren- 
Teed sledges are made to last. Striking faces are 
polished to a mirror-like finish, then protected with 
clear lacquer. Painted Dutch Blue to attract the quality 
buyer’s attention . . . they stand out from the rest. 





Order Warren-Teed sledges today, demonstrate 
their balance to your customers and watch them sell. 
Write, if you desire more information. 





Shipped with or without handles, four to a carton 


ae ae” we easy handling and efficient storing. Fully pro- 


tected from scuffing and scratches. 


WARREN TOOL CORPORATION 


General Offices. . . Warren, Ohio . 


Export Division . . . . 30 Church St., New York 7, N. Y. 
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These American boosters reach the farmers 
who can boost your sales... and profits 


















THIS IS HARLAN JOHNSON, Winfield, Iowa farmer who re- 
ports, “We’ve had American Fence on our farm as long as 
I can remember. I think it’s as good a fence as you can buy!” 
Satisfied farmers like Mr. Johnson are convincing “salesmen” for 
American Fence. That’s why we use farmer testimonials such as 
this in our advertisements which appear in leading farm and 
national magazines, reaching over 6,000,000 farm homes. This 
farmer-to-farmer appeal helps pre-sell American Fence for you. 


THIS IS GEORGE HICKS, 
nationally known radio an- 
nouncer. Via hard-hitting com- 
mercials on “The Theatre Guild 
On The Air” he reminds your 
prospective customers to look 
for the U-S-S trade-mark on 
all steel products they buy. 
Again, selling your prospects. 






















THIS IS THE AMERICAN FENCE DEALER SIGN 


which tells prospective customers that “here is the 
place to get the best fence you can buy.” Display 
this sales-winner in front of your store for bigger, 
more profitable sales. ; 


AND THIS IS AMERICAN FENCE, THE PROFIT MAKER: 
It has won a reputation for long life, dependability and ease of maintenance. It’s 
quality fence, from end to end . . . made of full gage wires, smoothly and uniformly 
galvanized. It’s the farmers’ favorite. No wonder 





Theres move American Fence tn use Tan any other brand / 


AMERICAN STEEL & WIRE DIVISION, UNITED STATES STEEL CORPORATION, GENERAL OFFICES: CLEVELAND, OHIO 
COLUMBIA-GENEVA STEEL DIVISION, SAN FRANCISCO + TENNESSEE COAL & IRON DIVISION, FAIRFIELD, ALA. 
UNITED STATES STEEL EXPORT COMPANY, NEW YORK 


U-S°S AMERICAN FENCE 
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choose 


CHOREMasTER 


for 3 big reasons... 











} 


promotion 


SiS am 





profits 


IX 


C 








Complete line of Quality Products ... 
CHOREMASTER’s year-round-selling units: 


CHOREMASTER One-wheel Garden Tractor with 35 money- 
making attachments, | 2-3 H.P. Models 

It’s always selling season with this multi-purpose CHOREMASTER unit. Sales 
only begin with the tractor. They go on and on with the many low-cost CHORE- 
MASTER attachments ...cultivating tools, mowers, sprayer, snowplow, seeder, 
etc... . for house, farm, yard or garden chores. One wheel design permits 
“between-the-row” cultivation . .. makes CHOREMASTER the champ! 
$154.75 List, FOB Factory 








CHOREMASTER Rotary Tiller—Be in on the ground floor of the 
fastest growing product in the field. Self-contained unit does all ground work 
in one operation—plows, discs, harrows, and cultivates. No attachments 
needed. Newest development for farm and garden . . . means bigger profits. 


$139.50 List, FOB Factory 


CHOREMASTER Rotary Mower with low-cost leaf-mulcher 
attachment 

Here's a profit-packed unit that gives easy, trouble-free operation for mowing 
or leaf-mulching. “Fine cuts’’ 18 inch swath. Full trim, comfort handles, high 
hi Extra aut sales with popular leaf-mulcher attachment. 





quality 


@eeeeeeeeeeveeeeeeeeeeeeeveeeeeeeeeeeaeeeeeeeeee eee 








\ 


maliilehile Backed by terrific CHOREMASTER National Promotion... 





The CHOREMASTER line is pre-sold for you by constant hard-hitting adver- 
tising in leading farm and home gazines. Th ds of cust s read 


Successful 
Farming “4 MERI ' daily how they can save money, time and space with CHOREMASTER products. 
Ph In addition, you receive aggressive selling aids and special pr ti that 


ME... 
. Bs, have made CHOREMASTER a leader in the industry. 


mae Means Profits for You... 


CHOREMASTER units offer year-round sales and profit. 


- Tit Get the facts about a money-making CHOREMASTER dealership now. Write 
7 “ZB , v for your FREE kit of CHOREMASTER dealer aids and see what big profits can 
I / = \ be yours when you choose CHOREMASTER! 
Dealers throughout U.S. and Canada 


ut 
= <!* @MOREMasTER 


WEBER ENGINEERED PRODUCTS CO. FARM & GARDEN SALES, INC. 


Menefecterers of Choremastor Garden Tractors, Tillers, Rotery Mower Sales Subsidiary for Choremaster Products 
828-2 EVANS ST., CINCINNATI 4, OHIO 
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4 New and Bigger Cut Steady Spring 


| ‘ Profit-Makers 
\ from the Complete 
of Garden Tool Profits re Con 


Garden Tool Line 
























Disston Wo. 1100 
GRASS SHEAR 


Sell this fine tool simply 
by putting it into the 
customer’s hand. Up- 
and-down squeeze and 
self -tensioning tempered 
steel blades make cutting 
easy. Wt. per doz.: 13 lbs. 
Packed 1 in box. 


with the New 

Disston No. 112 
DOUBLE CUTTER 
ELECTRIC HEDGE 
TRIMMER 


























" heahied Lightweight! 


Unlike ordinary trimmers, the 

ied lightweight Disston Double Cutter, 
Ge; perfectly balanced, has two blades moving in 
“a smooth, reciprocal action for easy cutting with almost 
no vibration. Powerful, compact AC/DC 115 volt motor, iq 
fan-cooled, and 12” blades of tool steel. Cup-type toggle Di t a 
switch. For left handed model specify 112LH. Wt. 4 lbs. sston © 
12 ozs. Packed one in a carton. No 30 


HEDGE SHEA \ 


Disston’s finest hand 
shear. Hollow ground 
Disston Steel blades. 
Hardwood handles 
securely pinned. Blade 
lengths: 8” and 10”; 


‘ 2% and 3 lbs. 
Disston ; 







































and the 


NEW 


Disston N Noe 32 
FAST-CUT HAND PRUNER 






























Here is a rugged anvil-type pruner for every type of pruning. 
It packs tremendous cutting power in its Jaws, yet its strong p No. D-24A 
lever action makes it easy on the hand. Hardened and Spring Action Rake 





tempered tool steel blade, aluminum anvil, heavy gauge 
pressed steel handles with bright, plated finish 8)4’’ long. 
> manufactured. 


All parts replaceable. Wt. per doz. 714 lbs. Packed one to Backbone spring 
a display box—six display boxes to shipping container. makes raking less 
y tiring. Hardwood 


The finest rake 
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BETTER HOMES & GARDENS 


. : . ° 4 nove 
> Order these fast-moving Disston Garden Tools from your wholesaler. + meng ee 

° Your customers will be presold by consumer advertising - \% . 2 s 

. featuring Disston Garden Tools in the May issue of ° 2 : Uy 

; . ° carton. WM Iij\\ \ 
: ° 

x 7 
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arra-James 


HELPS YOU SELL MORE IN LESS SPACE 
Here’s a complete Power Tool department... 


ONLY G it 


FLOOR SPACE 
= . ATTRACTIVELY DISPLAY 


7MAJOR POWER TOOLS 
in this 
STREAMLINED UNIT 
Packed With Sales Power 


Here, in a space of only 4 feet, is the 
ee eee streamlined answer to dealer space prob- 
cra ee EEL o ET epee lems; enabling you to install a complete 
“Ae = Darra-James Power Tool Merchandising 
Department. 
Actual floor dimensions are 4 ft. wide, 
“Pen ce ine a 2 ft. deep and 5 ft.high. Display is port- 
ee = able and easily moved for window or 
' floor use. Design includes adjustable 


5 eh ere 























Meco tl call 4 - shelves, illuminated shadow box sign, 
1: ::| jell : ~~ : ; yg and durable finish of washable plastic 
' colors. 


> —~ § ee POWER TOOLS INCLUDE: 


Model 32, 8” Tilt Arbor Saw, with exten- 

sions, V-belt, motor mount and motor 

pulley. 

") Model 212, Jig Saw 

; Model 325, Belt Disc Sander 
eal Model 350, 12” Drill Press 

— Model 595, 914” Band Saw 

Model 900, 9” Gap Bed Lathe 

Model 395, 414” Jointer (Cast Iron) 


COMPLETE AS SHOWN 


Ouly, 4284,2- 





CONTACT YOUR 
LOCAL JOBBER CORPORATION 


OR WRITE DIRECT SPRINGFIELD q) MASSACHUSETTS 


- 
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w or 
a * Displacement, 8 cubic in. 
x sign, Develops 2% hp. @ 3600 
plastic r-p-m. Torque at moderate 
Speeds is exceptionally high, 
assuring high lugging capac- 
ity. Especially suited to the 
> needs of garden tractors and 
= other equipment where Sud- 
opplied peak loads 
IDE: would stall an ordinary en- 
° gine. Shown equipped with 
exclusive Contex external 
1 exten- breaker Point and fly-weight 
motor type governor assembly, This 
Continental “First” has been 
widely acclaimed as the most 
important air-cooled engine 
advance in years. 
ises 
' ine line comprise 
led industrial eng , tical shaft 
tinental air-coo g six ver 
on) The Con 


includin 
Y%y to 22 h.p., heat 
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. DETROIT 14, MICHIGAN 


E 
12800 KERCHEVAL AVENU 
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You'll register NEW SALES RECORDS 









































“ZIG-ZAG" RULE 
No. 126 


Companion rule to No. 
X226. Same high qual- 
ity features except has 
no extension slide and 
is made with standard 
weight sticks. Not reg- 
istered. 


with...The FIRST 


The new 
STANLEY 


"100 
PLUS’’ 


NEVER BEFORE has the lasting perform- 
ance of a folding rule been certified. 


To create complete confidence in your 
customers... to build bigger rule sales for 
you ... Stanley now offers to register 
America’s most versatile extension rule — 
the “100 Plus” No. X226— for free re- 
placement if defects in materials or work- 
manship are reported during a period of 
three months. 


Registration is simple for the customer, 
and simple for you. The customer detaches 
the Registration Form which is on the 
packaging sleeve, has you sign it and then 
mails it to Stanley. He, keeps the Certifi- 


Backed By Strong National Advertising... 
Powerful Point-Of-Sale Promotion 


The complete story of the X226 is being 
told to your prospects through such leading 
national magazines as The Saturday 
Evening Post, The Carpenter, Popular 
Mechanics, Popular Science, Mechanix 
Illustrated, Homecraft and the Home 
Owner, Home Craftsmen. 

Eye-catching two-color window streamers, 
attractive envelope stuffers and unique 
counter displays are all yours for 
the asking. Start these 
sales-makers working for 
you right away. 


STANLEY 


1853 + 1953 


100" 


ANNIVERSARY 


Stanley Tools, 
New Britein, Conn. 





“REGISTERED 





RULE”’ 


normal usage 


cate. If a rule breaks in 
within 90 days, the customer writes a brief 
explanation and mails the rule with Certif- 
icate to us. We replace the rule without 
charge. 


No other rule offers so much to your 
customers, so much opportunity for profits 
to you. The Stanley “100 Plus” Four 
Way Extension Rule is a real thoroughbred, 
the finest on the market today. It can 
help your Stanley sales. It can help all 
of your sales. 

Order a supply of these fast-selling, 
prestige-building rules from your whole- 
saler today. 





THE TOOL BOX OF THE WORLD 





STANLEY 


Reg. U.S. Pat. Off. 


HARDWARE © TOOLS ® ELECTRIC TOOLS 
STEEL STRAPPING © STEEL 


HARDWARE ACE, FEBRUARY 5, 1953 








™ 
FOR COMI 


HARDWAI 








nal usage 
tes a brief 
ith Certif- 

without 


| to your 
for profits 
us’ Four 
oughbred, 
r. It can 
help all 


st-selling, 
ir whole- 





LD 


( 


ic TOOLS 


», 1953 





“SKIL Advertising brings customers in... 


SKIL Name sells Home Shop Tools!” 


says Stephen Blahut, 


proprietor, 


Wood Avenue Hardware Co. 


Linden, New Jersey 


“I’m completely sold on the SKIL 
Home Shop Line,”’ says Mr. Blahut. 
“Why? Because so many of my 
customers are sold on SKIL quality, 
performance and completeness of 
line before they come into my 
store. Once they do come in— 
brought here by SKIL advertising 
—the sale is half made. With such 
a complete line, SKIL retailers like 





not found in competitive lines— 
do a big volume in repeat tool 
sales and accessory sales. 
“The*only kind of advertising 
that means anything to me,” this 
successful retailer concludes, ‘‘is 
the kind of advertising that rings 
up sales on my cash register. And 
that’s exactly what SKIL Home 
Shop ads do!” 


















me get extra profits selling tools Are you getting your share? 




















4 5 


oOSTS “FARMERS - Repatoury 


gal sans se 
Diilthuumeagas: 


=& >|; 


i There are 16 Tools in The SKIL Home Shop Line 
| 






..+ The Most Complete Line 


SKIL Products are made only by SKIL Corporation 
formerly SKILSAW, INC. 

5033 Elston Avenue, Chicago 30, Illinois 
Skilsaw Factory Branches in 34 Principal Cities 
In Canada: Skiltools, Ltd. 

3601 Dundas Street West, Toronto 9, Ont, 


SKIL Home Shop Sew 


j 
| 
| SKIL Home Shop Drill Kit 


FOR COMPLETE INFORMATION ABOUT THE SKIL HOME SHOP LINE, GET IN TOUCH WITH YOUR SKIL WHOLESALER NOW 
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. .. it does happen, every once in awhile, that some- 
thing like magic has to be conjured up, on a sudden 
problem involving some special service to a customer. 

And this is when a compact, fast-moving, red- 
tape-cutting organization like Bristol Brass shows 
up at its best. Because here there are no handicaps 
of ponderous size, outworn traditions or hide-bound 
business procedures. Here, imagination and initiative 
are the pass keys to all problems that come up. Not 
that magic is Bristol’s stock in trade —it isn’t. 


This is not our standard performance, but... 





But it’s there, when the chips are down, for any buyer 
of Bristol Brass sheet, rod or wire who finds himself 
in a jam, with time running out. Against such a time, 
note down this phone number — Bristol 9246. 

The BristoL Brass CORPORATION, makers of Brass 
since 1850 in Bristol, Conn. Offices or warehouses 
in Boston, Chicago, Cleveland, Dayton, Detroit, 
Los Angeles, Milwaukee, New York, Philadelphia, 
Pittsburgh, Providence, Rochester. 
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WITH THE NEW 
No. 420 CHANNELLOCK PLIER 
PROMOTION KIT 


Designed especially for National 
Hardware Week, this sturdy counter 
display is available from your jobber. 
The attractive 3 color display is 
packaged with one dozen of the new 
No. 420 Channellock pliers. Here is 
the hottest item in the plier field .. . 
backed with full page color advertise- 
ments in SEVEN NATIONAL PUBLI- 
CATIONS read by YOUR customers. Attractive 2-color pennants are in- 
A complete store promotion—stream- ee 
ers, pennants, newspaper mats, 
envelope stuffers, point-of-sale cards 





—are yours for the asking. Contact a a 
yer your jobber today! Order as many included 


in 


self kits as you need. Get ready to cash ae 


me, in on this national promotion. eet of Fes Kit. 
3-color window streamer in- —. —= 
cluded in special CHANNELOCK De tho 
promotion Kit. ee ez 
ass SiG 
, ; e® pt ~ THa r 
SES | , rh 
vit, % 
y z Bi 


1 
‘ ‘CHAMPION DeARMENT TOOL CO. o MEADVILLE, PA. 






8so.etes AY ee, 






1953 nARDWARE AGE, FEBRUARY 5, 1953 53 














54 


A weleome home 
for hardware 


these 3%-million families with 
Buy on their minds! 





Bur 





IND a family that’s unusually interested 

in improving their home, and you find 
a family that’s unusually interested in hard- 
ware. This perfectly describes all the families 
who read Better Homes & Gardens! 


They undertake over 1%4-million home im- 
provement jobs a year. And as for brand-new 
construction, 7 out of 10 families who are 
building homes read BH&G! 
One fundamental reason is this: 
BH&G concentrates its editorial content only 
on practical suggestions for bettering homes 
and home life. Thus, BH&G screens out 
indifferent readers, attracts just those who 
are active home-improvers and BUYERS. 
And now BH&G has 3%4-million of these 
active hardware-buying families—an all- 
time high! 

BH+G OLOGICAL BRIEFS 


© PAINT COMPANY reported that BH&G pulled 35% 
more inquiries than the next best magazine. 

© BATHROOM ACCESSORY manufacturer opened 358 
new distributive outlets 75 days after ad appeared 
exclusively in BH&G. 

© POWER TOOL advertiser reported that BH&G out- 
produced six other magazines. 


MEREDITH PUBLISHING COMPANY 
Des Moines, lowa 
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Custom King-Size Automatic 


This super-capacity fan- 
forced automatic electric 
heater is the finest Arvin 
Heater ever built! It’s for 
your customer who wants 
a lot of warmth right now 
and from now on, without 
fuss or bother! Uses 1650 or 
1320 watts, by selection. 
An earlier model of this 
same heater has broken 
salés records from coast to 
coast Safeguard Switch 
cuts current instantly if 
upset. Range-type heating 
units; red glow signal hght. 
Induction motor, no radio 
or TV interference. Fin- 
ished in gray enamel with 
maroon plastic knob and 
handle, chrome grille 

Model 5630, $34.95. 


1650-Wat 


Heats in winter, 
cools in summer! 









There's still time 
to rake in Big Money 
with ARVIN'S Midwinter 
SPECIAL DISPLAY 
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Thermostat-controlled,; 1650 
and 1320 watts, by selection 


Hot-R-Cool Heater-Fan 


FOUR GREAT NEW 
ELECTRIC HEATERS ! 


Standard King-Size Automatic 


Here’s an amazing 
thermostat-controlled, 
king-size fan-forced 
automatic heater 
priced to give you a 
fast-moving leader! 
Full 1650-watt capac- 
ity, with the same in- 
terference-free motor 
as in Model 5630. Car- 
rying handle is in back 
instead of on top. Safe- 
guard Switch guards 
against accidental 
upset. Trouble-free 
range-type heating 
units. Finished in 
green baked-on enam- 
el with ivory plastic 
trim, chrome grille. 
Model 5530, $29.95. 





1650 watts — priced 
for fast action! 


1320-Watt Hot-R-Coo/ 





at @ sensational 
new low price! 


Same year r 
-round utilit 
spoaet 5130. 1320-watt aan 
mbines radiant and fan. 
t with all the famous 


efficiency of Arvin 8a 


. P. 
With convenient 
le on motor 





Beautiful metne* if upset. 


t metallic 
el finish. Model 6190, $20 















ra LEADER IN PORTABLE ELECTRIC ROOM HEATERS SINCE 
132 — EIGHT VALUE-LEADING MODELS PRICED FROM $11.40 


Electric Housewares Division 


ARVIN INDUSTRIES, 
COLUMBUS, INDIANA 


Inc. 
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—WITH A MIGHTY NATIONAL ADVERTISING CAMPAIGN IN THESE SIX PUBLICATIONS * 


40 MILLION MESSAGES REACHING [50 MILLION READERS! 
—WITH A “MAKES-SENSE” MERCHANDISING PROGRAM OFFERED FREE TO HELP YOU SELL! 





NEWSPAPER MATS CONSUMER FOLDER STATEMENT ENCLOSURES CATALOG SHEETS DISPLAY CARDS 


-WITH EXCITING DESIGNS—TOP QUALITY CONSTRUCTION—POPULAR PRICES THAT HAVE MADE GILTON 


THE FASTEST SELLING KITCHEN-CONVENIENCE 
LINE IN HISTORY?! 
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Bag 575 


DELUXE sparkling chrome-plated, 
upholstered step stool featuring curved 
back and rubber-matted 

non-slip steps. In red, 
blue, yellow, green, 
black, and white. 

List Price $15.45* 


$70 (same without back) 
List Price $10.95* 








Baer 540 


FAMOUS budget-priced, chrome-plated 
upholstered stool — a sure fire 
promotion leader! Steps fold 
under seat easily, securely 
In red, blue, yellow, 

green, black, and white. 
List Price $8.95* 










Sa 545 


STANDARD best-seller step stool in 
store after store. Chrome frame 
expertly finished. Comfortable 
plastic upholstery cleans 
easily, lasts a lifetime. 

In red, blue, yellow, 

green, black, and white. 

List Price $12.45* 








































WAGON TABLE WITH SHELF is a streamlined 
chrome utility table on wheels that doubles 
as a modern serving wagon. 
In red, yellow, and 
grey mother of pearl. 
List Price $24.95* 


#15 
(same without shelf) 
List Price $17.95* 


Sar 115 


DROP LEAF WAGON TABLE makes handy breakfast 
nook table as well. Laminated 

plastic top is heat and stain 
resistant. In red, 
yellow and grey 
mother of pearl. 
List Price 
$27.95* 


#120 
(same with shelf) 
List Price $34.95* 

























Sar B53 


BATH STOOL in gleaming chrome has a one 
piece hardwood seat covered in 

colorful plastic. In rose, 
peach, blue, yellow, green, 
black, and white. 
List Price $6.95* 








AY CARDS 


GILTON} IF IT’S VOLUME SALES YOU'RE AFTER-CONTACT YOUR JOBBER NOW! 


“GILTON 








Sa. R8 


HIGH CHAIR has plastic upholstered 
built up seat and back. 
Chrome-plated tubular steel 
construction means 
rock-ribbed safety. 

In red, blue, yellow, 
green and grey. 

List Price $18.95* 





Sgr 7 


YOUTH CHAIR means volume sales 
in the “‘toe big for high chair, 

too small for adult chair’ 
market. Built up, uphol- 
stered seat and back. 
In red, blue, yellow, 
green, and grey. 

List Price $10.95* 




























HOUSE AND LAWN chair is GILTON'S 
answer to the growing demand 

for outstanding aluminum 

summer furniture at 
a practical price. 
Weather-proof chairs 
stack neatly to save 
space. Heavy duty 
woven plastic web- 
bing comes in 
color combinations 
of red and yellow, 
blue and yellow, or 
green and yellow. 
List Price 
$17.95* 










145-58th STREET, BROOKLYN 20, N. 
MANUFACTURING CORPORATION SS 










CHROME METAL 
PRODUCTS OF 
DISTINCTION 


*Prices slightly hig 


west of the Mississ 
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Pull in all The Record Fans 


with the new Zenith “Malabar’ 












e It plays all today’s records. 
45, 33%, 78 RPM—7, 10, 
12 inch. 

e It plays records fast or slow 
for dancing. 

e Has pitchcontroltosuit own 
piano or voice accompaniment. 





TALK IT UP—ALL WAYS! 


ENS 


The royalty of television and RADIO® 





ee i, 


e It plays new speeds to come. 
Any speed from 10 to 85 RPM, 
including the proposed new 
16 RPM. 


e Famous Zenith long dis- 
tance AM radio. 


e 7% inch super size speaker. 


a 





ZENITH RADIO CORPORATION, Chicago 39, Illinois 





r> 
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New Model 

of the Fastest-Selling 
Table Radio-Phonograph 
in the Business 


SCHEDULED FOR FEBRUARY — 


a tremendous national promotion 
to tune up your sales on this famous 
Zenith with the Long Distance 
AM radio plus the Multi-speed 
Cobra-Matic® Record Player 





Tie in with | — 
National Laem - . | 
Color Ads =2==| i 








Saturday Evening Post—March I4th 
Look Magazine—Feb. 24th 


Use this Tie-in Display 


Your Zenith distri- 
butor can supply 
you with this new 
“action” display 
that merchandises 
the color advertising. 
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a NEW Coleman “OUTING-PAL” 


for Your Big Outdoor Market! 


















brand new Coleman 
product created to meet the ever- 
d of the great 
outdoor market vipment 
that means “more fun” on every 
outing. It’s another Coleman 
“OUTING PAL” that will win you 
extra profits just like the famous 
Coleman Camp Stoves and 
Lanterns. 











with 4 


folding 







The ff 
NEW 


GOEL rotting PICNICS A ABLE 
and CARRYING CASE 


There is DOUBLE sales appeal in the new Coleman Folding 
Picnic Table because it is actually a two-in-one product. It’s an 
attractive, strong PICNIC TABLE with four folding chairs — and 
" it’s a handy CARRYING CASE. From both standpoints it is easy 
to sell for picnics, fishing, hunting and camping trips, vacations; 
to tourists, homeowners, everyone. 
Sets up in a jiffy on strong steel legs. Big, smooth, 28-inch square top with rounded 
corners and gleaming green enameled surface — ideal for serving outdoor meals, ga 





chairs 





Q 
Ss 





preparing food, playing cards, reading, writing — cleans as easily as a dish. Ideal 
utility table for home use. 


Folds Up Into Handy Carrying Case with legs and chairs inside, and with 
extra space for dishes, pots, pans and other picnic or camping essentials. Forms 
streamlined case 28” long, 14” wide, 6” thick. Carrying handle and trunk latches. 






Set It Up and See It Sell Itself — Customers quickly see that this new picnic 


table means easier, cleaner meals plus freedom from cramped leg muscles, crawling This Way 

insects and damp ground. Then show ’em one folded up and you've made a sale. for 3-way 

ORDER FROM YOUR JOBBER NOW! PROFIT 
ee 


A Natural to Sell with Coleman Camp Stoves and Lanterns 











3 Coleman" OUTING PALS” 


for 3-Way Profit! 


Coleman Camp Stoves and Coleman Lanterns have long outsold all 
products of their kind. They form an ideal combination that is easily 
sold together for two profits. Now the new Coleman Folding Picnic Table 


Coleman Model 200A Lantern 


gives you three Coleman “OUTING PALS” that go together for 3-way profit. | | 


Reflector easily atteched 


Folding CAMP STOVES 
Floodlight LANTERNS 


Coleman Model 200A Floodlight Lantern—Most 

popular all-purpose outdoor light on the mar- 

ket. Compact, sturdily built for longer service. 
Lights instantly. Floodlights 100-foot area. Eight to 
ten hours of lighting service from one filling. Storm- 
proof. Safe — can't spill fuel even when tipped over. 
New double-life generator. 
Coleman REFLECTOR makes it a high-power spot- 
light. Sell it with each Lantern as the “Sportsman’s 
Special” for extra profit. 


Coleman Model 413D Folding Camp 
Stove — Fastest selling stove of its kind. 
Streamlined with rounded corners. Lights 
instantly. Cooks like a city gas range. 
Easily regulated high-power burners. Folds up and 
carries like a suitcase. No. 10 High Stand brings it ' 
up to comfortable cooking height. Quick to sell for 
extra profit. 
Besides being most popular for hunting, fishing, pic- 
nics, vacations, Coleman Camp Stoves and Lanterns 
are unsurpassed for emergency use. A double sales 
advantage for you. 


Display ‘em together...demonstrate ‘em together...and 
you'll sell ‘em together! 


Backed by the Greatest 
Advertising Program in Coleman History! 


89 Million Sales Messages in LIFE, the POST, 
and the leading outdoor magazines, are now 
pre-selling Coleman Camp Stoves, Lanterns, 
and the new Coleman Folding Picnic Table for 
you. Free point-of-sale display cards are 
available for you to tie up and cash in. Ask 
your Coleman representative for details. 


af J: 
Pa THE COLEMAN COMPANY, INC., Wichita, Kan. 


ORDER FROM YOUR JOBBER ! 


Coleman Model 413D 
Model No. 10 High Stand 


| 


(Left) Model 426A Camp 
Stove, streamlined, 3-burner 
with extra large cooking 
space. Model 425, 2-burner, 
slightly smaller than Model 
413D shown above. 


(Right) Speedmaster Stove, a great util- _ = 
ity stove for light cooking and heating , 


at home and away. 


‘ (Left) Model 220E—a big, 
powerful 2-mantle lan- 

— tern, equally good for 
4 outings, night farm 
\% it: : chores, emergency use. 
: (Right) Model 228E— 
| f same as Model 220E, but 
‘ with wide reflector top. 
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Spring vou can “ich to G-E White: 


"” COAT MAKES 
GE WHITE LAMP 
_ EASIER OM EYES 


Tedeces glare, stays wity 


ki , 
ps for every room 





| eee is going to be a big month on your 
sales calendar. That’s when General Elec- 
tric’s White Lamp “Blitz” Promotion comes to 
town. 

Another event in the G-E 1953 promotion 
parade, the White Lamp “Blitz” is the biggest of 
them all! Ads in LIFE, LOOK, commercials on 
the Jane Froman TV show and on radio—they 
all pack tremendous selling power into the three 
week campaign. 

Ever since they were first introduced by 
General Electric, the White Lamps . . . with the 
famous “Q” coat that softens shadows, reduces 
glare . . . have been big sellers. And now that 
they'll be featured across the board in G-E adver- 
tising for three weeks, they'll sell even faster, 
bring in more dollars for you. 


*52 “BLITZ” RAISED SALES TO 5 TIMES 
NATIONAL AVERAGE! 
During last year’s White Lamp promotion, 
General Electric kept detailed sales figures for 
71 retailers in Charlotte, North Carolina who 
tied-in with counter and floor displays. 

The results are amazing! WHITE LAMPS 
ACTUALLY OUTSOLD REGULAR 60 AND 
100-WATT BULBS ...and SALES OF THE 
REGULAR LAMPS WERE MUCH HIGHER 
THAN NORMAL! 

To make this “Blitz” pay-off for you, be sure you 


a i ' < have plenty of General Electric.White Lamps on 


hand. Better check your stock now. 


GENERAL @ Evectaic 


126A Camp 
ed, 3-burner 
ge cooking 
‘5, 2-burner, 


allt LIFE LOOK TV RADIO 


2-page spread 1-page Jane Froman Show Spot announcements 
March 9 March 10 March 5-12-19 in key areas 



































All this advertising is timed to“'sell” your customers just when they're begin- 
ning Spring cleaning. Every White Lamp sale is a natural lead into sales of 
other Spring cleaning products. Get your supply of G-E White Lamps today! 


GENERAL @@ ELECTRIC 
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Remember these money-making EKCO PROMOTIONS? 










STAINLESS STEEL TABLEWARE 


You've made more sales and more money from 
every Ekco promotion—and now Ekco brings you 
a new promotion for Keepsake that tops them all! 
Keepsake is something new in popular-priced 
stainless, because Keepsake is designed for 
beauty as well as utility .. . offers your customers 
a complete assortment of pieces —everything from 
salad forks to iced tea spoons! 







Here’s how 
Keepsake will be 
ADVERTISED 
IN LIFE 
to help you sell 











> 
You Onder Get All Thi Tree with each ecsartment yoo buy! 





this assortment of sure-to-sell stainless iia ee | 
TOP, sroiciass S00! 

steel in the beautiful Keepsake pattern. PERMANENT DISPLAY CASE ier 

2 dozen #8703 Teaspoons We give you 4 dozen teaspoons which 


when sold pays the cost of the case. 


2 dozen #8705 Dessert Spoons 

2 dozen #8710 Table Spoons 3 

2 dozen #8708 Cream Soup Spoons 

2 dozen #8709 Iced Tea Spoons 

2 dozen #8702 Dinner Forks 

2 dozen #8704 Salad Forks 

2 dozen #8715 Individual Butter Spreaders 

1 dozen #8706 Butter Knives 

1 dozen #8707 Sugar Shells 

2 dozen #8711 Dinner Knives 

2 only #8727 26-piece sets 

1 only #8791 Display Case 

4 dozen #8703 Teaspoons (included FREE. 

Pays for cost of case when sold by you) 
Total: 24 dozen open stock and 2 sets 


* * * 
| Order’ Special limiled yger! Act Now! 
Now € THE GREATEST NAME IN HOUSEWARES 
EKCO PRODUCTS COMPANY ° 1949 North Cicero Avenue * Chicago 39, Illinois 
62 





#8727—26 piece set, service 
for 6! Retail Value $8.95, 
may be slightly higher in 
the west. 




















Also sold in Canada by Ekco Products Company (Canada) Ltd., Toronto 
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Want to raise 







pring profits? 


There’s nothing to it when you add Bruce Cleaning Wax 
to your Spring housecleaning display of Bruce Floor Cleaner. 


Like Bruce Floor Cleaner, Cleaning Wax gets floors really 

clean as it waxes—so there’s never any need for messy scrubbing 
and mopping. The difference is in the amount of wax. Bruce Cleaning Wax gives 
the extra-heavy protection many women prefer on wood floors. Bruce Floor 
Cleaner’s lighter wax is ideal for linoleum and wherever less wax is desired. 


Bruce Cleaning Wax sales actually mean extra profit because many 

of your customers have both kinds of floors. So there’s everything to gain and 
nothing to lose by stocking up now while the biggest advertising drive in Bruce 
history is just getting under way. Call your Bruce man today. He'll be glad to 
help make those pretty profits bloom early—and often. 


BRUCE /(°°; 
products 
guaranteed by the world’s largest maker of hardwood floors 
E. L. BRUCE CO., MEMPHIS, TENN. 
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Like real sales excitement? Just display these 
HI-LO stoves and ZIPRTOP rubbish burners. 
They’ve got eye appeal, buy appeal . . . they've 


got “built in salesmanship!” 


HI-LO OUTDOOR STOVES 


Last year was a great year for HI-LO’s and you 
can expect even higher sales in 1953! This handy, 
all-round stove broils, fries, cooks and grills with 
wood or charcoal—does not require extra cook- 
ing utensils. Every day more outdoorsmen are 
discovering the convenience of the stove in the 


red pebbled carrying case. Got ‘em? Get ‘em! 





ee 





DN ISR OSE 

ZIPRTOP RUBBISH BURNERS 
Another USP sure-fire seller! The only rub- 
bish burner with a non-losable top which 
opens and closes with a pull on any loop. 
Sag-proof VOLCANO bottom speeds burn- 
ing. Extra-heavy galvanized wire construc- 
tion resists rust and maintains shape. Put 
‘em on display and watch self-salesman- 
ship in action! 


42 SS SS S SS SS SSS SSS See ee ee ee 
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get away! 


“Sorry, we don’t have it right now.” 

Your customer’s disappointed. You lose goodwill, 
a sale and a profit. Don’t let it happen to you. 

You know... every smart merchandiser knows . . 
adequate stock and mass display are your best bets for 
bigger net profit. So get ready now to give your customers what 
they want. Cash in on the coffeemaker business that’s yours 
for the taking. Your first step is easy. 


RESTOCK NOW: 


Remember 19.2% of the yearly retail sales of small 
appliances are mae in January, February and March. 
Your customers will be asking for Silex Coffeemakers. 
Make sure you can supply them. Replenish your depleted 
stocks NOW. As an added incentive, Silex offers you a 
Restocking Deal that can’t miss ringing up more profits 
for YOU. Choose the assortment that best suits your 
needs. Then act fast .. . act promptly . . . while this offer 
As any fisherman knows, the more —[asts. Order through your distributor or write us. Today! 
you restock, the more you take out! 

















LIST PRICS TOTAL 


12 Silex Manhattan Coffeemakers 3.75 45.00 
6 Silex Coffee Misers 3.50 21.00 
6 Silex Aiken Coffeemakers 5.95 35.70 

List Price 101.70 


Free Merchandise 


6 Silex Lower Bowls (LW-8) 1.50 9.00 
Total List Price 110.70 

Dealer Cost 61.02 

$ Margin 49.68 
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nly rub- 
. LIST PRICE TOTAL 
p which 6 Silex Manhattan Coffeemakers 3.75 22.50 
ry loop. 3 Silex Coffee Misers (CM4B) 3.50 10.50 
Js burn- 3 Aiken Coffeemakers 5.95 17.85 
onst List Price 50.85 

pg Free Merchandise 

pe. Put 3 Silex Lower Bowls (LW-8) 1.50 4.50 
esman- Total List Price 55.35 
Dealer Cost 30.51 
$ Margin 24.84 


Fie FMLEK gone 


1953 HARTFORD 2, CONNECTICUT .~ In Canada: The Silex Co., Ltd., St. John’s, P. Q. 
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wipe it on... 
it CLEANS ! 


Ends need for car-washing— 
Opens up brand-new market for you: 


Millions who never bought car polish be- 
fore, will buy SIMONIZ BODYSHEEN. For 
here—without doubt—is the fastest, eas- 
iest way to clean and shine any car. 


No more car-washing 


It eliminates the need for car-washing. 
Combines cleaning and polishing in one 
simple step. In a few magical minutes 
dull faded cars gleam with new bright- 
ness. It’s amazing how fast BODYSHEEN 
works! 

Market studies indicate BODYSHEEN 
will tap a big, new market. You know 
BODYSHEEN will be a leader because 


‘BODYSHEEN.. 


the new one step cleaner-polish! 


wipe it off 
...It GLEAMS! 





NO NEED TO WASH YOUR 
CAR... EVER 


it’s backed by world- 

famous SIMONIZ. You 

will get everything you 

need to sell! Free sales 

aids and colorful store 

display material! Pre- 

tested consumer pro- 

motions! Big hard-hit- 

ting ads in magazines 

and local newspapers! 

Plus the extra sales 

wallop of that TV smash hit—THE BIG 
STORY — on a coast-to-coast network. 
Get your share of this brand-new profit 
item. Order yours today. Get behind this 
brand-new SIMONIZ product. Give 
BODYSHEEN prominent shelf display in 
your store. 
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16 oz. can 





HARDW. 


Su Kay 
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LAYER-BUILT PADS 


Big, cushiony, workmanlike tools 
for cleaning, rubbing, polishing, 
and smoothing. 


JEX 
HOUSEHOLD PADS 
Economical, sanitary, full-bodied 
pads for cleaning, scouring, and 
polishing pots, pans and 


kitchenware. 


BULK POUND TUBES 


The homemaker's and professional 
worker's economy buy for home, 
shop and general industrial use. 


THE WILLIAMS COMPANY 


215 W. FIRST STREET, LONDON, OHIO 
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CAN- 0- ‘MAT g 


THE MOST BEAUTIFUL CAN OPENER EVER MADE! 


Copied . . . but never equalled! Can-O-Mat's beautiful styling, rich 
colors and gleaming chrome, have put it far ahead of old-fashioned can 
openers. Its features are outstanding: Single-action handle, removable 
magnet, removable cutter, and many others. It’s the can opener that more 
women want. . . and, remember: “It’s the perfect gift!’ 


NEW DRAMATIC 
PACKAGING! 


Factory sealed in a colorful new 
container with metal ends. New “zip-a- string” 
opening. Permits re-use! Perfect for displays. 










NATIONALLY ADVERTISED . . . 
POWERFULLY MERCHANDISED! 
Nobody merchandises like Rival! Now backed 
by the greatest advertising in can opener 
history in SATURDAY EVENING POST, GOOD 

HOUSEKEEPING and PARENTS! 











PARENTS 
MAGATINE 













> cRinp- “~? MAT® Rival SPEED MIXER? 


Meat Grinder & Food Chopper 


Portable — no clamps! Exclu- 
sive suction base. No marred 
table tops! Large, removable, 


= — Magaloy® hopper 
— and feed screw. 
C wow ‘ Stainless steel cutters. Easy 


iti SUCTION to clean. 


Rival Rival 
SHRED-O-MAT 























ICE-O-MAT® 


Crushes ice for frozen drinks, chilled 
salads, desserts, ice bags, etc. Turn 
handle to right for fine 
ice, left for coarse. Button 
releases cup. 


Portable Table Models 
also available. 









JUICE-O-MAT 






Portable. Two wonder- 
ful can openers in one. 
Use it anywhere . . . on 
table or wall. Vacuum 
disc adheres to any flat, 
non-porous surface. Re- 
movable magnet. 











A touch changes it for 
table or wall use. 
fess haha 


RIVAL MAN FACTURING we. seers 


_ RIVAL MANUFACTURING CO. OF CANADA. LTD., MONTRE 
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FINE CUTLERY 
by Briddell 


New Carvel Hall Kitchen 
Cutlery Wins Big Response 








Dealers Report New Kitchen Set 


No. 95—lIvory Handles 


y g? Includes Jewel-Box Chest... 
RETAIL Knives also Sold Individually 


O WONDER these knives were 

an immediate hit. Never before 

has there been a set of Kitchen Cut- 

lery so smart, so functional, so useful, 

so attractively packaged, so desirable. 

They have double appeal—as gifts or 
for personal use! 

Each knife reflects the skill and 

craftsmanship made world famous 


This Spring Emily Post and Duncan Hines 
will help sell both Carvel Hall lines! 


HARDWARE AGE, FEBRUARY 5, 1953 


Once again these two famous au- 
thorities will be featured in Carvel 
Hall ads to promote Carvel Hall 
Cutlery as the perfect gift for 
every gift occasion. Watch for 
them in these leading magazines. 


by Carvel Hall Quality. And each 
knife carries the same unconditional 
guarantee. Sell ’em by the set or sell 
’em individually but order early. 
Now more than ever Carvel Hall is 
your best bet for increased cutlery 
sales. Call your distributor today or 
write CHas. D. BRIDDELL, INc., 
Crisfield, Maryland. 





Builds Traffic—Turns Fast! 








No, 56—6-piece Steak Knife Set, Vogue 
handles in Jewel-Box Chest $19.50. 
Other sets from $8.50 to $63.50. 





No. 588—8-piece Fruit & Cheese Knife 
Set, Vogue handles, in Ivory Aristocrat 
Case $20.00. From $10.95 to $32.00. 





No. 66—Carver, slicer and fork, Vogue 
handles, in Jewel-Box Chest $26.00. 
From $9.00 to $134.50. 
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RETAIL 


THE RESULT OF OVER 30 YEARS’ RESEARCH AND DEVEL 
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different toaster in the world 


with amazing ease and astonishing speed 


LAN AA RLMGAI LY 


akes the bread 
right out of your fingers! 





serves it up fast—a/ by itse/f / 


Starts it toasting... 


Power-Action automatically... lowers bread for you... 








NEW CUSTOMER INTEREST! 


Power-Action is exciting! Yes, your customers will 
be curious to try the all-new ‘Toastmaster’ Super 
De Luxe Toaster . . . on your counter! Plan now to 
reserve your best display area for this fascinating 
traffic-maker. The amazing ease and speed of Power- 
Action are sure to attract, interest and convince. 


NEW NATIONAL ADVERTISING! 
Look for sales action right from the start! Beginning 
in April, big, 4-color two-page spreads in Look and 
the Post will tell your customers about the new 
“Toastmaster’’ Super De Luxe Toaster. These force- 
ful ads will persuade your customers to visit your 
store to see this new idea in action. Make the most 
of this powerful sales support! 


ORDER THE 


GS TOASTMASTER Gor Ansive Fate ” 


FROM YOUR WHOLESALER NOW S 


NEW INSIDE AND OUT! 


It's more beautiful, more efficient! The big sales 
appeal, of course, is Power-Action. Here's what 
happens. As the bread touches the bread carriage, 
an electric motor pulls it down and turns on the 
current. The motor does the work. Power-Action 
rushes the bread down into the toaster, toasts it to 
perfection . . . then raises it quickly and smoothly. 


NEW SALES FOR YOU! 


New fascination for your customers! This new 
“Toastmaster” Super De Luxe Toaster is fun to 
operate! It’s as automatic as it is humanly possible 
to make an electric toaster. It’s built to give the 
lasting service that has resulted in more people own- 
ing ‘“Toastmaster’’* Toasters than any other kind. 


ss My, 


- “TOASTMASTER” is a registered trademark of McCm@w Electric Company, makers of * ‘Toastmaster™ 
Toasters, ‘Toastmaster’ Waffle Bakers, ‘“Toastmaster’’ Roll and Food Warmers, and other ‘‘Toast- 
master” Products. Copr. 1953, Toastmaster Propucts Division, McGraw Electric Company, Elgin, Ill. 


“ns¥ 


“ews 





DEVELOPMENT BY AMERICA’S PIONEER PRODUCER OF AUTOMATIC TOASTERS 
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another NATIONAL LOCK Hirer... 
pom the /JOW or 


Ke / Pt or 


Handy “PAK” has clear acetate cover 
Merchandise in full view at all times 
Attractive eye-appealing display 


Slide cover provides new customer convenience 


A Complete Wood Screw Department 
Using Only 52x12 Inches of Counter Space 


compact, metal “Select-a-Pak”’ 
screw dispenser included 


this sturdy metal dispenser 
included with the No, 24 screw 
assortment at.no additional 
cost (you pay only for the 
merchandise) 
“Select-a-Pak” is the perfect answer to 


consistent wood screw profits. It’s easy for 


you to service... easy for your customers to 





use. Assortment consists of 24 proven-popular 


wood screws...all those most frequently 





requested. Dispenser is a hard-hitting silent 
salesman. Everything is ready for prompt 
delivery NOW! Order your assortment today. 


order from your jobber...open stock when desired 


distinctive hardware...all from ] source 


NATIONAL LOCK COMPAR 


Merchant Sales Division * Rockford, Illinois 


HARDWARE AGE, FEBRUARY 5, 1953 



















onal 
the 


rer to 
sy for 
ers to 
ypular 
vently 
silent . 
‘ompt 
oday. 


red 





5, 1953 


HARDWARE AGE 


Lawn & Garden Merchandising Guide 











Some 25.000.000 homeowners and garden hob- 
byists are busy p‘anning their purchases of lawn 
f and garden needs. Will thev‘buv from a hard- 4 


ware store, a department store. a chain store, o1 


by mail order? The answer is up to you, M: 
wl Hardware Dealer. Spring signas the begin 
— ee ning of one of the greatest selling seasons of the 


year, second in importance on!y to the Christmas 


It is one of vour grea 


est of p prtumi 
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DEPARTMENT 
SETUP 





ties for building real dollar volume. You can keep this 
business and increase it by following the simple tech- 
niques that spark all successful Spring promotions. 

These elements of a successful Spring merchandising 
promotion have been condensed by Harpware AGE 
editors into four easy-to-follow steps presented in this 
HarpwareE AcE Lawn and Garden Merchandising Guide. 

Use these four elements—(1) Department Set-up, (2) 
Related Selling, (3) Advertising, (4) Display—together 
with these suggestions for building better profits for 1953. 

The first day of Spring marks the beginning of a long 
and active selling season for those hardware dealers who 
plan their merchandising of lawn and garden supplies 
to bring them bigger profits. 

First essential to a sound lawn and garden promotion 
is stock and department organization. Your inventory 
must reflect local planting and growing conditions. Build 
it with an eye to customer pocket books and local lawn 
and gardening activities. 

Then concentrate that inventory into a single depart- 
ment that will have maximum point-of-sale impact due 
to its completeness and its timeliness. This calls for 
proper stock selection, based on past sales experience in 
basic lines and your ability to keep ahead of consumer 
demand by investing in new merchandise. 

A personal inspection tour of your town is a good 
method of gauging the sales potential of various garden- 
ing staples and specialties. 

Your inventory should also be representative of mer- 
chandise shown in consumer promotions, such as catalogs 
from which customers plan their garden requirements in 
advance. It should reflect the new developments pub- 
licized in the gardening magazines and columns. Experi- 
ence shows that today’s novelties often become tomor- 
row’s best sellers. 

Once inventory is in, organize it as a fully merchan- 
dised, self-contained department—a featured display of 
seasonal demand and impulse items—and you have 
accomplished half the job of getting bigger profits out 
of lawn and garden goods. 

Try building a real Garden Center, strategically located 
in the store, where it becomes a traflic magnet. Display 
all spring lawn and gardening merchandising in one 
place, using every display fixture feasible, and manufac- 
turers’ and wholesalers’ display aids. 

Build up displays of related merchandise so that you 
can increase the value of each sale. Use identifying ban- 
ners and signs to heighten the impact of your gardening 
promotion. 
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With your inventory on hand, the department organ- 
ized for display, and a continuous program set up, there 
remains only the conclusion of the sale. Then comes the 
last opportunity for getting the maximum profit out of 
your lawn and garden merchandising efforts. 

Just as every step prior to the actual sale, if properly 
planned, makes selling easier, it should also lead to an 
additional sale. Extra profits come from building a high 
unit value for each single sales transaction—from related 
selling and selling up. 

To tune up the on-the-floor selling techniques start 
with a store meeting to familiarize sales personnel with 
the merchandise, particularly new items; location, use, 
and price. 

Rehearse with sales personnel the steps necessary to 
direct customers’ interests beyond the item they originally 
wanted, to companion items. Displays, properly arranged, 
simplify the procedure. 

For instance, a purchase of lawn seed should not end 
the sale. The logical next move is to start selling fertilizer, 
a fertilizer spreader. and lawn tools; a lawn mower, and 
should the customer already own a hand mower, begin 
working on a switch to a power mower. 

The same selling procedure works with flower and 
vegetable seeds. Plant foods and soil conditioners should 
be sold with seed, and then the sales presentation should 
move on to sprayers and garden tools, and the specialties. 

Just as there is profit in selling the lawn and not just 
the seed, there is profit in selling the complete garden. 

Demonstration is a powerful stimulant to impulse buy- 
ing and selling up. Demonstration requires no effort 
beyond a few display tricks. Plant a flat of lawn‘seed in 
untreated soil, and another flat of seed in treated soil. 
Display both together to show the difference. 

If more than one type of lawn seed is sold, display 
planted flats of each to demonstrate the difference. With 
flower seed, use real flowers to provide a live demonstra- 
tion of the product. 

The home owner who has an outdoor living area is a 
prospect for additional sales—additional furniture or 
grills, etc. Related items in this department can be refin- 
ishing materials, wood preservatives and rust preven- 
tatives. 

Also, the dealer who has a rental service misses a 
profit opportunity if rentals are not made a part of lawn 
and garden merchandising. The small homeowner or 
new homeowner is the prospect for a long list of items 
that includes spreaders, sprayers, mowers, lawn rollers. 
And many rentals turn into sales. 
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DISPLAY 


Mass display of lawn and garden goods establishes a 
hardware store with the homeowner as the logical source 
for all of his gardening needs. 

Hardware stores that fail to relate interior and window 
displays, and both are necessary, lose sales momentum 
as the gardening season advances. 

While your displays will necessarily be limited by 
your facilities, they are most effective as a selling medium 
if built up in depth. Most strategic arrangement, mer- 
chandising authorities agree, is the use of display islands 
in an up-front location. Then, as seasonal slack develops, 
the display can be moved back to be replaced by more 
timely promotions. 

The prime step in preparing your display is to make 
a listing of all items in your inventory that gardeners 
need at the beginning of the season. Next, clear off your 
front-of-store islands and tables, and build up mass dis- 
plays of only gardening merchandise. 

Create “departments within a department” by display- 
ing representative quantities of each type of merchandise 
together. Arrange them so that the demand items and 
best sellers get the greatest amount of space, and most 
prominent locations. 

Give impulse items a location of secondary importance, 
but within sight and reach of the prospect. Always fea- 
ture those items that are being played up in national 
advertising and publicity campaigns. Use all the display 
material available to promote them. 

Locate the merchandise groupings so that salespeople 
can logically lead the prospect from one item to another. 
No item should be beyond a prospect’s sight or reach. 
Attention to both these techniques will increase the unit 
value of the sale. 

As the growing season advances, and as gardening 
needs change, you can shift the display emphasis to lines 
coming into demand. But continue the mass method of 
display, and never let your shelves appear as if inventory 
is running out. 

Such a program of changing display emphasis will 
give the greatest sales return from the most economical 
use of display space. 

Follow a similar program for window displays. Al- 
though it isn’t necessary to have a lawn and garden 
window throughout the entire season plan one lawn and 
garden window for a 10-day period every month. 

Have your windows reflect the change in interior dis- 
plays, and keep them representative of as much stock 
as possible without overcrowding. Variety is the best 
way of keeping customers interested. 
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ADVERTISING 


Advertising carries information on a store’s goods and 
services into the customer’s home. It must capture inter- 
est quickly. 

At the same time, advertising is as competitive as any 
phase of merchandising. This is as true for lawn and 
garden needs as for any hardware store line. 

Effective advertising, because of the seasonal aspects 
of lawn and garden merchandising, and its competitive 
situation with respect to mail order and chain store 
organizations, demands advance preparation and accurate 
timing if you are to reap extra profit. 

Two basic types of advertising promotion should play 
key parts in a spring campaign—(1) newspaper and (2) 
consumer catalogs. Important subsidiaries are consumer 
broadsides and radio. 

Profitable promotion of lawn and garden goods de- 
mands the use of more than one of these mediums to 
achieve saturation coverage of a trading area, because of 
the competitive factors involved. 

Since gardening activities are usually planned by the 
homeowner well in advance of the season, you can pre- 
sell gardening merchandise by using consumer catalogs. 
Mail them in advance of the actual selling season for they 
have a long selling life. 

Because these catalogs present a great number and 
variety of items, your store’s inventory should be repre- 
sentative of the merchandise shown in the catalog. Con- 
sider also that mailing consumer catalogs with store im- 
print is relatively inexpensive on a one-time basis. 

On the other hand, newspaper ads should be timed 
to run when a store is actually ready to start selling lawn 
and garden goods. Since newspaper ads have a compara- 
tively short selling life, frequency is a-must in building 
sales returns. 

Each ad must put over its sales message quickly, either 
by copy or illustration, and must draw almost immediate 
results in store traffic. Therefore, lead off with an item 
that has sales pull because it’s a nationally recognized 
brand, an item currently in the public eye, or a good buy. 

Where it is not possible to achieve continuity in news- 
paper advertising, or to distribute consumer catalogs, you 
can use broadsides and radio to bolster a campaign. 
Broadsides will be particularly effective in creating quick 
sales of specials. 

In using radio, remember the ear may be less reliable 
than the eye. And since radio time is costly, radio spots, 
used once or more daily, will be most economical. Copy 
themes too, should be built around a single buying idea. 
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Department Setup 


DEPARTMENT 
SETUP 


Build your lawn and garden stocks 





into a mass-displayed, compact de- 


partment for point - of - sale impact 
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Setting up your department 
is a matter of grouping a 
representative sampling of 
your lawn and garden in- 
ventory in one section of 
your store as in the photo, 
left. Small stores can achieve 
the same result by devoting 
one, two, or more display 
islands, or counters, located 
in a good traffic aisle as in 
the center photo, opposite. 
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A $150 investment in displays created the special Garden 
Tool room shown top of page. Shelves and racks pro- 


vide good display for all sorts of tools and related items. 


In organizing your, department, allow for large signs to | 


point the way for customers. Photo at the right shows how 


a small floor area creates interest in related merchandise. 
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SELLING 














Don't sell just the seed. Sell the complete 
lawn or garden by building displays 

as above to help sales clerks increase the 
value of sales. Using product in- 

formation puts authority behind your selling. 


and production information to sell up 


Related Selling 


Means bigger lawn and garden profits. Use display 
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Where there is a seed display, there should also 

be a display of fertilizer and plant food, as above. Build 
these up in mass. From there the next step 

is to sell spreaders and sprays along with gardening 
tools. Starting early will build repeat business. 


Windows play a part in starting the related selling process. 
At the right is a display that takes the customer 

all the way from seed to the mower. Start suggested 
selling in windows to make it 

easier to sell inside. Even small windows can be effective. 





In every hardware inventory are numerous lawn and 
garden items which when assembled in one display, 
as at the left, become best-sellers 

because each item 

leads to the sale of another. They 

help small store staffs sell more 
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DISPLAY 
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Display 


Is where you actually begin 
selling merchandise. It’s your last chance to draw 
more traffic to your garden department 


The window above illustrates how mass display can 


create buy impact. It demonstrates to shoppers that 
the store can supply all of their gardening needs. The 
window at the left, however, uses atmosphere to build 
sales appeal by providing a dramatic introduction to 


the store’s lawn and garden and related merchandise. 
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Attractive and pertinent signing makes this window 
particularly sales effective because the signs provide both 


drama and buying information for the home gardener. 


Variety in windows maintains customer interest, and as 


the outdoor season advances, design windows that reflect 


the shift in buying trends as in this barbecue window. 
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This store found a way to display power mowers in a 


manner that is compact and neat, and that gives to each 


model ample room for full and easy customer-inspection. 


A small investment in materials for building window dis- 
play props such as those below makes for a more attractive 


display and allows more items to be shown in one display. 
\ pia) 
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Builds and maintains store traffic, and develo 
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TOOLS AND 
F CUTLERY 
For effective long range promotion use consumer catalogs like the 


one above produced by Bigelow & Dowse Co. Generally available 
from wholesalers, these enable pre-season selling 
and offer a long advertising and sales life for your merchandise. 


HAMMER bips WRENCH POCKET KNIFE SHEARS 
Forged stesl, covetully mm a ques.  Thven Biodes of newt evtiery Tape in design ond wort. 
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dealer ad designed by the Shapleigh ‘ 


Hardware Co. as part of a complete advertising and display kit. DEALE R’S N AME 
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Fortify your advertising campaign by on-the-spot promotions using 

signs as above to draw extra traffic. Even your delivery truck can 

be an attention-getter for your store. The one above promotes seasonal 
goods by displaying them on a grass-matted platform. 
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Professionally designed ad mats available from many 
sources will increase reader interest in ads. 


Keep customer interest in your promotions alive by 
fresh visual approaches in your advertising. 
Here are two ways of presenting identical ad themes. 
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An Unhappy Salesclerk 

sales 

have | 

Are you getting the Hidden Sales? oppor 
a 

worth 

clerk 

not u 

Dear San, 

a rea 

So, Mr. White says he can't afford to raise relat 
your salary. 

Well, before you start making plans to jump aa’s 
around and look for another job, have you ever stopped and 
to consider that you may not be worth any more——-to Mr. hose 
White, or any other store owner? ato 

Now, while you're still young and are begin- ge 
ning to understand the value of money, would be a good one 
time to realize that your value to a store is in direct 
proportion to the amount of merchandise you sell each says, 
day. show 

When you make more sales, you're worth more. Bores 
If your daily sales totals stay the same month in and bpm a 
month out, never improving, where is the store going to lengt 
get the money necessary to pay you more? 

Running a store boils down to simple economics. 

A sales clerk sells merchandise. The store makes a needs 
certain percentage of profit on each dollar of sales. few s 
The more a clerk sells, the more the store makes and you. 
the more the store can afford to pay him. 

Did you ever look at it this way: A sales— says, 


clerk is one of the biggest investments a store owner 
makes. He spends his money to provide a place for you : 
to make a comfortable living, if you want. And, as a lit 


with every investment, the store owner expects a profit custo! 
on his investment in you. The more you sell, the quali 
bigger his profit, and to protect this profit, he will three 
share it with you by paying you a higher salary. aap 
So, you say to me, "Ok, that's all ok, I agree ae 
with you. But how can a salesclerk like myself aja 
increase his sales if the boss refuses to improve the 
store's appearance and keeps his advertising on a shoe- 
string budget?" becaus 
In the first place, unless you have long let's 
experience in running a hardware store, you really profi’ 
can't tell whether or not the boss is spending enough 
for advertising and display. lengt! 
In the second place, maybe you are not getting about 
the maximum out of what you do have to work with, no final: 
matter how little it might be. 
You know, there are many things that you can littl 


do yourself to increase your sales volume; small but 
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important procedures that do not depend on new fixtures 
or big ad budgets. 

One of the biggest weaknesses in retail 
selling today, is the failure of sales people to use 
related selling and selling up. There's literally 
millions of hidden dollars of profit in these two 
techniques. 

How about you? Do you use them? 

If you are like the average hardware store 
salesclerk with a couple of years of experience, you 
have probably never thought of these two ideas. 

Yet these two ideas give you a real, honest 
opportunity to boost your daily sales totals, with very 
little extra effort from you, and thus make yourself 
worth more to the store .. . and to yourself. 





The difference between a "clerk" and a "sales 
clerk" is very often the difference between using and 
not using these two important selling tools. 

Let's see what could happen if you would make 
a real effort to use these two tools—-selling up and 
related selling. 

We're getting into the lawn and garden season 
now, so let's start with garden hose. Now, you know 
and I know that these days a 25-ft. length of garden 
hose is not enough for the average home. Actual sales 
figures prove that there is a steady rise in sales of 
75-ft. lengths. So you set your goal as selling up to 
75-ft. lengths whenever possible. 

Your average hose customer comes in and simply 
says, "hose." He probably also specifies a brand. You 
show him your selection of grades and lengths, and the 
normal thing for him to do is start checking the price 
tags, and you can see his mind working down to a 25-ft° 
length. 


How is he going to use the hose? 

For a lawn or garden? Then he most likely 
needs 75-ft. But you'll never know, unless you ask a 
few simple questions that will get the information for 
you. You'll never make the sale, either, until you try. 

You suggest the 75-ft. length. The customer 
says, "It costs too much." 

What's your answer? 

Well, if you know your products and have done 
a little thinking about it, you'll be able to tell the 
customer that if he buys the 75-ft. length of a good 
quality line it will cost him $19.75. But if he buys 
three 25-ft. lengths (and he will eventually need that 
much, all home owners do), it will cost him three times 
$7.75 or $23.25. So, by buying the 75-ft. length he 
saves himself a nice $3.50. That's a good selling 
point. 


So the customer buys the bigger length, 
because you've shown him how to save some money. So 
let's see what has been happening to the store's gross 
profits by your selling up this customer. 

If the customer had bought the one 25-ft. 
length, the store would have made a gross profit of 
about $2.75. But on the 75-ft. length which you 
finally sold him, the store's profit was about $7.75. 

You doubled the store's profits with that 
little effort. You acted like a real salesman. 

Now, let's look at it from another angle. Say 
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(continued) 


that the customer insists that all he wants is a 25-ft. 
length, no more. 

He means it. Don't argue. 

But you notice he's looking at the low end of 
the line. So then you explain the advantages of the 
better grades, the 10 year guarantee, the heavier 
fittings, etc. 

The store's profit on the low end hose is about 
80¢. On the better grade, it could be as high as $3. 
Thus, by selling up you could increase the store's 
profit by better than 300 pct. on that one sale. 


It isn't difficult, is it? Yet, by doing that 
you certainly make yourself much more valuable to the 
boss. 

There's always more than one way to make a 
better sale. So, now, Sam, let's talk about related 
selling. 

If you'll think for a minute, you'll realize 
that when a man comes in to buy hose, he undoubtedly 
has specific plans in mind for the use of the hose. 
Maybe he will need some other items that he hasn't 
thought of, or had planned to buy elsewhere. 

You'll never know unless you suggest related 
items to hin. 


It takes only a very simple question from you 
to learn if he plans, for example, to reseed a lawn. 

If that is his intention, then does he have enough 
seed, fertilizer, a sprinkler, a nozzle; and how is the 
lawn mower behaving? 

It is truly amazing how often this simple 
procedure of suggesting related items will bring 
additional sales. 

Sam, how often have you heard a customer say, 
"Oh yes, I almost forgot, I also need . 

Instead of depending on the customer to do the 
remembering, make it your job to always suggest related 
items to him. Ask your local druggist how many extra 
packages of razor blades he sells by asking each 
customer, as he makes change, "how are you fixed for 
blades?" 

The power of related selling for building 
extra sales is a proven fact, it's not guess work. For 
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example, an eastern hardware store recently tested this 
related selling technique and discovered that 20 pct of 
a day's sales were due directly to a salesman suggest- 
ing related items. 

Here are some actual examples of this store's 
experience. 
A customer bought a 50-ft. hose for $8.95. A 
few suggestions of related items by the salesman helped 
the customer remember that he also needed a $1 nozzle 
and a $3.95 sprinkler; Result a 50 pct increase in his 
original purchase. 





Another actual example: A customer came in and 
asked for a hose accessory selling for $1. The sales- 
man suggested some other gardening needs, and by the 
time the customer left his bill was $9; an 800 pct 
increase. 

Or this example: A new home owner bought a 
50-ft. hose. Suggestions by the sales clerk of other 
items the new home owner might need resulted in the 
customer buying, in addition to the hose, a $6 
sprinkler, a $1.35 nozzle and a $5.05 hose reel. 

These are examples of what actually happened 
in a hardware store. 

There's no reason, Sam, why you couldn't do 
the same thing. Heck, it doesn't take any effort to 
suggest a few related items as you handle each trans- 
action. And if you do this regularly, and combine it 
with an honest, intelligent effort to sell up, there' 
no reason why you can't double your daily sales book. 











Why don't you try these techniques, Sam? An 
then when you've built your volume up, talk to Mr. 
White about your salary. I've got a hunch he will 
listen to you very carefully. Good salesmen are hard 
to get and when a store owner finds he has one, he 
makes sure he keeps him happy. 

But you've got to remember that it's simple 
economics . . . when you make more money for the store, 
you make more money for yourself. 

But, Sam, you're the only guy who can do this. 
Nobody else can do it for you. 

How about it? 

With best regards, 


Bill 





About the photographs in the Lawn & Garden Merchandising Guide 


Below is a listing of the retail hardware store whose lawn and garden window displays and interior displays. 
Ur along with other promotional material, used to illustrate pages 76 to 83 of the Harpware Ace Lawn & 


UR Garden Merchandising Guide for 1953. 


5, 1953 


Page 76, photo, Coast Hardware Co., Studio City, 
Calif. 

Page 77, photos, top, Crown City Hardware Co., 
Pasadena, Calif.; center, Braman Lumber & Hardware 
Co., Seattle, Wash.; bottom, Weber & Furman Hard- 
ware Co., Rockford, IIl. 

Page 78, photo, Village Hardware, Coronado, Calif. 

Page 79, photos, top, Metairie Hardware Co., New 
Orleans, La.; center, Quality Hardware Co., Mar- 
quette, Mich.; bottom, H. Lorleberg Hardware Co., 
Oconomowac, Wis. 

Page 80, photos, top, Dresslar’s Hardware, Crenshaw 
Center, Los Angeles, Calif.; bottom, Sprague’s Hard- 
ware Co., Trenton, N. J. 








Page 81, photos, top left, Imperial Hardware Co., 
Long Beach, Calif.; top right, Robertson Hardware 
Co., Wauwatosa, Wis.; bottom left, Fisher Hardware 
Co., Denver, Colo.; bottom right. Braman Lymber & 
Hardware Co., Seattle, Wash. 

Page 82, left, Bigelowe & Dowse Co., Boston, Mass.. 
cover of dealer’s consumer catalog; at the right the 
Shapleigh Hardware Co.. St. Louis, Mo., advertis- 
ing mat. 

Page 83, photo, top, North Hollywood Lumber & 
Hardware Co., North Hollywood, Calif.; truck inset, 
top right, Smith Bros. Hardware, Hamburg, New York; 
bottom, left and right, Shapleigh Hardware Co., 
dealer advertising material. 
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Financing Plan are put 
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Helps 


Financing plans play a part in 
sales of the more expensive lawn 
and garden items sold by the Weber 
& Furman Hardware Co. And 
rather than keep prospects wonder- 
ing about whether or not they can 
afford a big ticket garden pur- 
chase, the store features its ser- 
vice. 

Signs in its lawn and garden 
windows suggest that customers 
step in and ask about the store’s 
credit plan. Last year this sign 
was displayed along with a power 
mower. Another sign advertised 
that a small deposit would hold any 
article on display in the window. 








Timing and 
Display 


More than 15 tons of fertilizer 
are sold annually by the Hinz 
Hardware as a result of two things 
—timing and display at the front 
of the store. Merchandising of fer- 





tilizer begins early in the season A ke 
and continues right through. the Sn 

A specially constructed island, 3 outside 
ft. wide by 15 ft. long, is used to a spec 
display fertilizer, packaged in boxes out fre 
and bags of varying weights. That facing 
several fertilizer brands, nationally Seve 
advertised ones, are on displays is and le 
a factor that is responsible for in- ment i 
creased sales. And it makes quan- full sis 
tity sales easier, too, frequently in The 
100 and 200 lb. lots. additic 
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15 Tons of 


Fertilizer 


At the Strachota-Behnke Hard- 
ware, spring sales of fertilizer run 
to about 15 tons. That’s in addition 
to the seeds, garden tools, and re- 
lated items the store moves each 
season by its liberal use of large 
signs in display windows to draw 
traffic. 

The signs are professionally 
made, in colors, at a price of $2 to 
$3 each, and are large enough to 
be read by motorists. Since the 
signs are sturdily constructed, they 
can be used for more than one 
season. 

Another factor in building vol- 
ume business is the firm’s early 
start on displays. Beginning in 
February, seeds and garden tools 
are put in the window and interior 
displays of lawn mowers are built 





up. Also since the store is set back 
from the road, outdoor displays can 
be arranged, and during the grow- 





e a 
Outside Display 
Area 

A key merchandising medium at 
the Smith Bros. Hardware is an 
outside display area, protected by 
a specially built canopy extending 
out from the rear of the store, and 
facing a large public parking lot. 

Several models of lawn mowers, 
and large outdoor garden equip- 
ment items are on display there in 
full sight of motorists. 

The use of this outside area, in 
addition to providing excellent dis- 
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ing season flats of potted plants, 
tomatoes, pepper, and cabbages are 
on view. 


Wheelbarrow 


Display 


Wheelbarrows are an important 
adjunct to a lawn and garden de- 
partment, and at Andy’s Feed & 
Hardware, they are merchandised 
as a display fixture by displaying 
related items in them. This is a 
method that sells two items in 
place of one. 

The store builds its gardening 
display with wheelbarrows by plac- 
ing bulk goods such as a large bag 
of fertilizer, seed, or soil condition- 
er inside the barrow. Then around 
it are placed the different garden- 
ing tools, and groups of mowers, 
planters, or fertilizer spreaders. 
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play, leaves more room inside the 
store for displays of small items 
that can be easily accommodated by 
conventional display fixtures. 


Extra promotional push was 
given the store’s spring lines, when 
last year, it entered one of its pick- 
up trucks in the community’s civic 


Clean-Up Parade, designed to make 
residents conscious of the impor- 
tance of improving the appearance 
of their property. 


o-Point Selling 
Plan and a 
$3500 Inventory 


Sales of garden supplies at Bra- 
man Lumber & Hardware are pro- 
moted by a merchandising program 


that revolves about the following 
five points: 

A clearly defined department— 
varied, but full stocks, adequately 
displayed in a favorable location— 
window display—advertising—per- 
sonal service. 

Organizing a clearly defined de- 
partment is simply a matter of 
gathering all merchandise related 
to lawn and gardens in one section 





of the store, and plainly identify- 
ing the location. Thus, beginning 
March 1, and in season, two front- 
of-store display islands become 
Braman’s Garden Shop. Large gar- 
den tools stay in their year-around 
location, a wall display fixture. 

A full inventory of garden sup- 
plies sufficient to meet customers’ 
needs means a $3,500 stock at Bra- 
man’s and includes fertilizers and 
peat moss, sample sacks of which 
are displayed in the Garden Shop. 


Changed Every 10 Days 


Imaginative window displays, 
which are changed every 10 days, 
maintain interest in the _ store’s 
lawn and garden lines and attract 
new traffic. 

The Braman advertising promo- 
tion is built around national brands, 
and one out of every four ads taken 
in the local weekly is devoted en- 
tirelv t6 gardening supplies. 

Persuiial service means informa- 
tive selling. Consequently Braman’s 
puts its Garden Shop under the 
supervision of at least one sales 
person who is thoroughly familiar 
with gardening techniques and 
merchandise. 


National Gardening Week 


Dealers seeking a promotion 
idea for spurring lawn and garden 
supply sales in April may find value 
in tying in with National Garden- 
ing Week, April 16 to 23. 

This event is part of the Na- 
tional Hobby Month celebration to 
be held throughout the month of 
April. Other special weeks in 
Hobby Month include Arts and 
Crafts Week, Collectors Week and 
Sports Week. The over-all theme 
for the month-long celebration will 
be “Get More Out of Life With a 
Hobby.” 

A National Garden Week has 
been observed in recent years by 
the National Council of State 
Garden Clubs during the week that 
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includes April 21, which is the 
birthday of J. Sterling Morton, 
founder of Arbor Day. 

National Gardening Week this 
year is being sponsored by the 
Hobby Guild of America, 550 Fifth 
Ave., New York 36, N. Y., who ad- 


vise that streamers for store use 
will be available on request to the 
Guild. 

A slogan contest for retailers of 
garden supplies is also being spon- 
sored by the Guild to develop an 
effective slogan for use in 1954. 











GARDENING - WEEK 








Store streamer developed for use during National Gardening Week. 
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National Brands 
Spark Lawn and Garden Promotions 


Lawn & Garden Merchandising Guide 


Because they’ve won consumer acceptance and confidence, 
they’re practically pre-sold, this southern hardware dealer 
reports. And he finds almost as many women 

buy power mowers as men do 


The most important single fac- 
tor in building up sales of garden 
equipment is promoting nationally 
advertised merchandise, believes 
C. P. Schexnayder, who operates 
the Metairie Hardware at 601 Me- 
tairie Road, New Orleans, La. 

And by promotion, Mr. Schexnay- 


der means all-out merchandising, 
tuned to the season when sales op- 
portunities are at their peak. 

A dealer’s choice of brands of 
tools, seeds, fertilizer, and heavy 
gardening equipment, in the opinion 
of this hardware man, has a great 
influence on closing a sale quickly, 


and on maintaining customer good 
will. 

“We go in for nationally known, 
nationally-advertised brands,” says 
Mr. Schexnayder, “because those 
are the brands people have read 
about before coming into the store. 
They’re almost pre-sold because 





Seed and fertilizer are given up-front display promotion while power mowers are at the rear of 
the store at the Metairie Hardware which sells power mowers to as many women as it does 
to men, and slants its advertising promotions accordingly. 
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Near the power mower displays is this counter of gardening tools. 
Nationally known brand name merchandise is the foundation of this 
store's lawn and garden merchandising. 


those brands have gained public 
confidence and acceptance, and that 
attitude is transferred to the store 
that sells those lines.” 

Another advantage of selling na- 
tional brand merchandise, and one 
that concerns customer reactions 
to being stuck with inferior mer- 
chandise is explained this way by 
Mr. Schexnayder: 

“Assume a customer buys a poor 
quality hose in a downtown depart- 
ment store, and it proves unsatis- 
factory. Chances are that he’ll 
be mad—if temporarily so—but 
he’ll just shrug it off as a poor buy 
on his part, and not bother to go 
downtown either to complain, or 
to return the merchandise. 

“But should he have bought that 
same inferior, cheap hose from a 
neighborhood store such as mine, 
the situation changes. He knows 
his neighborhood merchant by 
name, and so he blames the man 
(He won’t blame the department 
store owner). 

“He'll go right down to the 
neighborhood store and raise the 
dickens with the owners, and de- 
mand satisfaction. 

“We avoid such situations by 
selling quality brand merchandise. 
And though it’s true that occa- 
sionally a national brand product 
will give trouble, if that happens, 
we can replace the item and get 
full, trouble-free adjustment from 
the wholesaler or manufacturer.” 

Mr. Schexnayder isn’t afraid to 
lose a sale to a customer who wants 
to buy gardening supplies only on 
a price basis. He prefers trouble- 
free profits from brand merchan- 
dise. 
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But the store actually loses few 
sales because only a few moment’s 
salesmanship devoted to putting 
over the features and advantages 
of quality merchandise will over- 
come price objections. 

The Metairie Hardware adver- 
tises in a local weekly paper which 
circulates throughout the suburb 
of Metairie Ridge. This advertis- 
ing is concentrated in the months 
when gardening equipment sells 
best—from some time late in March 


to just about the middle of July. 

The store’s experience has been 
that though the outdoor season has 
still months to go, in its locality, 
sales of garden supplies tend to 
slow down after July 15. And peo- 
ple who haven’t started gardening 
by then, never will. 

Display is the store’s most ef- 
fective point-of-sale technique. The 
store has a 50-ft front on a busy, 
main thoroughfare, and to stop 
traffic, window displays feature 
gardening supplies and merchan- 
dise, both spring and summer 
goods, related to clean-up, and im- 
prove-the-home themes. For in- 
stance, lines such as paint are 
coupled with garden merchandise 
in a single window display. 

Inside the store, fertilizer and 
seed displays are given front-of- 
the-store location, and these are ar- 
ranged to permit a maximum of 
self-service. Towards the rear of 
the store is a floor display of power 
lawn mowers, and nearby are the 
small garden tools. 

Because half of the store’s traf- 
fic consists of women, Mr. Schex- 
nayder frequently must instruct 
them on the use of the tools they 
buy. “And women don’t buy only 
the small tools,” he reports. “They 
buy as many power mowers as 
men.” Consequently a lot of the 
mower promotion is slanted to cap- 
ture the interest of the housewife. 


Attracted Early Buyers 











Early in the season, Geele Hardware Co., in Sheboygan, Wis., 
bedecked its up-front display of seed and garden tools with a 
sign inviting customers to Buy Your Garden Tools Now. The attrac- 
tive sign atop a varied assortment of outdoor needs did an effective 
eye-catching and merchandise selling job. 
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> Prime Markets for Power Mowers 


Customer analysis enabled this store to develop three 
different approaches to closing lawn mower sales 


At the Perkins Hardware in 
Waukesha, Wis., successful power 
lawn mower promotion is a matte) 
of slanting sales presentations to 
three distinct types of customers— 
the man who owns a hand mower— 
the man who needs a replacement— 
and the used mower market. 

Dar Williams, president of the 
hardware company, has developed 
three sales procedures tailored to 
fit those three classes of customers. 


Give Thorough Briefing 


For the power mower prospect 
who wishes to graduate from hand 
mowers into the power class, the 
sales presentation is built about a 
thorough briefing of general power 
mower operation, costs, and ser- 
vicing. That prospect gets an ex- 
planation of the desirability of a 
machine of the proper cutting 
width to provide the most efficient 
operation for a given area. He 
needs to be sold on value obtained 
from a sizeable investment. 

The power mower owner who 
wishes to buy a new model, and 
trade in his old one, is a shopper, 
Mr. Williams points out. He is 
sold on power mower operation, but 
wants a new machine, and is look- 
ing for the best model at the best 
buy. 

He wants a fair trade-in price. 
He needs to be shown and sold on 
special features. Comparative sell- 
ing is required. 

The third class of customer, the 
prospect for a used mower may be 
sold directly by Mr. Williams, or 
he may be referred to the owner of 
a mower who wishes to sell his old 
machine before buying a new one. 

In connection with mower trade- 
ins, the store may not always feel 
it can pay the trade-in price de- 
manded. In that event, arrange- 
ments are then made for the pros- 
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A sales clerk at the Perkins Hardware carefully explains 
features of power lawn mower models which the store dis- 
plays in an up-front location. 


pect for a used mower to deal di- 
rectly with its owner. This gives 
the store a lead on the sale of a 
new michine. 

The potential for used power 
mower sales is high, Mr. Williams 
points out, particularly among me- 
chanics and gardeners who are 
handy with tools. Such men can 
easily make minor repairs and keep 
used equipment in excellent operat- 
ing condition. 

The Perkins company handles 
its own power mower service op- 


eration, occasionally farming out 
some of the larger repair and 
sharpening jobs. 

Display is an important part of 
the store’s power mower promotion. 
Generally one window is devoted to 
power mowers, and in that window, 
each of the features of importance 
to mower operation are accented 
by placards describing them. 
Stressing the competitive points of 
a power model in this manner, 
focuses interest on the store’s en- 
tire line. 
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Mass Displays: Sell Mowers 


Some 60 power units, dozens of hand models 
are sold each year by display and 
demonstration follow-through. Sales of 
related goods total $20,000 


Window, showroom, and sidewalk 
displays move dozens of hand mow- 
ers, and 60 or more powers yearly 
for Ward, King & Lawrence, in 
Newburgh, N. Y. 

In addition, the store’s display 
methods go a long way toward 
building a $20,000 volume in seeds, 
fertilizer and insecticides. 


Promotion Builds Volume 


Big spring and summer volume 
results from live promotion through 
display and demonstration of two 
complete lines of hand and power 
mowers, the latter consisting of 
electric and gasoline models in both 
rotary and reel types. 

Non-riding power mowers, priced 
as high as $595 have been sold by 
the store, and one customer pur- 
chased a riding unit for $2,000. 
The firm has also been able to sell 
riding mowers with sulkies. 

In fair weather, the firm displays 
hand and power mowers, cultiva- 
tors, fertilizer spreaders, lawn rol- 
lers and wheelbarrows on the side 
walk in front of the store. Large 
bags of fertilizer and bulk lawn 
seed are sometimes used to create 
relating selling displays. 

In the store, packets of lawn, 
vegetable, and flower seeds are dis- 
played throughout the store with 
racks of small seed packets form- 
ing mass displays at the two front 
corners of the 90x50 ft. showroom. 
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Requests for power mower dem- 
onstrations on estates, and even 
fairly small plots, are quickly fol- 
lowed up for experience has proved 
that the demonstrator seldom re- 
turns from such a demonstration 
without having made a sale. 

An extra source of profit related 
to mower sales is the store’s com- 
plete repair and sharpening service. 
About 50 power mowers are ser- 

(Continued on page 102) 
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Passersby see outdoor displays of 

mowers, spreaders and other lawn 

and garden equipment in front of 
the store. 





Part of a mass display of mowers, spreaders, seed, fertilizer and 
insecticide in the rear of the store. 
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6 good reasons why your 
best brush seller has 


Zu fo" NYLON bristles 


ae 
























Only paint brushes with 100% Du Pont 
nylon bristles offer this combination of fea- 
tures that help make your selling job easier. LONG, FINE TIPS. Each properly sanded fila. 
Nylons are made in all types and sizes by psc ety pie —_ pe tat sr 
leading brush manufacturers. So brush up rent P paint pick-up an 
sales in your store—start telling your cus- 


SMOOTH PAINTING. Nylon bristies won't cut 
tomers about these features today. through paint film. They flow the paint uniformly 


.lay down a smooth, even coat. 





IDEAL FOR NEARLY ALL FINISHES. Du Pont 
nylon can be used for all types of finishes except 
shellac and those creosotes containing tar acids. 


EASY TO CLEAN. Nylon brushes are easily 
cleaned with any commercial cleaner. 


BRISTLES WON'T BREAK OFF. Nylon is tough 
and durable. Bristles won't break off to mar work. 


ie 
DU PONT NYLON BRISTLES 
LONG-LASTING. Nylon outlasts other type bris- 


tles 3 to 5 times. And nylon resists moths, vermin 
and fungi. 


*t6.u.s vat orf 





BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 
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Check points for tax savings 





‘How Is Your Business 
Organized—Taxwise? 


Check yourself to see if your business— 

whether solely owned, a partnership or a 

corporation— is the form of organization 

that gives you the most tax savings. Here 
are some guide posts to follow 


by Kenneth L. Hutchison 


Public Accountant, and 
Professor of Accounting, 


Pace College 
New York City 


The three main types of business 
organizations are the sole proprie- 
tor, the partnership, and the corpo- 
ration. Each type has certain char- 
acteristics with respect to taxes, 
accounting, and legal phases. An 
examination of the advantages and 
disadvantages of each type may re- 
veal that you should change your 
present organization. 


The Sole Proprietor 


The sole proprietor, or one-man 
organization, has great freedom of 
action and can do anything not for- 
iidden by law. He is not restricted 





Editor’s Note—This is the third 
part of a series of three articles on 
income taxes. Part I appeared in 
the Dec. 11, 1952, issue of Harp- 
WARE AGE, and Part II in the Jan. 
22 issue. 
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by the objections of a partner, nor 
does he come under numerous laws 
affecting corporations. 

However, his capital is usually 
limited, and it is rarely possible 
for him to expand to any substan- 
tial size. Furthermore, his business 
assets may be seized for the settle- 
ment of his personal liabilities. His 
death will terminate the business 
immediately. 

For tax purposes, the sole pro- 
prietor prepares Schedule C which 
shows his business operations and 
self-employment tax. The schedule 
is attached to the regular tax re- 
turn, Form 1040. 


The Partnership 


The partnership form of organi- 
zation consists of two or more in- 
dividuals who have combined their 
capital and efforts for the purpose 


of making a profit. More capital is 
available, and the skill of more than 
one proprietor is employed, thus 
permitting greater expansion than 
is possible in the sole proprietor- 
ship. 

However, harmony does not al- 
ways exist and personalities some- 
times endanger the existence of the 
enterprise. The services of a com- 
petent attorney should be engaged 
to prepare a written partnership 
agreement. 

As in the case of a sole proprie- 
tor, business assets of partnerships 
may be seized to satisfy a partner’s 
personal debts. The partnership is 
terminated by the death, insanity 
or bankruptcy of one of the part- 
ners, unless the agreement author- 
izes its continuation to a later date. 

The partnership does not pay an 
income tax, although it files an in- 
formation return, Form 1085. Each 
partner pays a tax on his share of 
the partnership profit, whether the 
profit is withdrawn or not. 

For example, assume that A and 
B are partners dividing profits 
equally. If the profit is $30,000, 
each partner pays a tax on $15,000, 
even though each partner has drawn 
out less than his full share of the 
profit. 

A postponement of tax payment 
can be obtained for partners if a 
new partnership is formed with a 
fiscal year which does not coincide 
with the calendar year. If the part- 
nership year runs from January 1 
to December 31, the tax is due 74 
days later on March 15. 

But, if the partnership year runs 
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Two New Mowers for ’53 
and...NEW FEATURES 


@ With the two brand new mowers illus- Important features such as the new clutch 
trated above, PENNSYLVANIA offers you and grass stripper on both Pennsylvania 


es not al- 
ties some- 


eight great mowers for 1953. Home owners 
and professionals can select just the right 
mower for any kind of grass or size of lawns. 

The Exeter is a new 18” power mower that 
sells for less than the DeLuxe. The Pennette 


power mowers will help increase your sales 
So will Pennsylvania ads in color in leading 
consumer magazines. Circulars and point-of- 
sale material give specific details and create 
final interest. 


insani : ee . 
the se is anew 14” hand mower combining Pennsyl- Get full details right now from your 
¢ auther- vania quality and a new low cost. PENNSYLVANIA distributor. 
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TRUMP 


GARDEN TOOLS 


make 


will ma 


your F pr ofits 


Cultivator, 
11%" long 











Many of your 
customers will 
soon be buying 
their Spring gar- 
dening equip- 
ment. And they’ll 
be looking for 
tried-and-true 
TRUMP Garden 
Tools. These sturdy 
18-gauge steel tools 
are long-time favor- 
ites among garden en- 
thusiasts. Hardwood 
handles and bright 
green baked enamel 
finish make them es- 
pecially attractive, 
too. Make sure you 
carry the whole line. 
They’re packed sep- 
arately, or three in 
a box—ready to sell 
to all of your “green 
thumb” customers! 
Order TRUMP 
Garden Tools 
from your whole- 
saler today. 


Transplanter, 
11’%" long f 


Trowel, J 
122" long £3 


1014" long 





Get this eye-catch- 
ing wheelbarrow 
counter display 
from your whole- 
saler. It’s available, 
without tools, to all 
dealers ordering 
4-dozen TRUMP 
Garden Tools. 





ANIMAL TRAP COMPANY OF AMERICA 
LITITZ, PA. © PASCAGOULA, MISS. 
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from February 1, 1952, to January 
31, 1953, all the partnership profit 
is assumed to be earned in 1953, 
and the tax on each partner’s share 
is not payable until March 15, 
1954, or 13% months later. 

A further tax saving to a part- 
nership is found in unemployment 
Partners are 
not looked upon as_ employees; 
therefore, there is no unemploy- 
ment insurance computed on their 
drawings or profits. 

Contributions paid by a partner- 
ship are not deductible for tax pur- 
poses, but each partner may deduct 
his proportionate share of such 
contributions on his personal re- 
turn. The same is true of partner- 
ship capital losses not in excess of 
$1,000 per year above each part- 
ner’s capital gains. 

If the partnership shows a loss 
for the year, each partner’s share 
of the loss can be off-set against 
his personal income from other 


sources. 


Partners should consider the ad- 
visability of making a buy-and-sell 
agreement. Under this form of 
contract, each partner insures the 
life of the other partner. If one 
partner dies, the insurance proceeds 
are available to buy out his capital 
interest. 

In the absence of such an agree- 
ment, there may not be sufficient 
funds for that purpose, and the 
partnership will have to liquidate 
in order to satisfy the demands of 
the decedent’s executor for settle- 
ment of the decedent’s capital 
interest. 


Protects Surviving Partner 


The buy-and-sell agreement out- 
lines the above steps, and binds the 
surviving partner to buy out his 
deceased partner’s interest. Fail- 
ure to have such an agreement may 
result in the deceased partner’s 
widow taking his place as a part- 
ner, or selling the capital interest 
to someone not acceptable to the 
surviving partner. 

The 1951 Tax Law approved for 
tax purposes family partnerships. 
Under Section 191, children of a 
sole proprietor may become part- 
ners using as capital gifts received 
from the parent provided that cap- 
ital is a material factor in creating 
profits. 

This permits the splitting of 
profits among several members of 
the same family and keeps the tax 
computations in the lower brackets. 
However, the law distinguishes be- 
tween a partnership interest ob- 


tained by gift or by other means, 
and also whether or not capital is 
a material income-producing factor. 

Furthermore, the new partner 
cannot receive more profit than his 
proportionate share of the total 
capital, and the donor must be com- 
pensated for his services before 
profits are divided. 

In all partnership questions, it is 
important that the services of an 
attorney or accountant, or both, be 
obtained. 


The Corporation 


A corporation is an artificial 
being created by state law and is 
separate and distinct from its own- 
ers. It, therefore, continues to exist 
regardless of changes of owner- 
ship. In addition, the owners are 
not personally liable for the corpo- 
ration’s debts. 

These factors make the corpo- 
ration a more attractive form of 
business organization than the 
partnership; although in other re- 
spects the latter may be the better 
form for you. 

One of the tax advantages of the 
corporation is that an owner pays 
tax only on the dividends received 
(plus salary if employed by the 
corporation) and not on his pro- 
portionate share of the profits, as 
is the case of a partner. 

Furthermore, salaries paid to of- 
ficers are deductible expenses in 
determining net profit, while part- 
ners’ drawings are not deductible. 

If a corporation owns stock in 
other corporations, only 15 pct of 
dividends received are taxed. A 
partnership pays tax on the entire 
dividend. 

Officers of a corporation, as 
employees, participate in any prof- 
it-sharing or pension plans, and 
payments made to the plan are 
legitimate, deductible expenses. 
Partners are not employees of the 
partnership and, therefore, do not 
participate. 

If you now have a partnership 
which makes substantial profits, 
you may benefit by forming several 
corporations to take its place. Each 
corporation will then get the chief 
benefit of a small corporation, ex- 
emption from excess profits tax. 

In addition, death benefits of 
$5,000 or less may be paid, tax 
free, to beneficiaries of stockhold- 
ers who are also employees. This 
may be of special advantage to a 
former partner who becomes an 
employee of several corporations, 
as the $5,000 exemption applies 
to each corporation. 

Corporations also have several 
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The Finest Pruners Made by the Manufacturer 


of the Finest Cutting Tools in the World 


They come into your store all the time — those lucky people 
with “Green Thumbs” who can make “anything grow.” And 
they keep your cash register ringing for they want the best 
equipment money can buy. 


Porter Has the ‘‘Know-How’”’ 


to Make Perfect Pruners 


For over 75 years Porter has been designing and manufacturing 
the cutting tools that set the world’s standards. So Porter knows 
from years of experience every practical feature that must be 
built into pruners wanted by particular people — from the finest 
steel to the pleasant cushion grips. 


WHAT YOU SHOULD TELL YOUR EXACTING CUSTOMERS 
ABOUT PORTER DURACUT AND DURASHEAR ONE-HAND PRUNERS 


@ Designed for ease and comfort in use. 

@ Cushion comfort grips never slip or blister 
hands — never crack, peel, or discolor — last 
for years. 

@ Positive thumb lock never pinches hands. 

@ Cutting blades of heat-treated alloy steel. 


DuraShear (shear type) has two sharp cutting blades that won't crush 
or strip bark. Gives close clean cuts that heal quickly. DuraCut (anvil type) 
has a thick cutting blade that never passes the anvil on diagonal cuts. 
Ideal for fast easy cutting. 
The Prices of Porter One-Hand Pruners 
Are Profitable for You — Right for Your Customers 
Only $2.75 for the Porter DuraCut — only $3.50 for the Porter DuraShear. 


Your customers cannot get greater dollar value in pruners. 


H. K. PORTER, INC., Somerville 43, Mass. 
STOCK AND SELL PORTER'S COMPLETE LINE OF PRUNERS 


NEW WINDOW STREAMERS 
FEATURING PORTER ONE-HAND 
PRUNERS READY TO SELL FOR 
YOU NOW 


An 8” x 22” window stream- 
er attractively printed in four 
colors now packed with every 
6 pack display box. 


everal 
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disadvantages when compared to 
partnerships. They are more close- 
ly controlled by state law. Profits 
above $25,000 are subject to ex- 
cess profits tax and surtax. 

Profits are taxed twice: first 
when earned, and then when paid 
to stockholders as dividends. If 
dividends are not paid, the com- 
pany will be taxed on its unreason- 
able accumulation of surplus. 

In order to determine the rela- 
tive tax advantage of the partner- 
ship or the corporation, you must 
compare the taxes paid by all the 
partners with the taxes the corpo- 
rate officers would pay on their 
salaries and dividends plus the tax 
the corporation would pay on its 
profit. 

However, the tax question is only 
one of several you should consider 
before deciding to change from the 
partnership to the corporation 
form, or vice versa. 

For example, as a partner you 
have an equal voice in the manage- 
ment of the business, but in a cor- 
poration you may be a minority 
stockholder, outvoted by the ma- 
jority stockholders. 

In addition, your share of the 
partnership profits may be greater 
than your share of the total part- 
nership capital, while as a _ stock- 
holder your dividends would be paid 
you according to your stockhold- 
ings. 

Whether you are contemplating 
changing from a partnership to a 
corporation or from a corporation 
to a partnerhip, be sure you consult 
a lawyer for the legal requirements 
and an accountant for the tax ques- 
tions. 


Spring Profit Special 


The North Hollywood Lumber 
and Hardware Co. gets an early 
start on the lawn and garden sea- 
son by putting on a Spring Spe- 
cial of garden wheelbarrows, and 
sold 10 in the first two days of its 
campaign last year. But beyond 
that, the early start in getting to 
the consumer spurred activity in 
seeds and fertilizer to a 40 pct gain 
over the previous year. 

Promotion of the barrows, aside 
from the investment in inventory, 
cost $10 for a large 4 by 6 ft sign, 
displayed outside of the store. 
Three of the colorful, red barrows 
were stacked on each side of the 
sign, and to build up sales, garden 
implements were displayed behind 
the sign. 
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PEOPLE ARE FUNNY... 
offer customers a_ substantial 
discount (something practical) 
and they turn their backs. But 
give them a discount in terms of 
free entertainment (a luxury) 
and they’ll be quick to grab the 
offer. 


*C)z 
Ty 


f 


Take the case of a certain ap- 
pliance dealer who found that 
people didn’t respond to his ads 
when he offered a $30 slash on 
the price of certain appliances. 

So he teamed up with a local 
theatre manager and offered his 
customers a 52-week book of 
movie tickets with the purchase 
of a major appliance. 

Value of the ticket offer was 
about $30, also . . . yet people 
practically stampeded his store. 

*« * * 


REMINDER AD: An eastern 
sales executive knows the value 
of reminder advertising. 

To make sure his customers 
don’t forget him while he’s off 
on an extended trip, he buys 
life insurance from those auto- 
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These ideas have proved profitable to retailers in various fields, 
and with a little ingenuity they can be adapted and put to 
work for you too. 








0~0--@~0--0~-e-0~ 


‘matic insurance vending ma- 
chines found in airport and sta- 
tion :waiting-rooms. He makes 
his friends the beneficiaries! 

(It’s hard to forget a man 
when you get an official policy 
on his life for $5,000. The cost 
of each policy: 25 cents plus 
postage. ) 


* * * 


IMPROVES WITH AGE 


Here’s a window display pro- 
motion that’s guaranteed to 
arouse interest and stop passers- 





by ... what’s more, at little or 
no cost to you. It’s a new slant 
on an old idea . . . a baby pic- 
ture contest. 

Obtain pictures of several 
prominent adults in your com- 
munity ... pictures taken when 
they were children. Then post 
the photos on a large board in 
your window and identify each 
with a number. 

Let the window-shoppers try 
to name these well-known citi- 
zens by their baby features, and 
award a substantial prize for the 
nearest correct list submitted. 
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Hurricane 


ROTARY POWER MOWERS 


This year’s sales outlook is the brightest in Hurri- 
cane history! Again last year, orders were doubled 
and even tripled to meet the demand created by 
the quality of the Hurricane line! And there’s no 
end in sight for the Hurricane boom, either. The 
more Hurricanes sold, the more the market grows! 
Word-of-mouth endorsement by satisfied customers 
builds a terrific backlog of prospects for everyone 
handling the line. 


If you’re a jobber or dealer who wants long-term 
power-mower profits—and plenty of ’em— get 
on the Hurricane bandwagon now! Use the coupon 
below to find out how the quality Hurricane line 
builds bigger business year after year. 


PARTS AND SERVICE PROFITS 

Plenty of profits can be earned from parts and 
service business. Genuine Hurricane parts are 
always available and orders are shipped the same 
day they are received. No Hurricane will become 
obsolete — replacement parts and new modifica- 
tions fit all machines — from a 1946 model right 
up to the latest design. 


Customer-Approved Gealures 
That Stimulate Sales 


e 4-cycle, 2-h.p. gasoline engine @ automatic 
governor for constant engine speed e full- 
floating frictions drive e vacuum-lift suction 
blade e adjustable cutting height — 2” to 342” 


Kansas City 8, Missouri 


e 4 large equal-sized wheels @ special hinged * 
safety guard and grass throwout e rust- + 
proof plated drive shaft e handle folds for- 
ward, out of the way for starting and storing 
Hurricane: 

ROTARY POWER MOWERS . 

National Metal Products Co., Inc. — 
Dept. H-18 2722 Cherry Street e 


HARDWARE AGE,, FEBRUARY 5, 1953 











ese eeeoe eee eeaeeeaeeeeaeaea eee eeeaeeeeeeeeeeeeneeeee ee 


National Metal Products Co., Inc. 
Dept. H-18 2722 Cherry Street 
Kansas City 8, Missouri 


Tell me more about the best-selling Hurricane line. 
ne a ; 
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HURRICANE 
SENIOR 

—a sure seller to anyone with an estate or 
big suburban lawn. A brawny, easy-to- handle, 
20” machine that’s packed with power — 
strong on stamina. 





HURRICANE 
JUNIOR 

— the quality mower for 
city lawns. A trim, lightweight 
copy of the big Hurricane. Cuts 
an 18” swath . . . highly 
maneuverable for close-in 
trimming around flower 
beds and sidewalks. 


HURRICANE 
GLIDER 


— the economy model. 
A- sturdy, powerful mower 
that fills the bill for the “price- 
conscious” customer. 18” Glider is 
the quality mower in the low-price field. 
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New, Improved 10-N 


GARDEN GROWER 


A “Must” for the Home Gardener 





Feature this highly useful, versatile tool in 
your Spring garden showing . . . it's a 
sure seller. 

10 in. revolving reel with saw-tooth carbon 
steel blades . . . double-edge weeding 
knife, adjustable for depth. 5-prong de- 
tachable cultivator. Shovel attachment. 
Lawn-mower handle, adjustable for height. 
Attractively finished. 


OTHER POPULAR NORCROSS PRODUCTS 


© Cultivators (1, 3, 4, 5 prong) © Weeders 
© Asparagus knife © Full line of forks, 


C. S. NORCROSS & SONS CO. 


BUSHNELL, ILLINOIS 


Ask Your Independent 
Jobber Ly 


Quality Garden Tools 
Since 1891 
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Mass Displays Sell Mowers 


(Continued from page 94) 





Typical of warm weather window displays is this one showing seed, 
fertilizer and other garden goods with manufacturers’ display mate- 
rial as a background. 


viced each year, the average charge 
for sharpening and greasing being 
$10.50. 

And complete overhaul jobs are 
done on 25 or more power mowers 
yearly. Though customers gener- 
ally deliver and pick up their own 
mowers, the store extends its deliv- 
ery service to repair jobs when 
necessary. 

The company rents lawn rollers, 
fertilizer spreaders and other lawn 
and garden equipment, but will 


often loan a spreader to a good cus- 
tomer who has purchased a large 
quantity of fertilizer, with no 
charge. 

Newburgh is a city of 34,000, 
and the store serves people in the 
city, and from villages and farms 
within a 15- or 20-mile radius. In 
addition to the year around popu- 
lation, there are numerous summer 
home owners who shop in the store 
for a wide variety of lawn and 
garden merchandise. 





Garden Display Accents Related Selling 





co 


ei 


At the Winchester Hardware, Inc., in Whitewater, Wis., building a 

lawn and garden window display means an additional opportunity 

to put the related selling idea across. In this window, featuring 

power mowers, suggested companion items are seed, fertilizer, and 
lawn tools, 
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Remodeling Brings Sales Lift 
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Best Hardware has been modernizing one department at 


a time, and finds, cach department, as it is remodeled 
draws more store traffic and better sales 


This specially de- 
signed cutlery 
case displays a 
quantity of items 
and has 12 draw- 
ers for storing 
reserve stock. 


A step-by-step modernization 
program at Best Hardware & Ap- 
pliance Co., in Marshalltown, Iowa, 
has been proceeding about a year 
and a half—increasing volume in 
the rejuvenated departments with- 
out interrupting routine store oper- 
ations. 

In fact, modernization of one de- 
partment at a time, H. A. Sallan- 
der, vice-president and treasurer of 
the retail hardware firm, believes, 
is a means of directing greater 
traffic attention to the departments 
that are getting a face lifting. 

Thus far, the Best store has mod- 
ernized its sporting goods, tools. 
and cutlery sections, bringing to 


View of the new 
fixtures in the 
sporting goods 
department _in- 
cluding two visual 
glass cases for 
small items that 
need protection 
against pilfer- 
age. 
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MAKE MORE MONEY WITH 


TCO 








Its just as easy te sell a hii 
sprinklen—make a bigger sale wilt MORE PROFITS TOR YOU! 











a 


Slow soaking meons a 
er penetration—thus b: 

ter root growth and + nea 
lawns. 





<<) 
Waters large rectangles; 
fewer moves water the 
lawn. 


Saves water—gets corners 
without overlapping. 


Oscillates slowly, gives 
water time to soak in. No 
puddles—no runoff. on. 


Convenient—can be ad- 


Simple finger adjustment 
justed or moved with water 


controls spray orea—can 
be set to water on just one 


— side. 











1 ad- 
Sprinklers are pre-sold through nationa 
pen 0d wer of people will read about their gentle, 







Post, BETTER HOMES 
ke spray in SATURDAY EVENING y 
4: / pap eet FLow /ER GROWER and SUNSET magazines during 
lling season. | 
/ the METCO ties in at the point-of-sale: window streamers, i ' 


d in with 
/ ds, sales tags, envelope stuffers . . All tie 
yeep program . help sell METCO’ s ‘from your store. 


OF TCO mats are available for local newspaper tie-ins. 
<4 .—- aboard the METCO Bandwagon—Sell METCO Wave 


Sprinklers for: Bigger Sales— Bigger Profits. See your Jobber. 


METALLIZING ENGINEERING CO., INC. 
38-13— 30th Street, Long Island City 1, N. 













HARDWARE AGE, FEBRUARY 5, 1953 


105 




















Table settings of china, linen and table decorations, play an impor- 
tant role in selling those lines. 


each better display possibilities for 
more merchandise; and gaining 
more sales for each. 

Store traffic in the sporting goods 
department has always been at a 
high rate, one of the drawing cards 
being its fishing and hunting 
license service. To capitalize to the 
fullest on this ready-made traffic, 
the store installed three new dis- 
play cases—two of them of the vis- 
ual glass type for the display of 
small fishing tackle items. 

Putting these items behind glass 
to safeguard against pilferage has 
not minimized the display value of 
the merchandise itself. The cases 
are fitted with indirect lighting to 
highlight the tackle. 

Between the two cases, a wrap 





counter was installed, and on the 
counter itself, two revolving fish 
rod stands were placed. Behind the 
counter is a special gun rack. 

The second big remodeling proj- 
ect was to install a new and larger 
tool department, using color to 
more effectively set off the mer- 
chandise. The background trim of 
the tool section was finished in 
burgundy. Indirect lighting is also 
used to accent the merchandise. 

The cutlery section was the third 
important remodeling project. For 
that department, Mr. Sallander de- 
signed two new cutlery cases which 
were built by a local cabinet maker. 
Each is 6 ft. long, 4% ft. high, and* 
18 in. wide at the bottom tapering 
to 12 in. at the top. They are 





The tool department was modernized with color and indirect lighting 
to show off merchandise to greater advantage. 
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placed, opposite each other, flank- 
ing a traffic aisle where they re- 
ceive maximum attention. 

Each case has two sliding glass 
doors, behind which are two glass 
shelves. The base is composed of 
12 large reserve stock drawers. 
Cabinet interiors are indirectly 
lighted. 

Wall space at the rear of the 
Best Hardware has also been con- 
verted into an interesting merchan- 
dising area by the construction on 
the wall of a large shadow box 
display for china and giftwares. 
The shadow box frame is finished 
in a cream color, while its back- 
ground is a deep blue, to provide 
contrast with the merchandise dis- 
played. Hooks screwed into the 
background hold the merchandise 
in place. 

This interesting display which 
measures 6x10 ft. is appropriately 
signed. Gifts can be seen from 
any part of the store. Another 
eye-catching display feature of the 
store’s gift department is three 
real table settings of china, linens, 
and table decorations, arranged 
most attractively in a natural man- 
ner to set off the beauty of the 
lines. 





A Garden Tool Room 


An investment of $150 for dis- 
play has been responsible for re- 
turning a minimum of $25 in extra 
sales daily in lawn and garden sup- 
plies at the Crown City Hardware. 
The display the store built has en- 
abled it to show a $3,000 inventory 
of varied gardening needs in one 
compact Garden Tool Room, 14 ft. 
square. 

The room consists of a frame- 
work of 4x4 uprights, and 2x4 
cross pieces, enclosed at the bottom 
by plywood panels, waist-high, and 
at the top by a roof. The inside of 
the room is fitted with arrange- 
ments of shelves, brackets, and 
various other devices to show to 
best advantage the assortment of 
large and small items. The interior, 
too, is used for displaying related 
goods. 

To attract traffic to the room, 
color was generously used; the roof 
being painted blue, and the lower 
portion of the room, finished in 
semi-gloss green and yellow enamel 
paint, making it one of the best 
attention-getters in the store. A 
sign made of red, plastic cut-out 
letters serves as further identifica- 
tion of the Garden Room. 
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Mow -MasrTer 


5 Improved Models - Powerful National Advertising 
Lower Dealer Prices - New Merchandising Plans 
Dependable Deliveries + Liberal Advertising Allowance 








Strike it rich in 53 with Mow-Master Rotary Lawn 
Mowers. They give you everything you could desire. Five 


wonderfully improved mowers with new features, new lower prices, 
new sales strategies and a bevy of sensational Sales Aids. The line embraces 
four Power-Pak engine-powered models and one very low-priced electric 
model. The engine climaxes Propulsion’s years of progress in producing a 
power unit specially designed for mower service. It’s more compact, higher in 
efficiency and starts easier than ever before. The chassis is low-hung, beauti- 
fully streamlined, non-tipping. Wheels are closely centered to mow without 
scalping terraces. Choice of four cutting widths. Hit the profit jackpot with 


Mow-Master. Wire, phone or mail coupon for complete Package Plan. 
ENGINE AND ELECTRIC DRIVES 


30,000,000 ADVERTISEMENTS 
to appear in 1953 in: 


BETTER HOMES AND GARDENS 
AMERICAN HOME 
SUCCESSFUL FARMING 





MOWS GRASS 
CUTS TALL WEEDS 


PULVERIZES 
LEAVES 


ATI M nil 
ff vty i y I: 


i 







/ 





om . 
Mail this Coupon 
) ’ REQUEST FOR MOW-MASTER 1953 DEAL 
cd i o ae U L 4 i 0 1 8 Propulsion Engine Corporation HA-2 . 
§ 7th Street and Sunshine Road . 
§ Kansas City, Kansas . 
ENGIhE CORP. ; Send full details about the new Mow-Masters for. § 
‘ 1953 and sales plan, prices, etc., without obligation 8 
s 
Subsidiary of : NAME . 
Food Machinery and ' H 
Chemical Corporation ; COMPANY a 
a 
e s 
Tth St. and Sunshine Rd. ADDRESS vat 4 
A ' . 
Kansas City, Kansas 2 CITY ZONE___STATE ' 
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COPROX® is the copperized cement 
coating you and your customers 
read about in LIFE, COSMOPOLITAN, 
SATURDAY EVENING POST, many 
other magazines, and in newspaper 
editorials throughout the country. 


This avalanche of publicity. . . plus 
cooperative advertising (newspa- 
pers, streamers, circulars) .. . is 
bringing more sales,¢more profits 
to dealers from coast to coast 
Fully protected by United States 
Patent (U.S. Pat. No. 2,556,156), 
COPROX, with its exclusive acti- 
vated copper and its proven, effec 
tive action against water and 
dampness, is the answer to wet 
walls and basements. COPROX was 
used in over 100,000 basements 
last year! 


Start cashing in on the big COPROX—~ 


success story write for details 


today 


COPROX, Inc. 


1270 SIXTH AVENUE 
ROCKEFELLER ENTE 


NEW 


Related Selling Displays 


Items for outdoor living are attractively displayed. 


At the Coast Hardware, merchan- 
dising garden lines entails selling 
up, and is accomplished by arrang- 
ing special displays of related gift 
merchandise of outdoor items. 
These displays feature lazy susan 
sets, bean pots, frying pans, pottery 
items, and ornamental garden mer- 
chandise of all types to make out- 
door living more attractive. 

Newspaper promotions also play 
a big part in the store’s spring 
merchandising. A newspaper col- 
umn, “Coasting Around,” and au- 


thored by Johnny Coast, a popular 
advertising character created by 
the Coast Hardware, helps sales 
along by calling attention to spe 
cials featured in the lawn and gar- 
den window displays. 

Further, to prove that the store 
is spring merchandise-minded, it 
ties-in with local community pro- 
motions such as a big Fashion 
Flower Festival, sponsored by the 
Chamber of Commerce. Persons 
visiting the store get a free pack- 
age of spring flower seeds. 


Built-Up Mower Display 


Six hand mowers 
can be displayed 
on this compact 
step-up display 
unit at Wm. 
Rathsack & Sons 
in Manitowoc, 
Wis., with two 
units on the store 
floor. Built of | 
in. lumber, each 
of the three levels 
has a cleat to 
prevent mowers 
from rolling for- 
ward. 
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A sturdy compact corrugated dis- 
play unit, designed and sales- 
tested to increase your profits on 
“America’s Finest Lawn Tools” — 
Specifications base 17’’x10”. over- 
all height 42”. This display and all 
Tools listed below shipped in one 
container — weight 38 Ibs. 


Selling Price 
Doo-Klip Standard Grass Shears $12.60 
Doo-Klip Long Handle Grass 





Shears 15.00 
Snip-Itt Jr. Grass Shears 4.80 
Doo-Klip Pruning Shears 8.85 
Doo-Klip Hedge Shears 12.75 

$54.00 


Your Cost *2240 Your Protit *271.6c 


THE LE Wis ENGINEERING & MANUFACTURING COMPANY, ALLIANCE, OHIO 
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THESE RAINDROPS START A 


\, FLOOD OF EARLY SALES IN YOUR STORE 
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Two-color win- 


1256" x 7’. 





dow sticker on 
early feeding. 
















Vigoro Raindrop Ad on early 
feeding which appears in 
all popular gardening mag- 
azines including Better 
Homes, House Beautiful, 
House and Garden in 
February plus Life 
March 16th issue). 
Use as a window 
sticker. 
































- play card 28" high 
17” wide. Excellent 


or floor use by Vig- 


oro bags. P 


Striking alumi- 
num reflector 
sign on the 
: Vigoro family 

of gardening 
aids. Word Vig- 
oro ‘‘glows’’. 
Particularly 
good for out- 


door use. . 
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Full color stand-up dis- 





Now is the time to feature 
and display YIGORO* 


The famous Vigoro raindrop—in advertising 
and new displays—reminds customers like 
nothing else can of the importance of getting 
Vigoro and applying it now. And early feed- 
ing means early sales—longer sales—and more 
repeat business for you! 


Now is the time fo recommend 


VIGORO 7% Guns 


You can start selling Vigoro the minute the 
heaviest snows and frosts are over. You do 
customers a real service in recommending 
that they feed Vigoro early —it helps grass 
get off to a better start... developing deep 
new roots and finer top growth. 








for counter, window 


\ 





Send now for complete mer- 
chandising and display mate- 
rial on early lawn feeding. 
Ask your Swift representative 
or write directly to Swift & 
Company, Plant Food Division, 
U. S. Yards, Chicago 9, Illinois. 


N 


Remember 


Vigoro has brought more 
dealers more profit for 
more years than any 
other plant food! 


*Vigoro is the trade-mark 
for Swift & Company's com- 
plete, balanced plant food. 
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Bulk and packaged seeds were featured in this neat display. 


A seed display with plenty of va- 
riety and considerable eye appeal 
was this one used, last spring, at 
North Chicago Hardware Co. at 
1710 Sheridan Rd. in N. Chicago, 
Ill. Placed near the rear of the 
store and next to a wall, the display 
had lawn seed packages of varied 
sizes as a center piece. This eye- 
catcher was a sales maker. 


Flanking the lawn seed were 
metal racks of garden and flower 
seeds. On the floor and in front 
of the display were shown small 
packages of fertilizer. Bulk seeds 
and onion sets were in pails. A 
panel display on one end featured 
a strong bid for more related mer- 
chandise sales in the form of gar- 
den hose. 





An Early Start Means Better Sales 








The barbecue season starts early in California and Horace Green & 

Sons, in Long Beach, starts it off with a window display of all sorts of 

companion items. Store promotion of these lines begins in March 

for the initial investment is fairly expensive and time should be 

allowed for the consumer to budgef his purchases. Barbecue equip- 
thao 


ment at this store‘ 


rérchandised as gifts for birthdays and 


anniversaries to build up volume. 
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JOUNSTONS 


It’s in production! One of, the 
most modern and efficient power 
lawn mower plants in America 
... manufacturing the complete 
Johnston line of precision-built 
reel and rotary power mowers. 
The new Johnston plant at 
Brookhaven is your assurance of 
continued quality and service 
that has made Johnston a leader 
in the field. 


Get ready for spring sales with a com- 
plete stock of popular-priced, profit- 
making Johnston reel and rotary mowers. 
Order from your wholesaler now! 


SOOWWSvoOlw 


LAWN MOWER CORPORATION 
BROOKHAVEN, MISSISSIPPI 
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More Self-Service Brought 
Greater Sales at Lower Cost 


A highly effective combination of 
self-service and service is used at 
Schroeder’s at 24th and University 
Ave. in Des Moines, Iowa. 

Higher volume, lower overhead, 
greater profit, heavier store traffic 
and more impulse sales have result- 
ed since features encouraging self- 
service were installed in the store 
in 1950. 

Profits accruing from the firm’s 
present operation have far out- 





Please Pay Cash 
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THEM quT Cl COUN 






Right—Check-out counters for dry 
goods and variety units as seen 
from the hardware department. 


lowa store learned that layout designed to increase 

self-service built higher volume, increased impulse 

sales and lowered its overhead. Gains far out- 

weighed losses from slight increase in pilferage 
and decline in related merchandise sales 


weighed losses from a slight in- 
crease in pilferage and a decline in 
the purchase of related lines. Three 
men staff the hardware section. 
Prior to installation of check-out 
counters there were five employees 
in the hardware department. 
Three check-out counters on the 
main floor and the placing of shop- 
ping baskets throughout the main 
floor display room have encouraged 
shoppers to serve themselves. Signs 





inside and outside the store adver- 
tise the self-service idea. 

At the time a customer is handed 
a shopping basket, employees are 
urged to suggest that they will be 
happy to give any assistance need- 
ed. Vern C. Schroeder, owner of 
the store, believes that this creates 
a friendly atmosphere, otherwise 
lacking if employee and customer 
do not speak. 

This friendly approach results in 


Left—Hardware check-out counter. The electric 
housewares table adjoins it. Note signs empha- 
sizing that credit sales are not encouraged and 
bids for extra sales in form of candy displays 
and below-the-counter display of knick-knacks. 






"Pi 
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© Non-Inflammablee Reclaims Hardened Brushese Restores Natural 

Pliability to Hog Bristles and Synthetic Filaments ¢ Economical — 

May Be Used Over and Overe Easy and Safe to Use e No Toxic 
Fumes, No Fire Hazard» Available in Pints, Quarts, Gallons 


NU-BRUSH brings ‘“‘dead”’ brushes back ALIVE! Safe 
NU-BRUSH— it’s non-inflammable—restores pliability to 
the hardest, most crusted brush—helps economize in these 
days of high brush prices. NU-BRUSH cleans by a new 
method based on emulsification ... completely removes 
oil paints, shellac, casein, creosote, coal tar, kalsomine and 
latex (rubber base) paints.. Harmless to hands, face, 
bristles and all brush settings. Brought to you by Hanlon 
& Goodman, a name trusted by the professional painter 
for 85 years. 


DEALER DISCOUNT STRUCTURE 


1. Your usual dealer discount. 

2. An extra 20% discount (off dealer cost) to be 
passed along to the retail customer during the 
introductory offer period. 

3. Bonus Goods to you with each deal. 


#87 NU-BRUSH ASSORTMENT 
(Based On 40% Discount) 





Dealer Dealer 
List Price Value Cost Profit 
2 gals. Nu-Brush 3.40 6.80 4.08 2.72 
12 qts. Nu-Brush 1.00 —-:12.00 7.20 4.80 . NU-BRUSH 
8 pts. Nu-Brush  .60 4.80 2.88 1.92 Test the Selling Power of 
23.60 14.16 9.44 
PLUS : ; E 
2 gts. & 2 pts. 3.20 0.00 =—_3.20 with this 
(without charge) 26.80 14.16 12.64 y 
Approximate Total Weight 70 Ibs. 


TOTAL VALUE: $26.80 YOUR COST: $14.1 
Your Profit: $12.64 


FREIGHT: East of the Mississippi—Full freight 
allowance on three or more assortments. One-half 
freight allowance on single assortment. West of the 
Mississippi—One-half freight on 500 ibs. or over. 





Distributor Inquiries Invited. 

Order from your jobber today, or write direct. 
HANLON & GOODMAN CoO. 
Established 1867 
Belleville 9, New Jersey 














Watch for introductory offer on quick- 
settling SECONS —H&G’s miracle wet- 
brush quick-cleaner . .. coming soon! 
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Front-of-the-store table for lamps and other electric housewares. 
Line-up of spotlights in the background illuminates one of the visual 
front windows of the store. 








Corner store location of the hardware division of the firm. 


Large billboard, advertising both stores of the firm, emphasizes the 
self-service idea. 
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inquiries about various types of 
merchandise, giving employees the 
opportunity to suggest related lines 
that may be needed by the cus- 
tomer. 

Many customers, reports Mr. 
Schroeder, know just what they 
want, get it, put it in the basket 
and go to a check-out counter in 
short time. Others seek assistance 
on purchases. He says that most 
customers examine more merchan- 
dise than they did with full service 
and that many of them are enjoy- 
ing shopping for hardware without 
having an employee approach them. 


Customers Like to Browse 


The desire of customers to 
browse in the hardware section has 
been a big factor in increasing im- 
pulse sales. 

Started as a hardware store in 
1915, the business was expanded in 
1935 to include a variety store and 
a dry goods store. Later, walls be- 
tween the three showrooms were 
removed and center posts substi- 
tuted to permit traffic more freely 
to circulate through the entire first 
floor store. The firm’s sporting 
goods section—operated as a self- 
service unit—is located in the base- 
ment. 

Only men are employed in the 
hardware section. In addition to 
the three men in the hardware de- 
partment the firm employs 10 girls 
to staff the other sections. 


Sales Training Meetings 


Sales training meetings are con- 
ducted on a different basis for the 
several departments of the busi- 
ness. Men in the hardware section 
like to attend evening meetings held 
every other week. Women prefer 
a 20-minute meeting immediately 
after their working hours. 

In the hardware division the big 
training problem, says Mr. Schroe- 
der, is to get employees to try to 
interest customers, who seek assis- 
tance, to want to buy related mer- 
chandise. He also finds it a prob- 
lem to get them to ask customers 
without a shopping basket if they 
would like to have the use of one 
as an aid in shopping. 

Schroeder’s operate, in addition 
to the store at 24th and University, 
a branch, not selling hardware, at 
42nd and University Ave. A bill- 
board advertising both stores re- 
minds people to “serve yourself and 
save.” 

Both stores are open Monday and 
Friday evenings until 9 p.m. 
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ee Nu-GARD is the perfect answer for all drafty doors! Just one simple demonstration to your customers 

1d in the and your sale is made. Completely solves the old problem of clearing rug or carpet every time door 
acount opens. Nu-GARD is beautifully designed—has smart, stainless steel finish and is easily installed. Will not 
lware de- P ; : , 

s 10 girls rust or tarnish. Furnished in 28”, 32”, 36”, 42” and 48” lengths. May be shortened approx. 2”. 

Packed in individual cartons. Handsome display case and working model furnished free with order of 2 dozen 
ings or more. Order your supply today! 
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ELECTRICAL 


OUTLETS 


WHERE YOU 
WANT THEM 


PLUGMOLD 


2000 SNAPICOIL 


by WireEMoLD 

















4 1 

Plugmold 2000, the easily 
installed multi-outlet sys- 
tem, provides Duplex or 
NEMA grounded outlets 
every 30 inches in a con- 
tinuous run . . . closer spac- 
ing, if you want it. 
Plugmold 2000 is just as 
helpful in offices, too .. . 
providing plenty of outlets 
for typewriters, calculators, 
adding machines, lamps, 
fans, and other office ma- 
chines—without hazardous 
extension cords. 














Write today for the new, 
free Plugmold 2000 book! 





WIREMOLD’S 7ece 
multi-outlet system 


THE WIREMOLD COMPANY 
Hartford 10, Connecticut 












PLUGMOLD 2000 


oF i] 








Gay Motif for Steel Goods 





A gay touch to a steel goods display was used by Zollmann Bros. 

at 5519 W. North Ave. in Milwaukee, Wis., by adding a perforated 

wood panel on which bright metal flower pots, small sprinkling cans 

and a cuckoo clock were displayed. The background of the area 

was a knotty pine design paneling, which together with the flower 

pot display gave the area considerable appeal. A spotlight on 
the tools further highlighted the section. 





Displays Advance Sales of Outdoor Goods 


“Although March is too early for 
the use of much outdoor equip- 
ment,” says an executive of Lille- 
gard Hardware Co. in Chehalis, 
Wash., “‘we find it well to advertise 
such lines well in,advance. Remind- 
ing people of these items, at an early 
date, is advantageous because so 


many people find it necessary to 
budget their expenditures. This 
equipment costs more than many 
people are able to spend on impulse.” 

Acting on this theory the firm dis- 
played outdoor goods last March in 
two windows tying in with the slo- 
gan, “children and vegetables grow 





jevenile goods promoted pre-season sales. 
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A Bigger Market for You 


It doesn’t take folks long to find out how much 
faster and easier it is to use KLEAN-STRIP than 
messy, old-fashioned removers. It peels the paint 
right off . . . makes refinishing so easy that your cus- 
tomers will want to do those jobs they've been put- 
ting off. That means more paint sales for you as well 
as more paint remover sales, 


Nationally Advertised 


Again in 1953 KLEAN-STRIP will be advertised 
every month in The Saturday Evening Post—and 
also in Popular Mechanics and Popular Science. 
This advertising will help you sell more paint re- 
mover—and more paint—than ever before . . . if 
you handle KLEAN-STRIP. Your customers have 


been pre-sold on this modern paint remover. 


Sales-Making Demonstration 

This novel display proves how clean and _ fast 
KLEAN-STRIP makes refinishing. It will quickly 
remove several coats of any finish from any surface. 
To clinch the sale, just tell your customers that 
KLEAN-STRIP is non-inflammable (safe to use 
anywhere) and requires no neutralizing . . . a fea- 
ture that saves time, money, and labor. 


Order a “‘Try-It-Yourself”’ 
Pack from Your Jobber 
This pack comes complete with display, painted 
test panels, brush and 12 pints of KLEAN-STRIP. 
Dealer cost: $6.36; resells for $10.20. If your jobber 
doesn’t handle, write us for free sample and name of 
jobber near you. 
THE KLEAN-STRIP CO., INC. 
2340 S. Lauderdale, 
Memphis 6, Tenn. 
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JUDSEN knee pads 


every down-on-the-lenees jot / 


can supply you from STOCK 


Amarillo Hardware Company—Amarillo, Texas 
American Hardware Supply Co.—Pittsburgh, Pa. 
Baird Hardware Company—Gainesville, Fla. 
Baker & Hamilton—San Francisco, Cal. 


Bay Cilies Wholesale Hardware Co. San Francisco, Calil. 


Beckley Hardware & Supply Co.— Beckley, W. Va. 
Belknap Hdwe & Mfg. Co.—Louisville, Ky. 

Ben Williamson & Company, inc.—Ashland, Ky. 
Benson, L. A. Co.—Baltimore, Md. 

Billings Hardware Co.—Billings, Mont. 
Bluefield Hardware Co.—Bluefield, W. Va. 
Bluefield Supply Co.—Bluefield, W. Va. 
Bostwick-Braun Company —Toledo, Ohio 

Boyer -Campbell Company— Detroit, Mich. 
Bruce-Rogers Company —Fort Smith, Ark. 
Buchanan- Williamson Supply Co. Grundy, Va. 
Budrow & Company—Los Angeles, Cal. 


Buhrman-Pharr Hardware Company - Texarkana, Ark.-Tex. 


Buyrn, Old & Eaton, Inc.—Norfolk, Va. 

California Hardware Co.—Los Angeles, Cal. 

Carlisle Hardware Co.—Springfield, Mass. 

Central Wholesale Co.— Boise, Idaho 

Charleston Hardware Co.—Charleston, W. Va. 

Clark Hardware Company—Nashville, Tenn. 

Danser Hardware & Supply Company— Weston, W. Va. 
Dawson, G. R. & Son—Chester, S. Carolina 
Drumheller Company — Walla Walla, Wash. 

Dunham, Carrigan & Hayden Co.—San Francisco, Cal. 
Emmons-Hawkins Hdwe Co.—Huntington, W. Va. 
Erb Hardware Co.—Lewiston, Idaho 

Ernst Hardware Co.—Seattle, Wash. 

Famport Hardware Co.—New York, N. Y. 
Farwell-Ozmun-Kirk & Co.—St. Paul, Minn. 
Foster-Thornburg Hardware Co.—Huntington, W. Va. 
Fox Brothers Hardware Co.—Pine Bluff, Ark. 

Fries, Beall & Sharp Co.— Washington, D.C. 

General Hardware & Supply— Philipsburg, Pa. 
Goshorn Hardware Company—Charleston, W. Va. 
Hall & Company—Spartanburg, $. Carolina 

Hardsocg, Martin The, Company—Pittsburgh, Pa. 
Hardware Distributing Company— Seattle, Washington 
Hibbard, Spencer, Bartlett & Co.—Chicago, Illinois 
Holmes Hardware Company— Pueblo, Colorado 
House-Hasson Hardware Co.—Knoxville, Tenn. 
Hulfish, Worth & Sons—Alexandria, Va. 

Hunt & Mottet Co.—Tacoma, Washington 
Janney-Semple-Hill & Co.—Minneapolis, Minn. 
Jellico Hardware Co., inc.—Jellico, Tenn. 
Jensen-Byrd Company—Spokane, Wash. 

Kane & Keyser Hardware Co.—Belington, W. Va. 
Kelley-How-Thomson Co.— Duluth, Minnesota 
Kruse Hardware Company—Cincinnati, Ohio 
Leonard, Chas. Hardware Co.—Petersburg, W. Va. 
Loewenstein & Sons—Charleston, W. Va. 

Logan Hardware & Supply—Logan, W. Va. 

Lovett & Company, Inc.—Wrightsville, Ga. 

McClung, C. J. & Company—Knoxville, Tenn. 
McComb Supply Company—Harlan, Ky. 





JUDSEN RUBBER WORKS, 





McMaster-Carr Supply Co.—Chicago, tll. 
Marshall- Wells Company— Duluth, Minn. 
Maxwell Wholesale Hdwe Co.—Oakiand, Cal. 
Miller, C. H., Hardware Company—Huntingdon, Pa. 
Momsen-Dunnigan-Ryan Co.—E! Paso, Tex. 
Moore-Handley Hardware Co.— Birmingham, Ala. 
Morton, Chas. E. Company—Los Angeles, Calif. 
Newark Specialty Company— Newark, N. J. 
Northern Wholesale Hdwe Co.—Portland, Oregon 
Oklahoma City Hardware Co.—Oklahoma City, Okta. 
Orgill Bros. & Company—Memphis, Tenn. 
Ott-Heiskell Company—Wheeling, W. Va. 

Pacific Tent & Awning Company —Fresno, Calif. 
Paxton & Gallagher Co.—Omaha, Neb. 

Persingers, inc.—Charleston, W. Va. 

Persinger Supply Co.— Williamson, W. Va. 
Phillips, 1. W. & Company — Tampa, Fla. 

Pritziaff Hdwe., John— Milwaukee, Wis. 

Prutzman, H. C. Company—Altoona, Pa. 
Railey-Milam Inc.— Miami, Fla. 

Raleigh Hardware Co.—Beckley, W. Va. 

Ravel Bros., inc.—Albuquerque, N. Mexico 
Schelly, C. ¥. & Bros.—Allentown, Pa. 

Schlatter Hardware Co.—For t Wayne, Indiana 
Seller Bros. & Company—San Francisco, Cal. 
Shapleigh Hardware Co.—St. Louis, Mo. 

Somers, Fitler & Todd Co.— Pittsburgh, Pa. 
Southern Hardware Company—Charleston, W. Va. 
Southern Hardware Co., Inc.—Helena, Ark. 
Southwestern Hardware Co.— Oklahoma City, Okla. 
Sovetts, R. D.—Los Angeles, Calif. 

Speer Hardware Co.—Fort Smith, Ark. 

Stearns, F. C., Hardware, inc.—Hot Springs, Ark. 
Sterling Hardware Company—Hazard, Kentucky 
Strange-Jones Hardware—Clinton, Okla. 

Stratton & Terstegge Co.—Louisville, Ky. 
Summers Hdwe & Supply Co.—Johnson City, Tenn. 
Superior -Sterling Company—Bluefield, W. Va. 
Swank Hardware Co.—Johnstown, Pa. 
Thomson-Diggs Co.— Sacramento, Cal. 

Townley Metal & Hdwe Co.—Kansas City, Mo. 
Tracy-Wells Company — Columbus, Ohio 

Tryon, Edw. K. Company— Philadelphia, Pa. 

Union Hardware & Metal Co.—Los Angeles, Calif. 
Valley Supply Company—Elkins, W. Va. 

Van Camp Hardware & Iron Co.— indianapolis, Ind. 
Watkins-Cottrell Company—Richmond, Va. 

Weed & Company—Buffalo, N.Y . 

Western Wholesale Hdwe Co.—San Francisco, Cal. 
Willis, R. F. & Bros., inc.—Penns Grove, N. J. 
Wilmington Wholesale Hardware Co.— Wilmington, Del. 
Wilson-Pugh Company—Cumberland, Md. 
Wimberly-Thomas Hdwe Co.— Birmingham, Ala. 
Woodbury Hardware Company — Portland, Ore. 
Woodward Hardware Co.—Cairo, Illinois 
Woodward, Wight & Company —New Orleans, La. 
Worth Hardware Company—New York, %. Y. 


inc., 





4107 W. Kinzie St., Chicago 24 








together.” An outdvur gym and 
other outdoor equipment was shown 
with large size dolls to suggest chit- 
dren exercising on the equipment, in 
one window. 

The other window featured out- 
door equipment for youngsters in 
cluding swing, teeter-totters ani 
sand box. In front of it was a plot 
with fine soil in which many smal 
sticks were inserted to hold smal 
packets of vegetable seeds 


Double Duty Gardens 


A card read, “Grow while they 
play. Double duty gardens are popu- 
lar these days, because they offer 
children a safe place to play, while 
they provide floral beauty and fresh 
vegetables for the entire family. 
Have a garden you can live in—and 
your children and vegetables can 
grow in—by taking advantage of 
the sturdy outdoor equipment you 
will find at the Lillegard Hardware 
Co.” 

Newspaper advertising carried 
out the same theme and included 
prices and other descriptive matter 
on garden tools, seeds, fertilizers, 
wheel goods and backyard gym 
equipment. One ad, in this cam- 
paign, reminded readers that, “You 
can’t always picture quality and 
strength. The best way of learning 
the real value of an article is to see 
and handle it. Come to our toy de 
partment—handle our wheel goods 
and playground equipment, and be 
convinced of their strength and 
durability before you buy.” 





HARDWARE HUMOR 
By Hardware Age 





-ALI- 


"Should the occasion arise, young 
man, we also sell window glass.” 
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It’s a sure sellout... 
when you feature 


THE CLEANING TOOLS 
YOUR CUSTOMERS NEED... 





You’re sure to have the cleaning tools customers need 
...in fine quality goods at a fair price... when you 
sell the WHITE line. Your customers know the WHITE 
name, too — you don’t have to spend valuable time 
“selling” unknowns! 


WHITE MOP WRINGER CO. 


2 Mohawk Street nFultonville, N. Y. 


MOPMASTER OUTFITS 













White Mopmaster 
Double Outfits pay their cost in a short time 
by savings on cleaning compound costs. Capo- 
cities up to 17% gallons. 

Write for CATALOG No. 150 


WHITEY MOPZUM SAYS: 
Your Customers know... 
It’s RIGHT . . . if it’s 











c& 
A COMPLETE LINE OF FLOOR CLEANING EQUIPMENT 
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One of America’s Fine Names 
in Insulated Products 









PATENT 
PENDING 










oo 0 SRO 


PICNIC JUGS 
THAT MAY BE 
the 1-GALLON = compterety 
the Y%=-GALLON ig APART 


ALUMINUM, RUST-PROOF CLEANING... 


DeLure 


PICNIC JUGS 


They'll make you money because they 
are proven winners! They have the 
quality, they have the features: alum- 
inum outer shells...absolutely rust- 
proof; 1 and 4 gallon capacities; glass 
liners, full size drinking cups...2 on 
the 1-gallon size, 1 on the 2-quart 
size. Genuine Fiberglas insulation for 
highest efficiency. They sell by the thou- 
sands. You'll be amazed at the price! 


EXCLUSIVE FARIS FEATURES 


ee 


\) 


tT 





KEEPS LIQUIDS 
HOT or COLD 


PrAR Ice W.W.FARIS-MFG..Co. 


$T LOUIS 17, MO 


SEE YOUR JOBBER 


2103S HANLEY RD ®@ 
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Arthur Goldstein shows a woman customer why a good 
brush of the right type is needed for a painting job. 


How You Can Sell 
More Paint 


Knowing how to do all types of painting 

and being sure customers get what they 

need for a specific purpose are keys to 

bigger sales. Dealers watching these 

points can build more profits and in- 

crease good will for their stores, this 
dealer believes 


by Arthur Goldstein 


West End Hardware 
Philadelphia, Pa. 


120 





When a hardware dealer is sell- 
ing paint he is selling more than 
a product. He should always re- 
member that customers look to him 
for accurate advice. If they do not 
get it from him they will go where 
they can talk over their painting 
problems with some other well in- 
formed merchant. 

Our experience has been that few 
paint customers resent our sugges- 
tions. Many of them need and seek 
information. 

The dealer who does not try to 
give helpful information on a pro- 
posed job should not be surprised 
to find that his customers will blame 
his store and his line of paints if 
a job is not satisfactory. Give the 
person who is planning to do his 
own home painting or decorating 
complete advice before he starts 
the job and you will reduce com- 
plaints, increase profits and pave 
the way for sales of other kinds of 
merchandise. 

We make it a rule to put all 
ready-mixed paint in the agitator 
before turning it over to amateur 
painters. Too often the non-pro- 
fessional painter is in such a hurry 
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# Missee! A "MUST" for EVERY HOME! 
GRIPTEX neéw Ce -Jp-a 5. 


wew RUG LIFE-GUAR: 
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rieamamin 



















° SKID-PROOFS RUGS! * PROLONGS RUG LIFE! * KEEPS RUGS FLAT! 


é Rut ‘ 

a a aod Bee = G Lit New Griptex ends dangerous rug accidents . . . eliminates 
slipping by forming a strong, permanent, flexible rubber 

Keeps Rugs Flo! é coating on backs of rugs. Makes ‘em literally hug the floor. 
No more frayed rug edges because Griptex tightly grips 
each individual tuft and keeps it neatly in place forever. 
Never mars floors. Easy to apply in minutes? Economical to 
use. Laboratory tested for better results. 













Sy ee © 
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SPECIAL INTRODUCTORY OFFER! — 


WITH YOUR ORDER FOR ONLY 5 PINTS AND 3 QUARTS OF GRIPTEX 








Colorful! 


YoU GET Practical for 
Counters and 


Windows! 





New 
Step-Type 
Self-Service 
Design Sells 
GripTex GripTex GripTer On Sight 


RUG LIFE -Gure eve rrr 
errs hd _ 
‘ orneer® eaoerse 
<ans 


GRIPTEx GripTer GRIPTEX Displays 3 
S 4 - Qts. and 6 Pts. 
of Griptex Rug 


oe RETAIL 
1 
DEAL 130 PRICE w- A 


’ 
aw UG Lee Gua 









Buy 5 Pints of Griptex..........$1.44 ea. lee paweres tev bnaese ey Rr eae sin Guieal 
sil 3 Quarts of Griptex..... $2.44 ea. Ff j : 
pro unit! Get 1 Pint of Griptex......................... FREE 4 GRI PT GRI pTex tl pTEX 
Qyr® * wi 8UG tee-c G Lire-cu 
plus FREE Griptex ; “ RUG KINE-GUARE Sp 






Sell-on-Sight Merchandiser 3 A 


os OFFER 


YOUR TOTAL COST $8.71 eee §=LIMITED! 
YOUR SELLING PRICE $15.96 os ORDER EXTRA PROFIT 


YOU MAKE OVER 8 3% PROFIT! 









YOUR JOBBER! 





THOUSANDS AND THOUSANDS OF LINES OF PUBLICITY 
BACK YOU UP! Use this display to cash in on the 


SELF SERVICE DISPLAYS! TERRIFIC PROFITS! FAST SALES FOR YOU! terrific applause that leading magazines and news 
syndicates all over the nation are giving this sen- 
ADHESIVE PRODUCTS CORPORATION sational rug life-guard! 


1660 Boone Avenue, New York 60, N. Y. 
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You Make 
More Money On 


CASTERS 







when you 
carry the 
FINEST! Jk, 


Today more people are caster-con- 
scious than ever before. 

This TV age makes it essential that 
furniture be easy to move. More and 
more people want furniture that can 
be easily rearranged. These are just 
two of the reasons for the increased 
caster demand. 

So make sure you have the easy-roll- 
ing, quiet Bassick “Diamond-Arrow” 
and “Diamond-Dart” Casters on hand. 
They’re sure to satisfy .. . because 
they’re the most efficient ball-bearing 
swivel casters made. 

Get the full advantage of today’s big 

demand by displaying Bassicks on 
your counter. Ask your jobber for 
this Bassick Display 
(HD-10) if you’re not 
already using it. 
THE BASSICK COM- 
PANY, Bridgeport 2, 
Conn. In Canada: 
Belleville, Ont. 


Bassick 


A DIVISION OF 














The dealer talks 


to start his job that he neglects to 
even try to stir paint. 

With the spiralling cost of pro- 
fessional painting, many household- 
ers are doing their own work. This 
makes it of prime importance for 
our staff to be able to answer the 
questions that these customers ask. 
Our ability to properly inform our 
customers builds their confidence in 
all of our products and services. 

Over the years we have learned 
that paint is one of the lines han- 
dled by hardware stores that does 
not sell itself. The dealer and his 
employees must know something 
about the various types of paints, 
enamels and other finishes he 
handles. 

The customer will not forget the 
dealer who sells him the wrong type 
of paint for a job. He may not take 
the trouble to tell for what purpose 
he wishes to use a finish. If he 
does not, then it is up to the mer- 
chant to make inquiry to be sure 
that the customer will have satis- 
factory results. 


Dealer Gets the Blame 


If the homemaker is not sure as 
to how much color he needs, and 
neglects to buy thinners and other 
materials for a job, he will blame 
the dealer for his difficulties. 

If a ready-mixed paint doesn’t 
come in the exact shade a customer 
desires, a sale may be lost, although 
a good paint salesman would be able 
to solve the problem. 

If the hardware dealer and his 
staff know tinting colors, they can 
open up a larger range of shades by 
selling white paint together with 
color tubes and directions for get- 
ting the desired shade. Or if the 
ready-mixed color approximates the 


related 


line purchases 
while his customer obtains how-to-do-it hints. 


customer’s needs the dealer can 
show how this shade may be deep- 
ened or lightened. 

All this know-how, of course, 
boosts the amount of the sale. At 
the same time it insures the cus- 
tomer’s satisfaction with his ef- 
forts. The amount invested for the 
needed stock of tinting colors isn’t 
excessive, yet it may insure the 
success of the dealer’s entire paint 
line. It establishes his paint de- 
partment as a place that is equipped 
to give real service. 


Should Advise Customer 


We have learned that many paint 
job failures may be avoided if the 
dealer will counsel his paint buyers 
at the outset as to the need for pre- 
paring surfaces prior to painting. 
This pays dividends in companion 
sales such as sandpaper, putty, steel 
wool, caulking materials and the 
right types of brushes and other 
related materials. 

Unless the store can offer sound 
advice, its paint merchandising ef- 
forts can lead to much grief. 

Our customers have told us of 
many instances of trouble they have 
had with paints, which we know to 
be of good quality and purchased 
elsewhere. They had trouble be- 
cause the people from whom they 
made their purchases did not know 
for what they wanted those prod- 
ucts. 

When questioning of our cus- 
tomers reveals that paint areas are 
badly alligatored, we emphasize the 
necessity for removing the old 
paint. This leads to the sale of a 
gasoline torch, paint removers and 
scrapers. 

Emphasizing the need for goug- 
ing out plaster cracks and filling 
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(Advertisement) 








Gentlemen: 


In 1948 I had my home built at the address below and after living there about six 
months my cellar started to leak from several places along the seam and walls. At 
first I didn’t pay much attention but the following Spring after a rain, it leaked 
worse. I called the Research Laboratory of Rutgers University in New Brunswick 
and was informed that in order to make the cellar 100% dry proof, I would have 
to have the outside dug out and have the footing and walls retarred. 





Needless to say, it was going to be a big job and an expensive one too, because 
several contractors wanted from $350.00 to $450.00 to do the job. The upstart was 
I couldn’t afford it, so in August 1950 I was transferred to Korea and when I re- 
turned last year (1951) my wife told me the cellar was worse, anywhere from 40 


ler can to 60 buckets of water coming in during and after a rain—in fact, if it looked like 
be deep- rain, it would start coming in, almost. Then there was always the dampness and 
adit musty smell after or during the dry-up period. 
lg ‘ Several months ago my wife heard from a party about your KAY-TITE and not 
his ef- being sure, I visited this party and he showed me his results—a dry cellar, although 
for the his was not leaking—only dampness. So what did I have to lose by getting several 
rs isn’t cans, which I did. I put two coats of KAY-TITE from the base to about 12 feet 
ire the : ‘ ‘ 
© paint up the wall. I also discovered I had several large holes and without a word of lie, 
int de- after reading the directions carefully, then applying KAY-TITE, I have a dry cellar. 
quipped Not a drop of water or dampness. As you no doubt know, we have had quite a 
lot of heavy rain these past several weeks. Now I intend to do the whole walls up 
to the ceiling. 
ler 
y paint The reason I am writing you, Gentlemen, about KAY-TITE is I want to say I’m 
if the grateful and pleased beyond words. You not only gave me a nice dry cellar but 
buyers you also saved me a lot of money and time. I wish you could send someone over 
or pre- and just see the good results of KAY-TITE, and my cellar was really bad. Try and 
anting. send someone before I finish the rest of cellar. 
panion 
oh I’ve had quite a lot of people over and they all agree. At present I’m stationed in 
other Philadelphia and a few persons tell me they can’t buy it here and last week I bought 
four cans for a friend of mine who lives in this area, so he could dry his cellar. 
sound 
ng ef- In closing, many, many thanks because for the first time my children and we can 
— really enjoy our cellar now—because KAY-TITE makes it dry and cozy. 
i Respectfully yours, 
-hased 
le be- (signed) H. J. Kupper 
| they 
know 


prod- TO KAY-TITE 


WEST ORANGE, NEW JERSEY 


cus- 
iS are 
e the 

old From Msgt. Hubert J. Kupper 

of a U.S.M.C. 
; and 148 Second Street, Dunellen, New Jersey 

February 5, 1952 
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KESTER 
METAL MENDER 


IT SELLS for you 
IT SELLS again and again 


The original small package of Acid-Core Solder 
introduced 30 years ago! Often imitated but never equaled. 
The flux is of the Kester proven formula .. . correct 
diameter (1/8th inch) for best work. 


Remember, Kester is not a solder with Jess Tin 
so that it can be offered to you at a lower price. 


FREE: “Soldering Simplified” 16 page booklet on 
how to solder most anything. Write for your supply. 


KESTER 
SOLDER 


KESTER SOLDER COMPANY 
4207 Wrightwood Ave., Chicago 39 
Newark 5, New Jersey © Brantford, Canada 
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them and calling attention to the 
wise practice of using shellac to 
cover crack fillings prior to enamel 
coating often results in sales of re- 
lated items such as denatured alco- 
hoi, shellac, plaster paris, etc. 


In every case a paint customer 
needs to know of the companion 
items he should buy for a satisfac- 
tory job. It is up to the salesman 
to suggest these items. 

Without trying to overload the 
customer, we stress the need of 
essentials. If we neglect these pre- 
cautions an unsatisfactory paint 
job leads to a displeased customer. 

It does not take long for sales 
people to learn to speak intelli- 
gently of the paint products han- 
dled. A few careful questions 
directed to each paint customer will 
soon reveal his experience—or lack 
of it—for the proposed job. 





Free Soil Testing 


A free soil testing service literal- 
ly makes an expert out of the Lin- 
colnwood Hardware, Lincolnwood, 
Ill., when it comes to advising 
home owners on how to grow good 
lawns. It enables the store to sell 
not only the best seed for local soil 
conditions, but the right type of 
fertilizer. 

Promotion of the _ service is 
through direct mail pieces, and local 
newspaper advertisements, which 
invite customers to bring a small 
sample of their soil to the store. 
The test is completed in 48 hours 
and a free report provided. 





HARDWARE HUMOR 
By Hardware Age 


GARDEN TOOLS 


£iw | p> 
| > | See, 





"This is our collapsible model 
for one's hired hands. It tends 
to discourage shovel leaning." 
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Small Store Display Ideas 


Outdoor identification and displays supplemented with 
unusual interior displays help in real selling job 


One of the big jobs for any re- 
tail hardware store, regardless of 
its size, is to stop traffic, get peo- 
ple into the showroom and then 
make them want to buy more mer- 
chandige. 

When M. L. Miller and his son, 
Ray C., established Miller’s Hard- 
ware at 1435 Keo Way, Des Moines, 
Iowa, in a former auto accessories 
store, they faced the problem of 
getting adequate displays in a smal] 
display room. 

There is heavy traffic past the 
store as it is on the route of two 
state highways. A large electri- 
cally lighted arrow pointing to the 
entrance attracts the eves of pass- 








ers-by. Large signs along the win- 
dow tops list some of the numerous 
lines offered inside. 

In good weather, and in line with 
the season, bulky items such as 
shovels, garden tools, fertilizer 
carts, lawn sweepers and large gar- 
bage cans are given outside display. 

Typical of the firm’s good use 
of limited display space is its paint 
brush section. In addition to a 
wooden rack showing many 
brushes, others are mounted on 
nearby swinging panels. This per- 
mits an extensive showing in 
limited space. 

“Quite a few homeowners who 
stop here tackle painting jobs 


around the home many months of 
the year,” says Ray Miller. “Ou 
upright paint brush display helps 
us make sales much easier than if 
the brushes were lying flat. When- 
ever a customer buys paint he also 
sees the brushes as a reminder for 
the purchase of related lines. When 
we suggest the purchase of brushes 
that display helps to sell that idea.” 

Located just outside the city’s 
so-called downtown area, the store 
is on a route used daily by hun- 
dreds of motorists going to and 
from their jobs. “Many of these 
people pull up at the curb and come 
into our store to make purchases 
while headed to or from their jobs,” 


sear Miia : ; : E - ——— a 
». A large identifying sign -and lists of lines offered catch motorists’ 





eyes. In good weather bulky goods are displayed upon the sidewalk. 
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with JACOBUS ROLLER PAINTERS 


Makers of Fine Painter Tools 
Since 1835 


MASTER ROLLER PAINTER SETS: Lightweight—All aluminum head 
—Cannot rust—Special Dynel Cover for use in all paints—Plastic 
impregnated core for long wear—Bronze bearings for easier rolling— 
Oval hand fitting two-color handle—Convenient slip-on cover (inter- 
changeable). 


No. 11 1—7" MASTER ROLLER (with aluminum tray) Sell for $3.69 ea. 
No. 113—7'' MASTER ROLLER (with steel tray) Sell for $2.99 ea. 
No. 334—9"" MASTER ROLLER (with steel tray) Sell for $4.49 ea. 


HOME PAINTING ROLLER SETS: Lightweight—Non-rusting—Simplified end cap 
construction — Short Trim Dynel Cover for use in all paints (interchangeable) — 


Plastic impregnoted core—Two-color handle. 


No. 223—7'"' HOME ROLLER (with steel tray) 
No. 222 — HOME ROLLER (with tin pan) 


A. G. JACOBUS’ SONS na 


VERONA, NEW JERSEY 


. Sell for $2.49 eo 






partie 


5 are = 


*, i, - a 


eaimree 


Your "silent salesman" 
« + + @ complete dis- 
play for painter rol- 
lers, roller refilis and 
paint brushes. 


Order your Roller 
Painter sets today 
from yeur jobber — 
free catalogs on re- 
quest. 
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. Sell for $2.25 ea. 





One-piece aluminum tray 
(rounded corners for easy 


cleaning) with reservoir 
and legs to hook on lad- 
der. Roller and tray packed 


in self selling display pack- 
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MELLIN | 





$175 to $3495 . 


_ (slightly higher west and south) 












TRIPOD 
MODELS 


WHEEL 
MODELS 







































Big 22”-diameter heavy-gauge stamped steel bowl, 6” deep; stands at table 
height for working comfort @ Heavy nickel-plated wire grill with 3/4” spaced 
wires — handles all types of meats; 370 square inches of cooking surface ¢ 
Deluxe models have heavy nickel-plated grid rest brackets with three-position 
stops for positive three-level manual control of grill with 4 inches of travel; 
no moving parts to clog, rust, or jam @ Sturdy 24” nickel-plated spit with 
U-shaped tines; has positive 4-position rotary locking device. Spit supports 
permit 3-level adjustment as desired. TRIPOD MODELS (No. 1800 Standard. 
No. 2200 Deluxe) feature sturdy steel collapsible tripod with decorator-black 
wrought-iron finish. Fire bowl lifts off easily for carrying and storage. WHEEL 
MODELS (No. 2500 Standard, No. 2900 Deluxe) feature strong, weather- 
proof tubular aluminum handle and leg frames ...\large rubber-tired wheels 
and full axle; handy triangular service shelf of sturdy steel with smooth baked- 
enamel finish. 





BARBECUE WAGONS 


No. 3500 DELUXE: Overall size: 20” wide x 
48” long x 29-1/2” high e Heavy-gauge 
steel construction; baked ‘Samoan Green” 
enamel finish e Removable 5-position firebox 
e@ Pull-out ash catcher e Heavy nickel-plated 
lift-out wite gridg size L727” x 12” Sturdy 
24” nickel-plated spit with U-shaped tines; 
positive 4-position rotary locking device; 
3-level adjustment e 1-1/2-qt. covered dish 
e@ Hinged shelf for windbreak or table service 
e@ Big 360-sq. in. work table surface @ 31” 
x 17” lower service shelf e Aluminum towel 
bar @e Chef-Shelf, with salt and pepper 
shakers and basting jars; also holds 4 bar- 
becue toolse Tubular aluminum leg frame 
with large rubber tired wheels. No. 3000 
STANDARD: Same as above except does not 








include towel bar, windbreak shelf and 
Chef Shelf. 
eo - SEE YOUR JOBBER 
= a. \ ~~ = ae : = 
|| j —— “i | J \ | 
| | . is = ell ; ~ y i} 


1827-53 WEST WEBSTER AVENUE + CHICAGO 14, ILLINOIS 
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Plenty of brushes and other related 
items get good display in com- 
pact area. 


says Mr. Miller. “Quite a few of 
them are regular customers, since 
they first visited our store. These 
people like to shop at a neighbor- 
hood store because there isn’t a 
parking problem and they find we 
have extensive stocks.” 


Boosts Sporting Goods 


How would you go about creating 
a center-of-the-store sports depart- 
ment which would not occupy very 
much space? 

How would you make it one which 
is useful throughout the year? 

At Devaney’s in Cascade, Iowa, 





Fishing tackle portion of the 
12-month sports section. 
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Howard Knockel solved the prob- 
lem by building his own sporting 
goods racks for installation above 
a 5x7-ft island. The display is used 
throughout the year for a variety of 
outdoor sports items, in line with 
the changing seasons. 


Features Wide Variety 


One side of the rack provides dis- 
play facilities for guns and ammuni- 
tion, with baseball bats and fishing 
rods on the other. The waist high 
top of the island is utilized for 
showing football, basketball and 
various other types of seasonal 
team sports. 

The fishing rod section of this 


compact display unit has _ two | 


wooden racks—one on each end for 
resting rod handles. Cross arms 
with nails in them provide a place 
to rest the upper portion of the rods. 
A piece of pipe running from the 
table top to a center arm running 
lengthwise provides display for a 
variety of reels. 





Reverse side of unit as set for 
shooting fans and team sports 
activities. 


Step-up shelving on top of the 
table provides space for displaying 


small fishing items including line, | 


sinkers and hooks. Some over stock 
and bulkier items such 4s minnow 
pails and tackle boxes are in shelves 
which are below the top of the 
table. 

Mr. Knockel reports that pilfer- 
age is not much of a problem as the 
department is visible from most sec- 
tions of the store. This unit is the 
only one in the store with displays 
higher than eye level. As a result 
of this it may be easily seen by a 
sports-minded customer and it leads 
to many sales. 
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RDER 


your bolts, nuts, rivets and other 
fasteners easier and faster... with- 
out confusion or error. Buffalo 
Bolt’s latest catalog NO. 51— 
gives you the information you 
need... ina hurry. It’s clear, con- 


cise . . . and complete. 


STOCK 


top quality Circle © Bolts in 
clearly-labeled, sturdy, corrugated 
board Handy-Pack containers. 
Simplify your handling problems. 
Write for folder explaining types 
of bolts, quantities and weights 
available in Handy-Pack cartons. 


SELL 


the high quality of the complete 
line of Buffalo Bolts which has 
never been surpassed. In com- 
bination with Handy-Pack car- 
tons, they offer a superior prod. 













uct at a price no 
higher than that 
of ordinary bolts. 


BUFFALO 


BOLT COMPANY 


Division of Buffalo-Eclipse Corporation 


North Tonawanda, N. Y. 
Sales Offices in Principal Cities 





PRODUCERS OF CIRCLE @ PRODUCTS —BOLTS @ NUTS @ RIVETS AND SPECIAL FASTENERS 
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sells the 


~ YANKEE” 


130A Q-R Spiral 


| tool that makes time for 
your customers makes sales 
for you. The ‘Yankee” 
130A converts a simple, 
easy push into a power- 
spin that drives the screw 
home. The quick-return 
(Q-R) spring automati- 
cally returns the handle 
for another power drive. 
Keeps the bit in the 
screw slot. Makes an 
easy one-hand job of 
driving and drawing 
screws even in awk- 
ward positions. . 
overhead or down be- 
low, in narrow places 
or “‘blind”’ applica- 
tions. That’s the 
kind of speed with 
manpower econo- 
my aman can see 
in a moment and 
buy without hes- 


itation. That's 
worth money 
on the assem- 
bly line, in the 
shop, for all 
kinds of mainte- 
nance work. Built 
to do hard work 
the easiest way... 
for years and years 
of willing service. 


é 





bits with 


/ 
extra drills + sockets counter= 
bits | / centering sinks 
ee | sleeve 


THE TOOL BOX 
OF THE WORLD 


*“*YANKEE"’ TOOLS 


NORTH BROS. MFG. CO, 


Philadelphia 33. Pa, 
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Early Mass Displays Boost Garden Items 


f 





This display attracted plenty of attention and built sales. 


A mass display of plant foods, 
sprays, and sprayers, set up early 
in the season, is the Robertson 
Hardware Co.’s bid for additional 
sales in the lawn and garden supply 
department. The display, because 
of its completeness, is a signal to 
gardeners that the store is in busi- 
ness to supply all their needs. Re- 
sult, it’s a long profitable selling 
season for Robertson. 


As a companion display, a second 
mass display is arranged. Devoted 
entirely to lawn seed, and though 
of one national brand, it shows the 
different size packages, stacked 
high to impress the customers with 
the store’s ability to take care of 
their lawn needs. That impression 
is further buttressed by the large 
displays of garden tools and 
mowers. 





Create Displays That Sell the Lawn 








This window at the Railey-Milam Hardware Co., in Miami, Fia., 


achieves the related selling idea by building it around one theme— 

selling the complete lawn. Everything needed to plant and main- 

tain a lawn is on display and interest in the display is heightened 

by using an artificial grass mat on the window floor and palm trees 
in the background. 
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oun 


The FREE-WHEELING LOCK 


Your A-B-C 
for Speed 
and Ease.... 












THE ONLY CYLINDRICAL LOCK 
_ INSTALLED AS ONE UNIT..... 


A 5-Pin Cylinder 
Push-Button Lock 


Concealed Screws 


Fully Guaranteed 





PATENT NO. 2,307,110 
(Other Patents Pending) 





Manufactured By 


J. CHESLER & SONS, INC. 
159 HARRISON PLACE 





BROOKLYN 37, N. Y., U.S.A. 


















This Store Dramatizes Its Displays 


Stevo Sho 


METALOID 
UPHOLSTERED 
STEP 
STOOLS 





Lowes Hardware, in Ogden, Utah, used this attractively designed 
display to promote garden hose. The display is made up of two 
triangular fixtures, made of plywood, and fitted with six brackets 
on each side to hold coils of hose. Panels were finished in ivory, 
and then painted with green grass and yellow tulips. This attention- 
getting display was made by the store. 








Atmosphere Sells Tackle 


Capitalize on the modern, dual-purpose 


step stool that's a boon to the busy Have the right atmosphere in Des Moines, Iowa. This is par- 
housewife. A twist of the wrist and the your sporting goods department ticularly true in selling anglers’ 
“Swing-Ezy" rubber treaded steps pull and you will pull traffic and build and hunters’ supplies. 

out to form a sturdy, safety-perfect bal- good sales volume, according to the Claude Geisler, manager, and 
ance step-ladder. As a handy household management of O’Dea Hardware & Wm. Broquist, Jr., son of one of 
stool, the form-fit back and ample seat Paint Co. at 607 E. Locust St. in the owners, collaborate in the crea- 





provide maximum comfort, 


Constructed of heavy gauge steel, 
these colorful stools are upholstered in 
smooth, easy to clean Duran that's 
fade and stain resistant. All legs and 
back braces are chromium plated. 
Available in five bright decorator 
colors. 


“NATIONALLY ADVERTISED IN - 


LIFE and GOOD ; 
—- HOUSBKERPING 


| Write. for complete, colorful cotalege’ 


he Fie libad omeeny 














i 5615 KINSMAN ROAD Displays like this create the right atmosphere for talking fishing and 
CLEVELAND, OHIO buying angling equipment. Below the fishing display is part of the 
Se store's extensive display of guns. 7 
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Today's discriminating buyers are not easily fooled. They shop care- 
fully, looking for the greatest value for their dollar. Those people buy Griffin 
products. When your customer is looking for quality, show him the Griffin 
line of fine builders’ hardware. He will quickly see the fine quality steel and 
excellent craftsmanship which have made Griffin a quality line for more than 
a half century. 

Griffin makes satisfied customers . . . and that means greater profit for YOU. 


any 4 
ty ee. 
1 Bie 
a ie 
PL) Euery 0OOR NEEDS THREE 
ee el 
ERIE «© PENNSYLVANIA 
REPRESENTATIVES 
WILBUR H. DAVIS CHARLES L. LEWIS R. F. BEVERS H. C. GLOVER 
1639 W. Fargo Avenue 1355 Market Street 4524 East 60th Street 2611 Garrison Bivd. 
Chicago 26, Iilinois San Francisco 3, Calif. Seattle, Washington Baltimore 16, Maryland 
GEORGE A. GREGG WALTER S. JOHNSON & SONS L. G. FULLER, JR. ROY L. ROGERS 
17134-6 Wyoming Avenue 917 St. Charles Avenue 644 Wellington Road 1620 Garfield Street 
Detroit 21, Michigan Atlanta, Georgia Jackson 6, Mississippi Denver 6, Colorade 
THE B. S$. ALDER COMPANY AUSTIN & EDDY INC. E. H. FARRAR HARVEY D. RUSH & SONS W. C. MEIBAUM & CO. 
45 Warren Street 115 Broad Street 6637 Golf Drive 4638 Nichols Parkway 6954 Oleatha Avenue 
New York 7, N.Y. Boston, Massachusetts Doailas 5, Texas Kansas City, Missouri St. Louis 9, Missouri 
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That's the blade! want’ 





People who know quality ask for 
Griffin Hack Saw Blades 


HEY know that for a straight clean cut, even under 
the worst conditions, Griffin is the blade to buy. Your 
customers will also like the long life no other blade can 
equal. 


G. W. Griffin Co. has been making hack 
saw blades since 1880. The knowledge 
and experience of over 70 years of manu- 


facturing goes into every Griffin Hack 
Saw Blade. 


Griffin Blades are 
available in High 
Speed Molybdenum 
or Standard Steel, 
hand and power sizes. 


Pay ara La. 


WV. 
[Griffin FRANKLIN, NEW HAMPSHIRE 
Addddd, peer Seles Agents: JOHN H. GRANAM & CO. Inc., 105 Duane Street, New York 8, W. Y. 
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tion of fishing and hunting season 
displays that create the right at- 
mosphere and attract people from 
other sections of the store. 

A large sign, Let’s Go Fishing, 
made of large black block letters 
on white panels caught the eye of 
many anglers visiting this and 
other parts of the big store. Large 
photos of fishermen in action, ad- 
miring their catches or otherwise 
enjoying their leisure time, flanked 
the big sign. On either end were 
rods and other fishing needs. A 
few of these items were also mount- 
ed in informal manner close to the 
lettering and photos. 


Cards Attract Customers 


Customers are attracted to the 
department by the offer of free 
cards outlining fishing regulations 
in Iowa. In hunting season, cards 
which detail state and Federal 
hunting regulations are offered. 
These cards carry the firm’s name, 
address, the message, Everything 
for the sportsman, and the name 
and address of officials enforcing 
fishing or hunting regulations. 

The store’s sporting goods de- 
partment offers complete repair 
service for guns and fishing rods 
and reels. 

The store has a large gun de- 
partment, a rack showing about 30 
guns being a feature of the section 

“Anglers and hunters find it 
pleasant to visit this department to 
talk of their experiences in these 
sports. We are ready to visit with 
these men and talk with them at 
any time,” declares Mr. Geisler. 
“We make it a point to keep well 
informed on fishing and hunting 
conditions, so that we are always 
able to compare notes with our cus- 
tomers.” 


Uses Sports Page Ads 


To take advantage of the heavy 
reader interest in the Sunday sports 
pages of a local newspaper, Winie- 
wicz Hardware Co. of 1069 Broad- 
way in Buffalo, N. Y., has been us- 
ing such space for sometime. Ed- 
mund Winiewicz, partner in the 
firm, says that the ads have built 
the store’s prestige and that they 
are helping to increase traffic and 
sales. 

When possible the firm uses the 
same spot in the sports section, each 
Sunday, to encourage readers to 
look for it. The sports section was 
selected because it gets the heaviest 
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reading from male shoppers, the 
firm’s principal customers. Although 
usually directed to the man-of-the- 
house these ads are sometimes used 
to feature items of primary interest 
to women. 

Some of these Sunday ads are one 
column by 8 in. Others are of two- 
column width. 

Most of the Sunday ads feature a 
single item or group of related mer- 
chandise from the builders’ hard- 
ware, tool, machinery or sporting 
goods departments of the store. 
Purely institutional ads are oc- 
casionally used, some of these fea- 
turing the variety of well known 
brands offered by the store. 

Sunday newspaper advertising is 
supplemented with insertions in a 
community shopping news and radio 
spot announcements. 













This young fellow is no different 
than the rest of us. When we 
find something good we come 
back for more. 

Thet is the reason that we are 
provd to stock these nationally | 
advertised brand products. They® 
have a reputetion for pleasing 
customers ond thet pleases us for 
we knew they will be back for 
more. Come in and choose any 
of these fine products—we know 
you will be delighted. 


) “YANKEE” Saat 
DISSTON 
LUFKIN—BUCK BROS. 


) HARDWARE COMPANY 


) 1069 BROADWAY TA. 1571 
Open Mon. & Thurs. Eves. 









“Back for more” 
was the head on 
this one column 


by 8-in. ad re- 
cently used to 
feature brand 
names offered by 
the store. 
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"Four-In-One" Screwdriver 
Regular Retail $1.35 set 
HARDWARE WEEK 


SPECIAL... 89¢ 


Set consists of: 
Heavy Aluminum chuck to take all Hi-Carbon 
- Ne. 2 Recessed; ‘ei 





Cadmium Steel blades ie 





Di ter; 3/16 + 
cnaeed In ie. tone mot, 2 amber Sradle. 


DEALER'S COST: $7. 20 


Per Doz. Sets 







FOUR PIECE SCREWDRIVER SET 
Regular Retall $1.40 set 


WEEK SPECIAL. 99: 


HARDWARE 


Set of four screwdrivers pack 

in plastic roll kit consists of: Pocket: 
Cabinet; Regular; No. 2 Bree 4 
All have Hi-Carbon Cadmium Steel 
blades, unbreakable amber handles 
and new Blister-proof Dome. 


DEALER'S $ §.00 


cosT 
Per Doz. Sets 


Both “specials” offer all the famous FULLER 
quality features o- have bullt sales records the 
year ‘round . OW priced for even greater 





As featured thru 








IRHA and advertised romotion! 
in Saturday Evening Ask goes _utoleeter’s salesman about 
Post FREE DEALER MATS ARE AVAILABLE! @ ithe. 
JOBBERS: Write today for wide- qs 






margin catalog sheets. 









mit 


3522 WEBSTER AVENUE NEW YORK 67 


World's Largest Producers of Unbreakable Amber Handle Tools 
Dept.: John HW. Graham Co.. 105 Duane St.. N.Y. 





a Export Sales 











The toy department at the Vil- 
lage Hardware in Coronado, Calif., 
is the key to a long range promo- 
tional program. It’s designed :to 
cultivate the interest of youngsters 
who some day will become grown- 
up customers, and to build monthly 
volume towards peak sales at the 
busiest selling time of the year— 
Christmas. 

Toys account for 18 pct of the 
store’s total volume, and one-third 
of the toy volume is made in the 
pre-holiday selling period, with the 
remainder done during the Christ- 
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_ $1,000 Toy Sales in One Day 


Gordon J. Finwall tells 
part of a sales story 
that accounts for 18 
pet of the firm's vol- 
ume in toys and re- 
lated lines. 


Daily merchandising of toys leads to peak volume 
of $1,000 in one day just before Christmas. Toys 
account for 18 pct of firm’s annual store volume 


mas shopping days. Last year, toys 
alone, topped $1,000 in sales on the 
Saturday before Christmas. 

Mr. and Mrs. Gordon J. Finwall, 
who operate the Village Hardware, 
merchandise toys as a 52-week de- 
partment, and their most effective 
merchandising technique is display. 

While ordinarily the toy depart- 
ment occupies a small wall section 
and one display island, once the 
holiday sales drive begins, the de- 
partment is expanded, taking over 
an 8-ft. wall section from sporting 
goods. And early in November also, 





the store arranges window displays 
which remain in for two weeks, 
and then are repeated in December. 

Supplementing display is a direct 
mail program, built around a con- 
sumer toy catalog, which gets un- 
der way the last week in October, 
and is timed to introduce the ex- 
panded toy department to the trad- 
ing area. Not only does business 
rise as soon as the catalogs are 
mailed, but year-after-year mail- 
ings have had accumulative effect 
for each year brings better results. 

As a matter of fact, even in 
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3LER 
PIPE FITTINGS 


| Bl ) Are Easier to Sell... 
era \\\\\ pemett Easier to Handle... 
Easier to Store 


lines. 


RABLER Package-Protected Pipe Fittings are 
G easier to sell because packaging protects 
fittings and nipples from rust, dirt and damage. 
With Grabler Square “Gee” Fittings you can 
get more pipe fitting business because each fit- 
ting is clean, usable, saleable and profitable. 
They reduce handling cost to a new low; one 
size and type of fitting and nipple packaged in 
a small carton; label plainly indicates type, size 
and number of pieces. Grabler’s 35 years of 
packaging experience has determined the correct 
quantity of fittings and nipples for each size of 
carton. Cartons are shipped in sturdy master 
containers convenient for easy handling and 
storing. Order Grabler Package-Protected Pipe 
Fittings and Nipples from your wholesaler. 





THE GRABLER MANUFACTURING COMPANY « 6565 Broadway, Cleveland 5, Ohio 


THE SQUARE “GEE” LINE INCLUDES: Malleable Fittings « 
AAR Fittings * Unions « Rail Fittings * Cast Iron Steam and 
Drainage Fittings * Patented Drainage Fittings * Copper 
Tube Solder-Joint Fittings * Steel Pipe Nipples * Hangers 










































The Stanley name on your 
shelf hardware means 
faster turnover and repeat 
sales for you. The familiar 
yellow and green label on 
every box is known from 
coast-to-coast for indisput- 
able quality and long 
dependable service. Recom- 
mend Stanley Hardware 
to all your customers... 
build customer confidence 
that’ll pay off again when 
they are looking for 

other products. 


The Stanley Works 
New Britain, Connecticut 


[ STANLEY ] 


Reg. U.S. Pat. Off. 


HARDWARE*TOOLS*ELECTRIC TOCLS 
STEEL STRAPPING*STEEL 











Remember ... Three Hinges To A Door 
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spring, the store gets orders, or re- 
orders, for items listed in its cata- 
log. 

In addition to using display and 
direct mail, as a means of building 
acceptance for the store as toy 
headquarters, Village Hardware en- 
courages Lay-Aways with partic- 
ular emphasis on dolls. 

The store starts Lay-Aways in 
August. Hence it’s not unusual 
that in October at least 50 doll sales 
are made, and the bulk of the doll 
business completed before the end 
of November. 

Sales experience has shown the 
Finwalls that during the year, 50 
pet of toy sales are generally in the 
$1.00 and $2.00 bracket; 25 pct un- 
der $1.00, and the remainder above 
$2.00. ° 

In dolls, the most popular price 
is the $8.95 and over bracket, with 
only one-third of total doll sales 
falling below that price. 


Dolls Among Best Sellers 


Dolls and stuffed toys are among 
the best sellers, bringing in 30 pct 
of the store’s total toy volume. Next 
best sellers are wheel goods which 
contribute as high as 20 pct of the 


toy volume, and make ideal year. 
birthday 
gift sales, the Finwalls report, are 
wagons, doll buggies, and veloci- 


‘round sellers. Typical 


pedes. 


Mechanical toys also rank high 
as sales makers, accounting for 15! 
pet of toy volume. And at Village 


Hardware selling those items is a 
matter of demonstration. 
how it’s done: 


Show How They Work 


The Finwalls and their two sales- 
women play with the toys to dem- 
onstrate them. The toy section 


adjoins the cash and wrap counter, | 
and when a clerk is taking care of 7 


a customer, she also picks up a 
mechanical toy and puts it through 
its paces. This more often than not 
results in a purchase of the me- 
chanical toy. 


But day after day, the Finwalls 
keep a merchandising eye trained © 
on their dolls and toys as a busi- | 
ness builder for the future. A young © 


Miss who gets her doll from the 
Village Hardware today, may be 
getting her housewares, hardware, 
and other items at the store when 
she’s a householder, herself. 











HARDWARE HUMOR 
By Hardware Age 




































WWOTGIM 


INAWOSA! 


"This one will do until | get my snake back from the veterinary.” 
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Display U 
16” and 21 


practical, 
double duty 
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For Casement Windows Models 1252 


and 1652 are shipped with hangers 
for all types of Casement Windows. 
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“TILTA-BREEZ" For increased air effi 
ciency. It puts the breeze where you 


















it through wont it . . . up or down, vertical or 
2n than not horizontal. 
of the me- 


Here’s the fan line that’s bigger 


e Finwalls 


ve trained | than ever before! It’s fast selling! 
eA young § hc. It’s profitable! Get the facts! 































7, May be 
hardware, 
store when 
self. 
““PORTA-BREEZ," the pedestal fan of 
Give Your Customers unlimited uses will direct the breeze at 
Everything they Want in ony angle. 
One Fan Line. 
No need to stock numerous lines of 
Sie fans to give your customers a variety. — they're Port- 
You can give them EVERYTHING _ able! Women love 
in the Lau quality built fan line. wg be kag 
= These Combination Fans offer you" where in the 
0M) and your customers great versatility heuse for use in 
e : , all rooms. 
| AN] . +. genuine selling appeal. You don’t 
have to carry tremendous stocks. 
Model 2052. The 20” Combination You can display them in various é 
, Window Fan with adjustable metal ways with a minimum quantity of 
ae spacer panels for mounting in sash ' 
% type whnsene, Sey Gan te alas fans on hand. . . . Get all the facts! 
@ portable, 
3 Sizes in Portable Window Fans, 12” ie lA + , 
” ” : 4 ; America’s finest line of lorge Window 
16” and 20” for either exhaust or intake, Fons. 24” ond 30” 2-speed reversible. 
j 
= ~ 
7 Display Unit #705. Shows 12”, é 
16” and 20” fans in action. This , ” 
practical, inexpensive unit does ei — 16” Portable Fans evail- 
ae double duty. je with adjustable metal side expand- 
ers for sash type windows. 
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World's lLaraest Manufacturers af Warm Air Furnace Rlawore 





Air-Conditioning 











Coaxes Customers To 





Stay Longer—Buy More 


10 to 15% increase in summer business attributed 
to more comfortable temperature of Kentucky store 








Robert Sunshein instructs his daughter, Judy, 
on how to sell a paint brush. 





Morris Sunshein shows percolator to customer. 
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Summer sales of Sunshine Hard- 
ware Supply Co., 706 Monmouth 
St., Newport, Ky., last year, ran 
about 10 to 15 pct ahead of the 
same months in 1951. The marked 
increase has been attributed to air 
conditioning. 

“The pleasant relief from tae 
heat encourages customers to re- 
main longer in the store after mak- 
ing the initial purchase for which 
they came into the store,” accord- 
ing to Robert Sunshein. 

“About 15 or 20 times a day cus- 
tomers ask for a single item, and 
then tell the salesman to take care 
of another customer while they 
shop around. The ultimate sale 
often amounts to a half dozen items 
rather than a single one,” says Mr. 
Sunshein. 


Within Easy Reach 


To induce self-service, all traffic 
merchandise is placed within easy 
reach of the customer, and goods 
are displayed in related order to 
suggest the need for kindred items. 

This store has an unusually large 
hand tool section, which is located 
at the rear of the store. Mr. Sun- 
shein reports that about half of 
the hand tool sales have pick-up 
items added to the original pur- 
chase because of visual suggestion 
made to customers passing through 
the store to or from the tool dis- 
play. 

The shelves above the platform 
of a standard wall cabinet were re- 
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Here’s How and Why: 


AUTOWASH COSTS LESS...No. 840 with 8/2” 
handle at $3.49 retail and No. 840L with 36” handle 
at $3.98 retail is a price advantage that means 


* faster turnover, greater volume, more profits! 


BETTER PROFIT MARGIN... you make a longer 
profit on Autowash—average 60% mark-up. It 
pays to push this unusually attractive item. 


MORE QUALITY FEATURES...in design, mate- 
rials and workmanship Autowash is the better 
buy among fountain brushes. 


Special . «. your purchase of Autowash brushes 
entitles you to the Autowash display stand with- 
out additional cost. Sent postpaid on receipt of 
the card packed with every shipping carton. 


NEW! BUILT-IN SHUT-OFF VALVE! 


Autowash for 1953 features a shut-off valve that 
controls and regulates water flow. Built into the 
brass hose connection, this shut-off valve gives you 
another potent selling point! 


NEW! COLORFUL 
RUBBER BUMPER! 
Autowash for 1953 is 
finished off with a 
brightly colored rubber 
gasket-bumper. 


NEW! POLISHED 
ALUMINUM CAP! 
Autowash for 1953 is 
strikingly attractive, 
with its highly polished 
aluminum cap. 
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FINEST FOUNTAIN 
BRUSH MADE 


Autowash is outstanding for 
quality and workmanship. 
The brush plate is heavily 
filled with soft, resilient, care- 
fully selected blended natural 
horsehair that flares out to a 
4Y," diameter. The fountain 
head is polished die-cast 
aluminum, practically inde- 
structible, girdled with a 
bright colored, heavy, genu- 
ine rubber gasket bumper to 
protect the automobile finish 
against scratching. 

When the Autowash brush 
becomes worn, it can be 
replaced by unscrewing the 
brush plate and installing a 
refill at a nominal cost. This 
replacement feature also per- 
mits use of a stiffer brush for 
house washing, etc. 

The long and short Auto- 
wash brush handles are inter- 
changeable, and are made of 
brightly finished aluminum 
for lightness and strength. 
Hose connections are solid 
brass and leak-proof. 


ORDER FROM 


YOUR JOBBER! 
or write Dept. H for further 
information 










// $4.95 
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$3.95 With 
Rubber Tipped Legs 
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LAUNDRY CART 


The Original “Sav-Ur-Bak” 


No woman likes to carry heavy, wet 
clothes...or continually stoop over 
to hang them up. That is why 
Cat-Dak Laundry Carts are such 
big sellers! Order fast-moving, 
profitable Cat-Dak Laundry Carts 
from your jobber. 


The Great New Name in Housewares 


Cal-Dak Cal-Dak 
TV Tray Laundry 
Table Carts 

$2.95 


$4.95-$3.95 





Cal-Dak 
Home 
Hand Truck 

$3.95 ’ 
Nationally 
Advertised 
Cat-Dak specializes in products that 
make living easier for your customers 
and selling easier for you. Join the ever- 
increasing number of stores that feature 
Cat-Dax, 

Write for Full-Coler Catalog Sheets on Complete Line 


CAL- DA K Chicewio Helgi illinois 
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Salesman Fred Shubert demonstrates the easy access to the storage 





compartment for the tools displayed on the hinged drop-down 
panels, 


moved and the back was covered 
with perforated metal sheets. Hang- 
ing brackets which fasten into the 
perforations now hold a larger 
number of hand tools. 

This store also devised another 
excellent way to display small hand 
tools such as pliers, shears, cutting 
tools and screwdrivers. 

These items are secured to ply- 
wood panels which are hinged at 
the bottom to a shelf. The top of 
these boards leans against the top 
shelf. They are held down by the 
weight of the tools. 


Shelf space in back of the panel 
boards is used for storing the same 
items of merchandise. These panels 
are supported by chains when open, 
so that the back side of boards 
serve as a service shelf. 

Extending comfort to prospective 
customers is considered good adver- 
tising by the Sunsheins, Robert 
and his father, Morris. Their ad- 
vertising dollars help to provide 
benches which are placed about the 
town and in outlying communities 
for the convenience of bus riders. 

(Continued on page 147) 








Benches for bus travellers spread Sunshine advertising throughout 


store's trading area. 
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Here are two new sets specially de- 
signed—and specially priced—to help 
celebrate our 135th Anniversary! This 
Flair shape is the one that was se- 
lected for Good Design. 1952. by ihe 
Museum of Modern Art. And the 
decoration is the very popular *“Cav- 
aleade” pattern in white, 22-K gold 
on frosted glass. These big value 
Libbey Anniversary Sets are ideal for 
Special Promotions, prepacked for 
easy handling and delivery. 
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is our 135" year 


of making fine elassware 


two Anniversary Special 
Sets in the “Cavalcade” pattern 


24. ; 
Piece 

sel 8 1] oz, Pilsney 
8 16 oz. 


s 
Pecial 
Anniver. 
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10 oz. 
Hi-Ball 





Libbey ca 
Glassware ts e 
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‘a! 
a shout 
w 2 


\e 
$594 


> set 
These se ‘ 


sets come 
ilready prepacked 

in this attractive 

carton for eas\ 


handling and delivery. 


And, theyre just as practical as 
they are cood looking! The cheerful. 
bright colors won't wash off or wear 


LIBBEY GLASS 


weasvaAnnisuKnn TISI18 


Hite So am 


LIBBEY GLASS, Division 
of Owens-Illinois Glass Company, Toledo |, Ohio 


off. Each glass carries that famous 
Libbey guarantee: “A new elass if the 
rim of a Libbey “Saledge’ olass ever 
chips!” 

Plan your big Libbey Anniver- 
sary Promotion now! To order, con- 
tact your Libbey Supply dealer or 
write direct to | ibbey Glass. Toledo 1. 
Ohio. 
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.. yp with R, 
cgi " hry for big-time Protx 


HERE'S HOW |. 


to corral herds of customers! 





Stock Rubbermaid’s complete basic assortment— 
all items, all sizes, all colors. 


Display the complete Rubbermaid assortment 
out in front where your customers can see it. 


Promote Rubbermaid in your own store’s 
local advertising. Use the free material in the new 
Rubbermaid Sales-Maker Kit. 











Reorder often to keep your Rubbermaid stocks 


complete. 





§ BRANDED /- with the name women know 
and look Yor. -» Rubbermaid is the brand women look for 


when they buy rubber housewares. It’s the brand they know—from 
experience, from seeing it in their favorite magazines and in their 
friends’ homes. And your store is on their shopping list if Rubbermaid 
is the brand you feature. 











Rubbermaid’s tremendous national 


advertising program rounds up Better 
customers for you! > 


This year you get the benefit of the 
biggest advertising program in Rubber- 
maid's history . . . more than 70 million 
hard-hitting color ads in these top 
women’s magazines .. . 
































What an easy-to-work-in kitchen 
... thanks to time-saving Rebbeumaid 
D rth nderful Rubbermaid way  Rubberma Tray f k and 


ie. Whe king 


and drain dry m minutes 
Let your other surfaces do double duty. 
ur nters with a new 


Rubbermaid produ 


For long-life resistence te heat, soap, grease ond weer, osk for genuine 


Kudbovrmait @roe SEWARE 
. 


THE WOOSTER RUBBER COMPANY, DEPT. 8-13, WOOSTER, OHKK 











HOUSEWARE 


THE WOOSTER RUBBER COMPANY, 
WOOSTER, OHIO 
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Save 30 minutes a day 
with these Rabermaid, 


Dishwashing Helpers 
Uy Dam? ,, = 





























Pair off with PRISCILLA...| - 
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} 
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be a profi 
cock, own 
in Oconon 
promotior 
Mr. Ba 
column by 
your lucl 
ok starting | 
PRISCILLA WARE’S No, Sir .. . there’s nothing one-sided about a Hardware 
partnership with Priscilla! Everything about 
4 Po ints Priscilla Ware — from the dealer-protecting sales —_—or 
policy, to the customer-appealing design of each 
é 0 i fp w 0 ‘ | T sparkling Unconditionally Guaranteed utensil — 
is tailored both to your and your customers’ 
NON-COMPETITIVE TRADING specific requirements. 
AREA — only one Priscilla Ware ‘ se 7 ’ 
desler in a given ares; your sseer- Read over those “FOUR POINTS FOR PROFIT” Your 
ance of a favorable competitive posi- shown in the panel at the left. Think ’em over 
em: we carefully. Then give serious thought to joining the 
UNCONDITIONALLY GUARAN- thousands of independent dealers, like yourself, j 
TEED — conclusive proof of Pris- who agree that ... IT PAYS TO PAIR OFF 
cilla Ware quality; positive pro- WITH PRISCILLA! , 
tection for you and your customers. ‘ 
c We'd like to tell you more — so why not drop 
COMPLETE SELECTION — choose us a card today. N 
from a wide range of good looking 0' 
aluminum cooking utensils designed LEYSE ALUMINUM COMPANY 
for the modern home kitchen. KEWAUNEE 2, WISCONSIN 
Sad Half A Century Of Craftsmanship in Aluminum 
OPEN STOCK BUYING—buy what ill 
you need in the quantity you need Pe 
to assure maximum turnover with 
a minimum investment. # A 
a 
. 2 How ¢ 
Speaks for Itself ia 2 its 13+ 
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Air-Conditioning 
(Continued from page 142) 


Robert Sunshein believes that the 
best form of advertising is to have 
what the customer wants, when he 
wants it. Another Sunshein policy 
that wins continued patronage is 
the firm’s money-back guarantee. 
The Sunsheins never issue a credit 
slip. The customer is always given 
a choice of an exchange or his 
money back. 

“Our customers seldom _ take 
money when it is offered but they 
ask for an exchange, or buy some- 
thing else,” says Mr. Sunshein. 


Profits From 
Superstition 


Contending that the store’s 13th 
anniversary was an occasion to 
broadcast and knowing that it could 
be a profit making event Don Bab- 
cock, owner of Babcock Hardware 
in Oconomowoc, Wis., gave it strong 
promotion. 

Mr. Babcock announced in a one 
column by 4-in. ad that “13 will be 
your lucky number for 13 days 
starting November 13th at Babcock 
Hardware.” Prices on many of the 


13 


Will Be 
Your Lucky Number 
For 


13 DAYS 


Starting 


November 13th 


at 


BABCOCK 
HARDWARE 


How the firm showed people 
its 13th anniversary would be 
a lucky occasion. 























MODEL 161 
Magnifying Lens 


3 weighs 
to 
Profits ! 





For more than 30 years Health- 
o-Meter Bath Scales have been 
the popular favorites every- 
where. Wide acceptance by the 
medical profession plus use in 
thousands upon thousands of 
homes proves conclusively that 
Health-o-Meter Bath Scales are 
the preferred personal weighing 
instruments. That kind of lead- 
ership is the result of one thing 
—our determination to always 
build precision weighing instru- 
ments that perform accurately for 
the longest possible time. 

The popularity of Health- 





MODEL 187 
Magnifying Lens 


~ ; MODEL 134 
Airplane Dial 


o-Meter Bath Scales can mean 
profitable business for you, too. 
Make the three top-selling 
Health-o-Meter Scales your line 
of bath scales—the line with a 
ready market built through 
years of consumer acceptance. 


Over 30 Years of Precision Scale Manufacturing 


CONTINENTAL SCALE CORPORATION 


5701 S. Claremont Avenue 
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e Chicago 36, Illinois 






ecatotneees Welk. Siaclet 


Nationally Advertised in Good Housekeeping and Ladies’ Home Journal 
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MASONRY 

Ey seinais 
WORK LIKE 


ZY ELEVATORS! 
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CARBIDE 
TIPPED 
reat. 





Easier, Faster 
Double Lead 
Fast Spiral 
Positive Action 
DEALERS—Send for Litera- 


ture and full information. 











Also 
MASONRY DRILLS 
IN KITS 









7 






Carbide 
Glass 
Drills 














21650 HOOVER ROAD 
DETROIT 13, MICH. 
also 


5210 San Fernando Rd., 
Glendale 3, Calif. 


TOOL COMPANY 
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anniversary sale items ended in 18, 
$1.13, $2.13 and $3.13 being some of 
the eye catchers. 

Attendance during the 13-day 
13th anniversary sale was good and 
volume and profits were in line with 
traffic. The event was publicized in 
the newspaper ad illustrated here 
and in the store’s monthly paper, 


Babcock Farm News, circulated to 
3,000 rural residents in the firm’s 
trading area. 

Coffee and sandwiches were 
served to visitors during the anni- 
versary days. A bottled gas cook- 
ing demonstration with a factory 
representative on hand was one of 
the features of the sale period. 





Rentals Build Profitable Traffic 


Rentals, ranging from a simple 
lawn edger to trailers for moving, 
play a key role in the growth of 
Lear’s Drive-In Hardware at River- 
side and Soquel Aves. in Santa 
Cruz, Calif. They give Elmer Lear, 
owner of the five-year-old store, 
three benefits. Rentals, says Mr. 
Lear, played the greatest role in 
developing his volume which now 
exceeds $65,000 a year. 

Here, according to Mr. Lear, are 
the benefits he reaps from rental 
equipment: 

(1) Starting in business five 
years ago in a community which 
had several well-established hard- 
ware stores, he used rentals as a 
wedge to attract customers who 
had been shopping for many years 
in the older stores. Mr. Lear of- 
fered to rent almost any item in 
his store. It made his store differ- 
ent from the others, and helped 


break established shopping habits. 

(2) Promoting rentals in spring 
and summer with five radio spots a 
week, Lear Hardware rings up as 
much as $400 a month from rentals 
during peak activity periods! 

(3) Almost every rental also 
brings a sale, says Mr. Lear. Rent- 
ing floor sanders often brings sales 
of varnish and wax. Persons rent- 
ing paint sprayers also buy paint. 
Rental of wheelbarrows, lawn roll- 
ers or post hole diggers results in 
the sale of garden supplies. Ren- 
tals not only build profitable in- 
come, but they also act as an ex- 
cellent traffic builder. 

Rentals are especially profitable 
at Lear’s because Mr. Lear oper- 
ates his own shop and repairs his 
own tools and equipment. 

On the reverse side of Lear’s 
sales slip many of the rental items 
are listed. 





Reverse side of 
firm's sales slip 
lists rental items. 


Leas DRIVE-IN Hardware 


Corner of Riverside and Soquel Avenues 


R LEAR, OWN 


RENTALS— 
Trailers—All Kinds 
Floor Sander 
Edger 
Electric Hedge Trimmers 
Electric Floor Waxer 
Electric Hammer, 
Drills Concrete 
Lawn Rollers 
Contractor's Wheelbarrow 
Weed Burner 
Garden Spray 
’e" Portable Electric Drill 
Post Hole Digger 
24' Extension Ladder 
8" Power Table Saw 
Small Power Concrete Mixer 
aint Spray 
One-Man Sew 
Two-Man Saw 
and Many Others 
Keys Made and 
Lawn Mowers Sharpened 














MOORE BUSINESS FORMS. INC 


HARDWARE PABCO PAINTS 
TOOL SHARPENING HOUSEWARES 
PHONES 
Bus. 4113-R Res. 2781-J 


SANTA CRUZ, CALIFORNIA 


PACIFIC DIV , EMERYVILLE CaLiF 
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THE FERRY CAP & SET SCREW CO. 


e CLEVELAND 13, OHIO 


2155 SCRANTON ROAD e 










\ 
\ 
: 





“SHINYHEADS” 
America’s Best Looking Cap Screw 


Made of high carbon steel — AISI 
C-1038—to standards for Full Fin- 
ished ag head cap screws— 
bright finish. Heads machined top 

bottom. Hexagon faces clean 
cut, smooth and true, mirror finish. 
Tensile strength 95,000-110,000 
p.s.i. Carried in stock. 


“LO-CARBS” 


Made of AISI C-1018 steel—bright 
finish. For use where heat treatment 
is not required and where ordinary 
hexagon heads are satisfactory. 
Hexagon heads die made to size — 
not machined. Points machine 
turned. Tensile strength 75,000- 
95,000 p.s.i. Carried in stock. 


FILLISTER CAP SCREWS 


Heads completely machined top 
and bottom. Milled slots—less 
burrs. Flat and chamfered machined 
point. Carried in stock. 


“SHINYLAND” STUDS 


All studs made steam-tight on ta 
end unless otherwise specified, 
with flat and chamfered machined 
poms. Nut end, oval point. Land 
etween threads shiny, bright, 
mirror finish. Carried in stock. 


* 
CONNECTING ROD BOLTS 


Made of alloy steel — heat treated — 
threads rolled or cut — finished to 
extremely close thread and body 
tolerances — body ground where 
specified. Expertly made by the 
pioneers in Rr roducing connecting 
tod bolts by the cold upset process. 








“HI-CARBS” 
Heat Treated Black Satin Finish 


Made of high carbon steel — AISI 
C-1038. Furnished with black satin 
finish due to double heat treatment. 
Hexagon heads die made, not ma- 
chined. Points machine turned; flat 
and chamfered. Tensile strength 
130,000 -160,000 p.s.i. Carried 
in stock. 


SET SCREWS 


Square head and headless — cup 
point. Case hardened. Expertly 
made by the pioneers in producin ng 
Cup Point Set Screws by the col 
upset process. Cup points machine 
turned. Carried in stock. 


FLAT HEAD CAP SCREWS 


Heads completely machined top 
and bottom. Milled slots — less 
burrs. Flat and chamfered machined 
point. Carried in stock. 


a 
ADJUSTING SCREWS 


Valve wages adjusting screws — 
ae ead style — to blue om 
specifications—hexagon head 
polished if specified — threads soft 
to close tolerance— points machine 
turned; flat and chamfered. 


* 
SPRING BOLTS 


Case hardened to proper depth and 
ground to close tolerances. Thread 
end annealed. wy in various 
head shapes, with oil holes and 
grooves of different kinds, and flats 
accurately milled. 


FERRY PATENTED ACORN NUTS 


For ornamental purposes. Steel in- 
sert — steel cover Finish: Biota. 
zinc plated, cadmium plated. Size: 


9/16”, 3/4",15/16' Selsevtholiate. 


Tapped 1/4” to 3/4” inclusive. 
Cross section of Ferry patented 
acorn nut, showing how steel hexa- 
gon nut fits snugly into shell. 


















ae Gy tal 


Pioneers and Recognized Specialists, Cold Upset Screw Products since 1907 
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TANDARDS 


carried by 
LEADING 
ISTRIBUTORS 
























SPECIALS 
furnished to 
BLUE PRINT 

PECIFICATIONS 








WRITE FOR 
INFORMATION 


SEND FOR SAMPLES 
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KING 
RETAIL ROYAL 
PROFITABLY DELUXE 


33” high-66” x 19” 
work surface. 
Has electric spit, 
twin adjustable 
fireboxes, 
upright firebox. 






from $495 
to $7995 

















RC-37 
ROYAL 
PATIO 
PRINCE 
33” high. . 
48”x19” work 
surface. 
Exceptional 
styling and 
features with / 
right price 
for volume 
selling. 


=~. 


RC-22 
PICNIC 
PRINCESS 
30” high. 
16”x30” top. 
Collapsible 
tubular legs. 


WRITE FOR FOLDER. Complete 
line . . . superior features, and 
priced (with full profit to you) 
for real VOLUME SALES! 


On display at SPACE 1119A, 
Merchandise Mart, Chicago, Illinois 


CHATTANOOGA IMPLEMENT & 
MANUFACTURING COMPANY 


CHATTANOOGA 6, TENNESSEE 





MANUFACTURERS OF GAS HEATING APPLIANCES, 
FIREPLACE FURNISHINGS, BARBECUE GRILLS 
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February 
8-11 Coast-to-Coast Stores 
9-10 Tri-State Assn. 
9-10 Cotter & Co. 
9-11 California Assn. 
9-11 Marshall-Wells Stores Congress 
10-12 Kentucky Assn. 
10-12 New York Assn. 
10-13 lowa Assn. 
15-17 Northern Wholesale Hdwe. Co. 
17-19 Michigan Assn. 
17-19 Nebraska Assn. 
17-19 Pacific Southwest Assn. 
22-23 Arkansas Assn. 
22-23 Decatur & Hopkins Co. 
22-24 Tennessee Assn. 
23-25 New England Assn. 
24-26 Illinois Assn. 


March 
3-5 Missouri Assn. 
9-18 American Toy Fair 
16-18 West Virginia Assn. 





Convention Check List 


For complete details about the conventions listed by dates, below, see 
the alphabetical listings following this quick check list. 


Hardware and allied 
trade events up-to- 
date in each issue 
of Hardware Age 








24-26 Virginia Assn. 
31-April 2 North Dakota Assn. 


April 
7-9 South Dakota Assn. 
12-14 Florida Assn. 
12-14 Georgia Assn. 
12-15 Industrial Supply Convention 
17-25 irha National Hardware Week 
19-23 Southern Hardware Convention 


May 
3-5 Alabama Assn. 
3-5 Mississippi Assn. 
3-5 Louisiana Assn. 
24-27 Winter Sports Show 


June 
9-10 Carolinas Assn. 
11-13 Texas Wholesale Hdwe. Assn. 
11-13 Texas Hardware Boosters 


July 
13-16 Nat. Retail Hardware Congress 











National Events 


American Hardware Manufacturers 
Assn. meeting in joint convention 
with the Southern Wholesale Hard- 
ware Assn., April 19-23 at the 
Hotel Adolphus, Dallas, Tex. Con- 
vention does not include merchan- 
dise exhibit. Arthur L. Faubel is 
secretary of the manufacturers’ 
association with headquarters at 
842 Madison Ave., New York 17, 
N. Y. T. W. McAllister is managing 
director of the wholesalers’ associa- 
tion with headquarters at 814 Met- 
calf Bldg., Orlando, Fla. 


American Toy Fair, March 9-18, at 
permanent show rooms, 200 Fifth 


Ave., 1107 Broadway and vicinity. 
Temporary exhibits at Hotels Mc- 
Alpin and New Yorker. Sponsored 
by Toy Manufacturers of the 
U.S.A., Inc., 200 Fifth Ave., New 
York City. H. D. Clark, secretary. 


Hardware Week (irha) April 17-25, 
sponsored by the National Retail 
Hardware Association, 965 N. Penn- 
sylvania St., Indianapolis 4, Ind. 
Managing director, Russell R. 
Mueller. 


Industrial Supply convention, April 


12-15 at Miami Beach, Fla. Confer- 
ence Booth Program and sessions at 
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sntion 
re Week 
invention 
For more popularity than ever before, Tapatco 
sleeping bags are now made in FULL COLOR. 
No. 54 Forest Leader, above, has a maroon 
outer cover and a rich, maroon, gray and white 
lining. Kapok filled. 
Assn. As a dealer you know that nobody fools ‘“ a a 
J . . o. 50 oys’ Favorite 
the public long. Shoddy merchandise Dark green color, tan lining. 
‘ 80% wool, 20% cotton filled. 
may sell well for awhile, but pretty soon 
ongress customers catch on and then boom! 
One test of good merchandise and good 
value is continuing popularity. That’s 
why more and more dealers are featuring 
Tapatco year after year. 
vicinity. Why don’t you tie in with Tapatco this ss ilk are Siinnialllt ~<v ilies 
$e ae season? The line is complete and the ey Sian maak 
of the merchandise is right for profits. Its one 
ve., New popularity is proof! Ask your jobber, or 
ecretary. write us. 
il 17-25, on . 
i THE AMERICAN PAD & TEXTILE CO. - V/ 
, n- 
4, Ind. GREENFIELD, OHIO No. 68 Nomad Beige . Vd 
sell R. outer cover, bright red, black 
and yellow lining Kapok 
filled. 
ae | apa j 
a @ pate... You Can’t Buy/Better to Save Your Life 
sions at ‘ : 
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Mr. JOBBER 





Dinner Key Auditorium. Sponsored 
jointly by the American Supply & 
Machinery Manufacturers’ Associa- 
tion, 814 Clark Bldg., Pittsburgh 22, 
Pa. R. Kennedy Hanson, general 
manager; The National Industrial 
Distributors’ Assn., 1900 Arch St., 
Philadelphia 3. H. H. Rinehart, ex- 
ecutive secretary and the Southern 
Distributors’ Assn., 712 Volunteer 
Bldg., Atlanta. E. L. Pugh, secre- 


Mueller, 964 N. Pennsylvania St., 
Indianapolis 4, Ind. 


Southern Wholesale Hardware Assn. 
meeting in joint convention with 
the American Hardware Manufac- 
turers Assn., Apri] 19-23 at the 
Hotel Adolphus, Dallas, Tex. Con- 
vention does not include merchan- 
dise exhibit. T. W. McAllister is 
managing director of the whole- 











tary-treasurer, salers’ association with headquar- 


ters at 814 Metcalf Bldg., Orlando, 
Fla. Arthur L. Faubel is secretary 
of the manufacturers’ association 
with headquarters at 342 Madison 
Ave., New York 17, N. Y. 


Make a GOOD 
PROFIT at a 
POPULAR PRICE 


Materials Handling Show, May 18-22, 
at Convention Hall, Philadelphia, 
Pa. Sponsored by the American Ma- 
terial Handling Institute. 


Motor Boat Shows, National Motor 
Boat Show, Feb. 6-15 at Interna- 
tional Amphitheater, Chicago, and 
Sports, Travel & Boat Show, March 
6-15 at Civic Auditorium, San 
Francisco, Cal. 


Sports Show, National Winter Sports 
Show, May 24-27 at the Hotel New 
Yorker, New York City. Manager, 
J. Andrew Squires, 23 E. 26th St., 
New York 10, N. Y. 


Store Modernization, Building and 
Maintenance Show, June 9-12 at 
Madison Square Garden, New York. 
Sponsored by Store Modernization 
Institute. 


National Retail Hardware Assn., Con- 
gress, July 13-16 at Miami Beach, 
Fla. Headquarters, Casablanca Ho- 
tel Managing director, Russell R. 





No. 74 > 
WELL CONSTRUCTED Regional Events 
and Ace Stores annual convention and ex- warehouse, 93 Berkeley St., Boston, 
ATTRACTIVELY hibit, Feb. 2-4, 1958, at the Conrad Mass. 
FINISHED Hilton Hotel, Chicago. Sponsored 
ga by Ace Hardware Corp., 2355 S. Franklin Hardware and Supply Co., 






annual convention Feb. 3 at com- 
pany headquarters, 918-28 N. Dela- 
ware Ave., Philadelphia 238, Pa. 
F, Leon Herron, president and gen- 
eral manager. 


Blue Island Ave., Chicago 8. 


American Hardware Supply Co., Mer- 
chandise Fair and Stockholders’ 
Meeting, Jan. 26-27, at company 
headquarters, 41 Terminal Way, 
South Side, Pittsburgh, Pa. Wm. M. 
Stout, executive vice-president and 
general manager. 


Marshall-Wells Stores congresses: at 
Duluth, Minn., Feb. 9-11; at Port- 
land, Ore., Feb. 16-18; at Seattle, 
Wash., Feb. 23-24; at Spokane, 
Wash., Feb. 23-24; at Billings, 
Mont., Feb. 2-3. Sponsored by the 
Marshall-Wells Co., Duluth 1, Minn. 


Coast-to-Coast Stores annual meeting 
and merchandise exhibit, Feb. 8-11, 
at Minneapolis, Minn. Sponsored 
by Coast-to-Coast Stores Central 
Organization, Inc., 29 Main St., 
S. E., Minneapdlis 14. 





— 

No. D77 

EXCELLENT VALUES Northern Wholesale Hardware Co. 
convention and merchandise exhibit, 
Feb. 15-17, at Portland, Ore. Spon- 
sored by Northern Wholesale Hard- 
ware Co., 805 N. W. Gilsan St., 
Portland 9, Ore. 


Cotter & Co. Spring show and annual 
stockholders’ meeting, Feb. 9-10, 
1958, at company headquarters, 365 


E. Illinois St., Chicago 11, Texas Wholesale Hardware Associa- 


tion and annual joint meeting with 
the Texas Hardware Boosters Club, 
June 11-18, at the Plaza Hotel, San 
Antonio. Secretary, Nat M. John- 
son, P. O. Box 386, La Feria, Tex. 


Decatur & Hopkins Spring Open 
House and Dealer Value Days, Feb. 
22-28. Sponsored by Decatur & 
Hopkins Co., at its salesroom and 





State Events 


Alabama Retail Hardware Assn., con- at the Robinson Auditorium, Little 

vention and exhibit, May 3-5, at Rock. Hotel headquarters, La- 

the Tutwiler Hotel, Birmingham. Fayette Hotel, Secretary, J. Wayne 

Secretary, Mrs. Euna G. Ramsey, Tisdale, 908 Rector Bldg., Little 
The 1006-7 Frank Nelson Bldg., Bir- Rock, 

WIAWIVUAMIAUTINALGMELS mingham 3. 


No. 78 and 178 
Write to us today for our new 
jobber catalog pages illustrating 


the complete line of CHAMPION 
Screen Hardware. 





GENEVA. OHLO 


California Retail Hardware Assn., 
convention and exhibit, Feb. 9-11, at 
The Fairmont Hotel, San Francisco. 


Arkansas Retail Hardware Assn., 
convention and exhibit, Feb. 22-28, 
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Handybreeze 12” 
Safe-T-Guard Fan 


Modern spiral 
guard protects 
children and pets. 
Two speed switch. 
Frost gray and ice 
blue finish. #3392 
AC-UL 

List: $27.95 





Handybreeze 12” 


Proof that quality 
can bear a modest 
price! Powerful 
4-pole motor. 
Oscillating. Tip- 
proof. Frost gray 
and ice blue. 
#3362N AC-UL 
List: $21.95 


A deluxe 
oscillating fan at 
economy price! 
Rugged 4-pole 
motor. Heavy cast 
base. Frost gray & 
ice blue. 43360N 
AC-UL 

List: $14.95 


Tete] ‘- 
& 
* aT te cpeate i 
















Handybreeze 12” Duo-Vent Fan 
Dual purpose reversible fan for 
intake or exhaust. Weatherized 
motor. Polished safety guard. 
Extends 28” to 37". #3393 AC- 
UL. List: $27.95 
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Handybreeze 10” 












THE GAMBLE OUT OF 


THE FAN BUSINESS 


andybreeze 


CERTIFIED STOCK INSURANCE PLAN 


Insure Against Inventory Carry-Over 


by PRE-SEASON Fan Buying in 1953 


Advance purchase is essential in assuring the 
proper stock and right assortment to really cash 
in on the fan business. Handybreeze fan sales are 
good when many other electric housewares are 
slow—and now you Can insure against cool sum- 
mer weather! Protect your profits and avoid 
costly inventory carry-overs; let the Handybreeze 
Certified Stock Insurance Plan take the gamble 
out of your fan business. 








Handybreeze 10” Clear-Vue Fan 


Weather-proof portable window ventilator fan, styled 
in transparent unbreakable Lucite. Reversible for 
intake or exhaust. No installation. Weatherized motor. 
Extends 27” to 35”. #3330-NW AC-UL. List $29.95 





Handybreeze 8” 

Popular priced 

fan for tom desk 

or small room. Tilt Handybreeze Big 20” Window-Aire 
adjustment. exhaust fan. Heavy duty 3-speed 
#3328N AC-UL G.E. motor. Deep pitch blades. Safety 
List: $6.95 guard inside, auxiliary guard outside. 


#3394 AC-UL. List: $54.95 


pie AP dag 





Chicago Electric Mfg. Co., Dept. HA-2 
6333 W. 65th St., Chicago 38, Illinois 


Please rush me without obligation your 
andybreeze 





FREE booklet giving complete details on 
Certified Stock Insurance Plan for Fans. 
Name 
Company 
Address 
City 











Zone___ State 
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"3-LEG” 


Masons’ and Plasterers’ Tools 


Made by: Brades and Nash Tyzack 


Industries, Ltd., Sheffield, England 





You can’t sell better trowels . . . TYZACK 
*3-Leg’’ brand tools are made from 
Sheffield steel, correctly tempered with 
blade and tang forged from one piece. 


irre ROMs als 
pointing 


S.A. SALES OFFICE 


JOHN H. GRAHAM & CO. INC. 


NEW YORK 8, N. Y 
Send for Catalog 102 


105 DUANE ST 
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Secretary, Kreuger B. Jacobsen, 
1355 Market St., Suite 262, San 
Francisco 38. 


Carolinas, Hardware Assn. of, conven- 
tion, June 9-10, at Myrtle Beach, 
S. C. Secretary, Mrs. Sally Couch 
Masten, 118% E. Fourth St., Char- 
lotte, N. C. 


Florida Retail Hardware Assn. joint 
convention and exhibit with Georgia 
Retail Hardware Assn., April 12-14, 
at George Washington Hotel, Jack- 
sonville, Fla. Executive manager, 
W. W. Howell, P. O. Box 183, Way- 
cross, Ga. 


Georgia Retail Hardware Assn. joint 
convention and exhibit with Florida 
Retail Hardware Assn., April 12-14, 
at George Washington Hotel, Jack- 
sonville, Fla. Executive manager, 
W. W. Howell, P. O. Box 183, Way- 
cross, Ga. 


Illinois Retail Hardware Assn., con- 
vention and exhibit, Feb. 24-26, at 
Chicago. Convention headquarters, 
Sheraton Hotel; exhibit, Navy Pier. 
Secretary, William F,. Ewert, 1194 
Merchandise Mart Plaza, Chicago 
54. 


Iowa Retail Hardware Assn., conven- 
tion and exhibit, Feb. 10-13, at Des 
Moines. Meeting, Hotel Savery. 
Exhibit, Iowa Exhibit Bldg., Fair- 
grounds, Des Moines. Secretary, 
Philip R. Jacobsen, Mason City. 


Kentucky Retail Hardware Assn., con- 
vention and exhibit, Feb. 10-12, at 
the Brown Hotel, Louisville. Secre- 
tary, D. W. Laws, 501-2 Republic 
Building, Louisville 2. 


Louisiana Retail Hardware Assn. in 
joint convention with Mississippi 
Retail Hardware Assn., May 3-5, 
at the Buena Vista Hotel, Biloxi, 
Miss. Secretary, David O. Mans- 
field, 226 S. State St., Jackson, 
Miss. 


Michigan Retail Hardware Assn., con- 
vention, Feb. 17-19, at Detroit. 
Meetings, Hotel Statler. Exhibit, 
Masonic Temple, Secretary, Harold 
W. Schmacher, 1916 Olds Tower 
Bldg., Lansing 8. 


Mississippi Retail Hardware Assn., in 
joint convention with the Louisiana 
Retail Hardware Assn., May 3-5 
at the Buena Vista Hotel, Biloxi, 
Miss. Secretary, David O. Mans- 
field, 226 S. State St., Jackson, 
Miss. 


Missouri Retail Hardware Assn., con- 
vention and exhibit, March 3-5, at 
the Jefferson Hotel, St. Louis. Sec- 
retary, Harry Scherer, 1189 Arcade 
Bldg., St. Louis, 


Nebraska Retail Hardware Assn., con- 
vention, Feb. 17-19, at the Hotel 
Paxton, Omaha. Exhibit, Audi- 
torium. Secretary, C. A. McCoy, 
$825 Insurance Bldg., Lincoln 8. 


New England Hardware Dealers 
Assn., convention and exhibit, Feb. 
23-25, at the Hotel Statler, Boston, 
Mass. Secretary, A. C. MacHardy, 
185 Dartmouth St., Boston. 


New York State Retail Hardware 
Assn., convention, Feb. 10-12, at 
Syracuse. Exhibit, Onondaga Coun- 
ty War Memorial Auditorium. Sec- 
retary, Nicholas H. Kiley, Hills 
Bldg., Syracuse 2. 


North Dakota Retail Hardware Assn., 
convention and exhibit, March 31- 
Apr. 2, at Sports Arena, Fargo. 
Secretary, Miss E. J. MecGrann, 
54% Broadway, Fargo. 


Pacific Southwest Hardware Assn., 
convention and exhibit, Feb. 17-19 
at Long Beach, Calif. Meetings, 
Wilton Hotel. Exhibit, Auditorium. 
Secretary, A. C. Kammeier, 416 W. 
8th St., Los Angeles 14, 


South Dakota Retail Hdwe. Assn., 
convention and exhibit, April 7-9, at 
the Sioux Falls Coliseum. Secre- 
tary, O. R. Baily, 1300 S. Jefferson 
Ave., Sioux Falls. 


Tennessee Retail Hardware Assn., 
convention, Feb. 22-24, at Peabody 
Hotel, Memphis. Secretary, Morris 
Jones, P. O. Box 785, Nashville 2. 


Tri-State Hdwe. & Impl. Assn., con- 
vention and exhibit, Feb. 9-10, 
Herring Hotel, Amarillo, Tex. Sec- 
retary, M. D. Shepherd, Canyon, 
Tex. 


Virginia Retail Hardware Assn., con- 
vention and exhibit, March 24-26, 
at Roanoke, Va. Meetings, Hotel 
Roanoke; exhibit, American Legion 
Auditorium, Secretary, G. T. Omo- 
hundro, Jr., Scottsville. 


West Virginia Hardware Assn., con- 
vention and exhibit, March 16-18, 
at the Daniel Boone Hotel, Charles- 
ton. Secretary, James C. Fielding, 
1628 McClung St., Charleston. 





| HARDWARE HUMOR 
By Hardware Age 





"So—how many nails does it 
take to build a house?" 
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A complete and diversified 
Home and Farm Package Line spe- 
cifically designed for the hardware 
trade. 

A “planned package” for a 
“planned shelf’— each and every 
package acts as its own salesman, 

possessing the utmost in eye 

appeal as well as unsurpassed 
quality merchandise. 

These brightly colored, one- 
family design F & B packages are 
your assurance of a satisfied 
; customer. 
ae Write today for complete in- 
: ; ; formation and generous, profit- 
ae hati making price schedules. 


Tel. ALgonquin 5-7300 


FAESY & BESTHOFF, Inc. 


325 Spring St., New York 13, N.Y. 


Plant and Warehouse: Hicksville, L.!. 





F a B PRODUCTS 


15-30-15 Starter-grower 
Dormant Miscible Oil 
Broadleaf High Organic 6-10-4 
Drainpipe Cleaner-Cesspool Solvent 
Lime Sulphur Solution 
Paradichlorbenzene 
Termitkil 
Tobacco Dust 
Weed Killer 
(Sodium Arsenite Solution) 
Rooticate 
(Chemical Root Killer) 
Sprin-Cal 
(For ice control; air drying) 














A look and a try and you'll 
know a Midland Dandy Boy 
Power Unit is designed 
right for easiest sales. But 
see what Midland offers 
you. 


New-Principle RE- 
VERSE. So different, 
so simple you must see it 


to believe it. 
In every unit are 


+9 More than im- 

plements. You make 
new sales to old custo- 
mers every season. 


+ And Midland works 
for you ways. You 
get profitable discounts 
plus advertising support, 
for example. And you 
offer substantial guaran- 
+2 tees backed by a firm 
other features, in- with 42 years’ equipment 
cluding five forward experience. 
speeds. Get the facts before someone else in 
your territory signs up. 






THE MIDLAND CO., Dept. HA-2, South Milwaukee, Wis. 


Send me complete dealer information. 
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Choice of 
2, 3 and 5 hp. 
models. 
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National Lead company 
pee Broadway» 
New York 6, New york 


Gentlemen: 
our face is reat 
wnen Wilson Seibert, ell Brooklyn salesman, 
walked in one aay last fall an us of your jntention 
of manufacturing a tube-color system, our immediate reaction 
not another one !" a one such set-up» an 
j aajunct to any paint merchandising 
Limited to a 


services 
white, Wwe would be nappy * 
him that we felt the volume on this new 
our face is rea! 
a ou 


r Gallery nas qurne 
our per 


select ner color from tne 

olor Gallery: 41 sales are about 17% anead 
and unquestionably» the Dutch Boy color Gallery 

tantiall is jncrease- 

, vne almost "Can 

4 margin, the simple 

salesman an 


outstanding s 
enthusiastically aecide th 

giant colo card and each customer w 
satin j 


of last year 


nas contributed subs 


are esponsible fo 
we are sure that this Blue an 
will grow with ite 


and our sales 


very cordially yours» 


ELTON PAINT COMPANY » INC. 
E. H- SCHILLER 


SASS. 


Imperial washable Wallpaper 





Dutch Boy Paint Products -+***" ‘ 
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“...The Dutch Boy* Color Gallery 
has turned out to be the 
outstanding salesmaker 

in our store.” 

-E. EL Schiller, Elton Paint Company, Inc. 


Ns) =e 


- 


What's the word from Brooklyn on the new “Dutch 
Boy” Color Gallery? ... “Retail sales are about 17 
percent ahead of last year.” See letter at left. 


What’s the word from Modesto, Cali- 
fornia? “In the spring of 1952 we 
really began to realize the benefits of 
the Color Gallery. Spurred on by a sales contest, 
our yards increased paint sales from $13,492.46 
for the second quarter of 1951 to $18,639.13 for 
the same period in 1952 — a gain of 38 percent.” 
— William L. Pickens, United Lumber Yards. 





... from 
Modesto 








What's the word from Des Moines, lowa? 
“With four months still to go our ‘Dutch 
Boy’ sales are already 50 percent 
ahead of last year’s total,” says Wm. A. Broquist, 
O'Dea Hardware & Paint Company. 


Now...what’s the good word from you? 


Wouldn’t you like to increase your interior 
paint sales 17 percent...38 percent...50 per- 
cent...as these “Dutch Boy” dealers havedone? 


Have a look at this remarkable money- 
maker in your own store. It will pay you to do 
this whether or not you now have a color sys- 
tem. Just write or phone our nearest branch 
office, and a “Dutch Boy” salesman will be 
glad to show you the Color Gallery and explain 
its money-making possibilities more fully. 


..- from 
Des Moines 





HARDWARE AGE, FEBRUARY 5, 1953 





..efrom Brooklyn 






<. tmad ” * 
SO FintsH EMMY 
eer? 












Why the “Dutch Boy” 
Color Gallery helps you 
sell more paint 


Simple system — easy for your customers to under- 
stand and use. 


The colors you need to meet today’s demands, either 
traditional or modern . . . pastels, in-between shades, 
deep tones. But not so many colors that customers are 
confused, sales slowed down. 


Shopper stopper display case — exquisitely beauti- 
ful “showpiece” that draws people to it and makes 
them buy. 


Brings in new customers — once they get the word 
from your old customers, lots of new ones will be in 
to see this marvelous Color Gallery. And to buy paint! 


“Take-home” chips that make it easy for customers 
to match up colors with home furnishings — that also 
tell them which colors go together. 


Pocket edition—a special “tool” for selling big- 
volume prospects, such as real estate developments, 
factories, hotels, schools, etc. 


Big name brand that’s nationally advertised . . . that 
people know and have confidence in. 


Outstanding paint value — every Color Gallery 
paint has the top quality all “Dutch Boy” products 
are famous for. The interior finishes are modern alkyd 
resin enamels ... with all this means in easy applica- 
tion, uniformity of finish, long service. 


Priced right — customers pay no premium for Color 
Gallery paints. They’re popularly priced, to appeal to 
the widest market. 


Why the “Dutch Boy” 
Color Gallery helps you 
make extra profit 


No Complicated Mixing—you save time. The Color 
Gallery is a simple “one-shot” system. You use only 
one blender for each gallon or quart of paint. 

Small Investment — you don’t tie ip a lot of money 
in inventory. All you stock is a few bases, plus the 
necessary color blenders. 

Little Shelf Space Required — your entire stock of 
color blenders fits into an area the size of an average 
door. 

Exceptional Turnover —as you carry only a few 
base paints, you get much faster turnover with the 
Color Gallery than with regular paints. 


“t) 


... help with big buyers 


sy The Pocket Edition of the “Dutch Boy” 
Color Gallery is a special “tool’’ for selling real estate 
developments, factories, hotels, schools, etc. With it, 
one dealer landed the order for 17 college buildings. 
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ashington 
NEWS and VIEWS 


Reports on Events Affecting the Hardware Business 





(Continued from page 10) 


Retailers May Prepay 
Retail Excise Taxes 


The Internal Revenue Bureau re- 
ports that it has no objection to a 
retailer paying the Government the 
retail excise on taxable merchan- 
dise at the time the goods are sold, 
or before they are sold to consumer. 


Under such an arrangement, Bu- 
reau Officials explain, stores would 
in effect be reimbursed by the con- 
sumers at the time of sale. Stores, 
in pricing the taxable item, would 
not have to make an affirmative dis- 
closure of the fact that a specific 
amount of tax had been paid. They 
must not, however, infer that they 
had absorbed the tax. 


IRB officials further pointed out 
that adjustment on excise tax paid 
by stores could be made any time 
within the statutory limit of four 
years after payment. 


This would be necessary, for ex- 
ample, where a store finally sold the 
taxable merchandise at a price 
lower than that on which it had 
calculated the excise owed to the 
Federal Government. 


35 Pct Hike in Parcel 
Post Rates Sought 


An application for another boost 
in parcel post rates has been filed 
with the Interstate Commerce Com- 
mission by the Post Office Depart- 
ment. While the increases sought 
vary, the average increase would 
amount to about 35 pct more than 
current mailing costs, ICC officials 
estimate. 


An increase averaging about 25 
pet was granted in October 1951, 
boosting the cost to the mailing 
public by an estimated $100,000,000 
a year. But, postal officials say, 
postal workers have been given pay 
increases since and railroads have 
been granted higher freight rates 
which combine to wipe out the 1951 
rate increase. Under present law, 
the postal authorities must seek 


rate increases whenever parcel post 
operation goes into the red. 

Meanwhile, retail trade groups 
are getting ready to go before 
Congressional committees and ask 
restoration of former size and 
weight limits which were reduced 
last year. 


OPS Issues New 


Decontrol List 


The OPS has issued a new di- 
rectly listing commodities and ser- 
vices which have been removed 
from price control, covering all 
suspension and decontrol regula- 
tions through December 18. 

Commodities and services are 
listed alphabetically with the num- 
ber of the order directing suspen- 
sion or exemption. The directory 
includes a cross reference list of 
regulations and amendments con- 
taining exemption or suspension 
provisions and their date of issu- 
ance. There is also a recapitulation 
of the principal exempted and sus- 
pended items by major commodity 
areas. 

This third edition of the OPS 
Directory of Commodities and Ser- 
vices Exempted or Suspended from 
Price Control is available from the 
Superintendent of Documents, Gov- 
ernment Printing Office, Washing- 
ton 25, D. C., at 35 cents a copy. 


"52 Strikes Cause 


Record Work Losses 


Totaling up the nation’s strike 
record for 1952, the Labor Depart- 
ment found that more work time 
and more wages were lost during 
the year from this cause than for 
any year since 1946. Strikes started 
during 1952 amounted to 4950 
and accounted directly for 55,000,- 
600 man-days of idleness. No esti- 
mate was made for the resultant 
loss in consumer purchasing power. 

While the steel and coal strikes 
—accounting for about 45 pct of 
all strike idleness — drew most 
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attention, six scattered strikes in 
the construction industry involved 
a total of 213,000 workers for 
periods ranging from four to 60 
days. 

These ran up an idleness total 
of more than 6,100,000 man-days 
with a resultant impact on building 
materials and hardware dealers. 
Among the major strikes was that 
at International Harvester Com- 
pany where 25,000 workers tied up 
production for 88 days. 


OPS Takes Price Lids 
Off More Items 


Horseshoes and game traps are 
among the hardware items newly 
removed from government price 
restrictions. 

Authorizing the exemption of 
these articles is Amendment 12 to 
General Overriding Reg. 5, Revis- 
ion 1, which became effective Jan. 
23. Other goods included in this 
exemption are curry combs, hog 
scrapers, hog and bull rings, horse- 
shoe nails, manually operated tire 
pumps and saddlery hardware. Al- 
so affected were pictures, picture 
and mirror frames. 


OPS Allows 7 Pct 


Rise for Glassware 


To meet minimum earnings 
standards of the industry, OPS has 
permitted a 7 pct increase in man- 
ufacturers’ ceiling prices for ma- 
chine-made glassware and com- 
mercial glassware such as table, 
cooking, and decorative ware, and 
smokers’ accessories. 

Retail ceilings may be increased 
in line with customary markups. 
The manufacturers’ increase may 
be applied to his highest selling 
price since July 1, 1952, so as to 
include most transactions of the 
selling season. The action was con- 
tained in Amendment 1 to General 
Overriding Regulation 41. 


Census Statistical 
Abstract Available 


The Census Bureau’s best seller, 
1952 edition of the Statistical Ab- 
stract of the United States, is off 
the press. More than 1,000 pages 
of statistical information covering 
hundreds of different subjects are 
presented under 34 major group- 
ings, providing the latest available 
summary data on the industrial, 
social, political, and economic or- 
ganization of the United States. 


(Resume reading on page 11) 









OHIO 
SPIKE DISC 





Here is a garden supply item that sells from 
March through October. The home gardener 
needs it for use in his Spring seeding, 
fertilizing and top dressing; needs it for 
Summer lawn conditioning and aeration; 
needs it for Fall lawn rebuilding. 
Also ideal for use prior to the 
application of liquid 

soil conditioners. 

Write today for catalogs 
and sales literature. 
Ask your jobber 
about OHIO 
SPIKE DISC. 


¢ 





Power Mower 
With slight mo 


dificay; - 
eel type Sows tion wily 





4 Mowers 










Manufactured by 
Ohio Machine Products, Inc., Columbus 11, Ohio 


For more information write te our Exclusive Sales Agent 


JOHN H. GRAHAM & CO., INC., DEPT. H.A. 
105 Duane Street * New York 8, N.Y. 
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WHAT'S NEW 








@ For more information on these products and services 
use free post card on page 163. 


(Continued from page 13) 


leaflets that may be imprinted, and 
counter cards on the Autoyre-Fair- 


field line are also offered. Twin 
towel bar, No. 4014, with two 18 in. 
fluted bars, has a lustre finish and 
lists for $1.50, including screws. 
Autoyre Co. 


For more data circle No. 8 on postcard, p. 163 


Whisk Broom 


Called the Red Breast, this pal- 
metto whisk broom comes packed 
12 to a printed display carton, or 





12 to a carton with a four-armed 
metal display rack included free 
as a Hardware Week special. Whisk 
has tough, resilient palmetto fibre 
reddish brown in color, bright wire- 
wrapped handle and shiny metal 
cap and hanging ring. It comes 
wrapped in printed metallic paper 
shield and retails for 59¢. Colorful 
pennant and newspaper mat are 
also offered to dealers. Ox Fibre 
Brush Co., Inc. 


For more data circle No. 9 on postcard, p. 163 


Can Openers 


Dual Electronic Lid-Lifting can 
opener, No. 88, at top, is featured 
as a Hardware Week special. No. 
82 Budgit can opener, at bottom, is 
included in the promotion. No. 88 
has a powerful twin magnet lid- 
lifting attachment which prevents 
cut off can lid from dropping into 
can. It has Dazite finish, swings 
either way flat against the wall, and 
retails for $4.49. No. 32 can be used 
as a leader item for a door opener 
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or traffic builder. Manufacturer 
suggests a local newspaper ad 
(mats are available) with a coupon. 
Can opener can be sold for $1.19 
with coupon. Dazey Corp. 

For more data circle No. 10 on postcard, p. 163 


Sponge Mop 

Sponge mop, shown here, and tri- 
angular dust mop are offered as 
Hardware Week specials. Sponge 
mop has built-in squeezer, chrome 
plated steel frame which is rust re- 
sistant, and high quality sponge 
head with “wonder-working angle” 
which hugs floor. It retails for 
$3.95. Dust mop has sweep-suction 
action, padded plate which protects 
furniture and woodwork, and re- 
movable, replaceable and washable 
pad. Elbow action swings handle 





down to get under furniture. Retail 
price is $2.29. Consumer folders 
available upon request. O-Cedar 
Corp. 


For more data circle No. 11 on postcard, p. 163 


Hammer Promotion 


These nail hammers “Twin 
Packed” in two assortments are a 
Hardware Week special. Twin Pack 





“A” contains six Autograf, No. 
OAN11%, 16 oz. hammers and six 
Advertised Finish, No. 81, 16 oz. 
hammers. Twin Pack “B” includes 
six Autografs and six Plumb Lead- 
er, No. L81, 16 oz. hammers. Na- 
tional advertising will support the 
campaign and each hammer has 
Hardware Week seal. Fayette R. 
Plumb, Ine. 


For more data circle No. 12 on postcard, p. 163 


Work-Warning Light Set 


This Work and Warning Light 
set is being introduced as a Hard- 
ware Week special along with the 
Yellow-Flash 8, a flashlight de- 
signed for use with eight standard 
flashlight batteries. Work and 
Warning set (illustrated) combines 
a flashlight and an adjustable flash- 
ing light that will provide a flash- 
ing or steady beam in either white 
or red light. Each unit operates on 





four standard flashlight cells. The 
complete set retails for $7.75, less 
batteries. Yellow-Flash 8 retails 
for $3.95, less batteries. Dealer 
promotion kit includes free display 
materials, mats, etc. Justrite Mfg. 
Co. ° 


For more data circle No. 13 on postcard, p. 163 


Bait Casting Outfit 


This complete bait casting outfit, 


attractively packaged in a self-sell- 
ing display box, is 


a Hardware 
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on today’s booming 
do-it-yourself trend! 


Holds up to 432 standard, full- 
" U- 0- IT size 9"x9" tiles! 
SAVE '; 


Displays over 240 square feet 
of merchandise! 


Revolutionary new 
GOLD SEAL 


TILE-O- maric. 2 


Lets customers see, feel tiles 
without help! Self-service unit 
. . saves your time! 


Stocks these nationally-known 


graf, No. Gold Seal products—Viny!Tile, 
rs and six Linoleum Tile, Rubber Tile, As- 
81, 16 oz. gives you complete tile phat Wael 

”? includes Comes stocked with your choice 
imb poe department for $25 of huge tile assortment! 

lers. Na- Entire stock always on display 
ipport the aia te 3 sq. ft. of floor space . always selling itselft 
nmer has puts you in big volume Holder on top displays big re- 
ayette R. prints of current ads! 
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tile business! 


Pocket for giveaway copies of 
U-Do-It edition of MY HOME 
decorator books! 100 copies 


, ° ° FREE! 
Set You’re looking at the biggest — 
ig Light . : Pocket for easy-to-follow U-Do- 
a Hard- ahd in the floor Covermg It instruction folders! 
ng the business: the sensational new Pinees end taré-colling enpy 
" ¢ Pact Gold Seal TILE-o-MATIC that sets for fast-moving U-Do-lt Kit 
‘ee , ‘ Easy-to-use tile calculator! 
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you in the booming over-the- 
counter tile field for $25 

. that actually pays for ; 
itself in 2 days of 
average sale! 


plastic holders included! 


SPECIFICATIONS 

Modern black steel wire 
construction; silk-screened 3- 
color display panels; 5842” tall; 
282” wide; 26” deep; 24 bins, each 
holding 18 9”x9” tiles; 432 tile capacity. 

















The DONT WAIT! First man in your area to get 
>, less TILE-O-MATIC has tremendous competitive ad- 
retails Gold Seal U-Do-It program backed by vantage! Call, wire, write your Gold Seal dis- 
eal 7 bi ° tributor . . . or mail coupon right now .. . for 
: el iggest ad campaign any smooth surface complete how-to-get information! 
splay . ; 

Mio. floor covering company has ever run in... Sa Inc. 

’ Walloping promotional campaign too! I want to know more about the TILE-O-MaTIC. 
» P. 163 Please rush complete information. 
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WHAT'S NEW 





@ For more information on these products and services 


use free post card on page 163. 


Week special. Designated DB 
2495HW Special, it is a complete 
unit in itself. It retails for $24.95 





and consists of 126 pieces, includ- 
ing the pistol grip Glasscaster cast- 
ing rod, level wind reel, spool cast- 
ing line, three casting plugs, three 
leaders, casting spoon, six snelled 
hooks, fish scaler, fish stringer, 50 
pan fish hooks, 24 split shot, 12 
sinkers, three spinners, float, six 
snaps and swivels, 10 yd. leader 
material and a book on fishing. 
Waltco Products. 


For more data circle No. 14 on postcard, p. 163 


Bathroom Scale Deal 


As a Hardware Week promotion, 
a new self-seller display-and-stock 
fixture is available with this 12- 
scale deal. Fixture displays three 
scales and stocks six more in 114 


Figure control 
begins with a 






sq. ft. of space; it is sturdily built 
of wood, 54 in. high with 15x13 in. 


base, and attractively finished. 


162 


Dealer pays $10.95 for display 
worth $25, with it he gets model 
834 bathroom scale ($10.95 retail) 
at no charge. He sells this scale 
and gets back the cost of the fix- 
ture. The 12 other scales in the 
deal are then supplied for $66 and 
have a retail value of $100.40. 
Borg-Erickson Corp. 


For more data circle No. 15 on postcard, p. 163 


Plane Special 


Planes specially made and spe- 
cially priced for Hardware Week 
include jack, smooth and _ block 
models. Bench planes feature high 
grade, full size steel cutters brand- 
ed “Victor by Stanley,” adjustable 
sidewise and lengthwise; sides and 
bottoms of heavy well-balanced 
castings are milled and_ finely 
ground; native hardwood handles 
are rosewood finished and lever cap 
is highly polished. Low angle 
block planes have adjustable up- 
and-down lever for thickness of 
shavings. Bottoms of all planes are 
gray with contrasting red trim on 
frogs, cutter and lever caps. Jack 





planes retail for $4.98; smooth 
planes for $4.29; block planes for 
$1.98. Stanley Tools. 


For more data circle No. 16 on postcard, p. 163 


Sprinkler 


This Green Spot Weather-matic 
sprinkler, a Hardware Week fea- 
ture, is being promoted by national 
advertising during the campaign. 
Sprinkler has Twin Dial power 
heads which control spray for 10 
to 50 ft., easy-falling uniform 
spray, stainless steel ball bearings 
and bearing surfaces, solid chrome- 
plated brass head, arms and noz- 


Zles, heavy no-tip base of green 
enamel on cast iron, and are in- 
dividually boxed with “spin-me” 





action display card. Sprinkler is 
automatic and has suggested list 
price of $8.60. Scovill Mfg. Co. 


For more data circle No. 17 on postcard, p. 163 


Nail Hammer 


This Falls City nail hammer is 
a Hardware Week feature that will 
be backed by national advertising 





during March and April. Hammer 
has medium polished finish with 
rustless black trim and select qual- 
ity hickory handle with fire hard- 
ened finish that resists weather and 
wear. In curved claw pattern it is 
available in 7, 13, 16 and 20 oz. 
sizes, and in ripper claw pattern it 
comes in 16 and 20 oz. sizes. True 
Temper Corp. 


For more data circle No. 18 on postcard, p. 163 


Free Plastic Tumblers 


These 24 plastic tumblers are of- 
fered free as part of a custom-built 
packaged unit, all in one carton. The 
offer is made as a Hardware Week 
special. Special package unit con- 





(Continued on page 166) 


HARDWARE AGE, FEBRUARY 5, 1953 





Y 


se of green 
and are in- 
h “spin-me” 


a 


~~ 





prinkler is 
‘gested list 
Ufg. Co. 


postcard, p. 163 


hammer is 
‘e that will 
idvertising 











A NEW 
HARDWARE AGE SERVICE 


A successful hardware dealer 
keeps up to date on What's 
New in merchandise. The new 
Quick Check Card on the 
bottom of this page will help 
you get more information on 
new products described in 
this issue, quickly and easily. 
HARDWARE AGE brings 
you more new product de- 
scriptions than any other 
magazine. The new Quick 
Check Card service will now 
get you all the information 
you need, quickly. 


Mail Card Below Today For Quick Information On New 
Products Described in This Issue. No Postage Needed 
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Please send me further information on the WHAT'S NEW items, code numbers 
for which | have circled below. 

1 2 3 a 5 6 7 8 9 10 11 12 13 14 15 
16 17 18 19 20 21 22 23 24 25 26 27 28 29 30 
31 32 33 34 35 36 37 38 39 40 41 42 43 44 45 
46 47 48 49 50 51 52 53 54 55 56 57 58 59 60 
61 62 63 64 65 66 67 68 69 70 71 72 73 74 75 
76 77 78 79 80 81 82 83 84 85 86 87 88 89 90 








Here is the new Quick Check Card 


What it is . . . How it works 


®@ Each issue brings you dozens of descriptions of new products, 
new displays, etc., in the "What's New" columns. You get more 
of these in HARDWARE AGE than in any other magazine. 





@ When you want more free information on any of these prod- 
ucts, simply mark a circle around the same number on the post 
card as appears under the individual item description. 


@ Drop the post card in the mail box. No postage is needed. You 
will quickly receive, free, complete details on the product from 
the manufacturer. You may circle as many items as you wish. 
Separate information will be sent you on each item. 


ROOM HH Wy 
RX NAD. 


@ Be sure to give your full name and address on the post card. 
Print or type it clearly. We cannot service post cards with in- 


complete addresses. 
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WALLET CLOSED 









NATIONAL 
HARDWARE WEEK 


SPECIAL! 









K-2 
Retail customer saves $1.05 on this attractive 
TOOL wallet of 4 midget tools. 


WALLET Specially packaged, specially embellished and 
specially priced for National Hardware Week. 
An ideal set for every home owner, home work- 
shopper and hobbyist — as well as for thousands 
of mechanics. 


aN ee Side Cutter with special 
GO BINT Bo rvescvcccissessvsesesee Slip Joint ced PLASTISOL 
ND ivi ccs enssssosscccsccsess Short Chain Nose ) dip handles 


One #US2-1%” Utica Screwdriver — with matching red handle of TENITE I! 


_ ——E 





Special wallet of handsome, durable gray Vinylite folds 
for easy carrying in the pocket. Complete tool wallet 
packaged in “window” box with easel for counter display. 


BRUTE BETO WOE BO oneicceveecccsscccecsovnecscessscoscocoseees $6.70 
Special retail price during National Hardware | 
EE MT vinssectcinianeceioiadecoe See $5.65 | 





SAVING ......... $1.05 J 


Retail price of $5.65 with customary EHH; 
trade discount, on orders received at 


factory in Utica up to April 1, 1953 only. 


WALLET OPEN 


To be advertised in: 

SATURDAY EVENING POST » POPULAR 
MECHANICS * POPULAR SCIENCE K-2 Wallet is packaged in “window™ box 
MECHANIX ILLUSTRATED and elsewhere. with easel for counter display 


Order from your distributor. If he does not have it, order direct, 
givirg us name of distributor through whom you wish to be billed. 









»~ ‘et 








DROP FORGE AND TOOL 
CORPORATION In Canada: ADLAM TOOL & SUPPLY CO., LTD., 
UTICA 4, NEW YORK MONTREAL; WALLS-IRONS, LTD., WINNIPEG 
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Whether playing games or 
selling chisels the hardware 
dealer still chooses a time- 
tested winner rather than 
gamble on a substitute. 


“Shark” Brand Swedish 
Charcoal Steel Chisels, al- 
though often imitated, have 
never been equalled in 
workmanship, steel or per- 
formance. 


So why take chances with 
your customer’s goodwill ? 
Offer them “Shark” Brand 
Swedish Chisels, sold na- 
tionally for over half a 
century. You'll find they’re 
not only dealer’s choice, 
but customer’s choice 

as Well. 














WRITE FOR 
INFORMATION ON 
“SHARK” BRAND 
CHISELS 


ALL PATTERNS 
AND SIZES. 








47 WARREN STREET 


Jerdvik faw f [oo/ NEW YORK 7, N. Y. 


\ Division of Sandvik Steel, Inc } 
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WHAT’S NEW 


sists of 38 Blissware Matched De- 
sign plastic items. Catalog sheets 
available. Blisscraft of Hollywood. 








For more data circle No. 19 on postcard, p. 163 


Copper Cleaner-Polisher 
As a special introductory offer 

during Hardware Week, a 49¢ 

bottle of Copper Brite is given 





free with every purchase of an 89¢ 
size bottle. Special packaging and 
special advertising material is in- 
cluded. Both size bottles are at- 
tractively packed in display box 
which lists No Risk Offer—if not 
satisfied with cleaner return un- 
used 8 oz. bottle for full refund. 
Copper Brite cleans and polishes 
copper, brass and stainless steel 
cookware. Copper Brite, Inc. 


For more data circle No. 20 on postcard, p. 163 


Pruner Pack 


This No. 98 “Try It ’n’ Buy It” 
pruner pack is a Hardware Week 
special. Pack contains 13 Snap-Cut 
pruners in special display-dispenser 
which invites customer to try 





pruner before he buys. Tough 
wooden dowels are provided for the 
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Order from your Wholesaler 


THESE WIZARDS WITH WOOD 
Bring Gold to the door 

Of Teagle & Thompson’s — 
That prosperous store 

































































“There’s gold in them thar cans.” 
thousands of dealers are turning them into 


he carries all three. 


UNITED STATES PLYWOOD CORPORATION 













Yes 


gold by displaying, recommending, selling these 
widely known, widely advertised, widely used 
Wizards with Wood. Ask your wholesaler — 


Dept. 178, 55 West 44th St., New York 36, N. Y. 





Nhe alta til Te shake Te Raa RaatY Koie- ate | 





Largest Selling Wood Glue — 


PLASTIC RESIN ange LUE 


For making things 
or fixing things, 
recommend Weld- 
wood Glue—for all 
wood - to - wood 
: bonds and many 
other us uses. Makes joints stronger than 
the wood itself. Mixes easily with 
water. Stain-free, rot-proof, highly 
water-resistant! For hobbyists, home 
owners, contractors, carpenters! In 
self-selling display cartons! 10c, 15c, 
35c, 65c, 95c; 5 lbs.. 10 Ibs.. 25 lbs. 











Blond or pickled effects call for 


wire FER ZITE 


Recommend WHITE 
Firzite for magical 
woodsy effects on 
hardwood or soft, 
plywood or solid 
lumber. For light 
pastel tones, recom- 
mend WHITE Firzite 
tinted with Colors- 
in-Oil. For soft wood and fir plywood 
paint jobs, recommend WHITE 
Firzite as an undercoat, to help pre- 
vent grain raise or checking. (For soft 
wood or fir plywood stain jobs, recom- 
ment CLEAR Firzite, to tame wild, 
unsightly grain. Over 40 million feet 
of fir plywood sold every week — what 
a market for Firzite!) 








Big demand for natural wood finishes, sells 


SATINLAC 


The big modern style 
trend is for light 
natural wood fin- 
ishes — on furniture, 
wood panelling and 
woodwork, When 
customers ask you 
what to use, you'll 
make friends by re- 
commending SATINLAC. It brings 
out and preserves the natural grain 
and color-beauty of any plywood or 
solid wood. Water-clear Satinlac 
avoids that “built-up” look. Easy to 
brush or spray; dries “dust-free” in 
20 minutes, ready for next coat in 3 
or 4 hours. 


In pints, quarts, gallons. drums. 
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One Source 


for nails, tacks and 
allied items means 
LESS PAPER WORK 
PROMPTER SHIPMENTS 
EASIER TO INVENTORY 
Buy ATLAS 


and have 24,000 items 
SoM d slololt- Mi iaeliik 








Shown here are but a few of the thou- 
sands of fasteners made by ATLAS to 
meet your customers’ needs. One order 
to one wholesaler will keep your bins full 
of fast selling items such as tacks, nails, 
rivets, staples, glazier points and allied 
products. Ask your wholesaler to show 











you how ATLAS “One Source” buying 
can bring you multiple profits. 





ovcee ATLAS |: 


TACK CORPORATION 


FAIRHAVEN, MASS. + 


HENDERSON, KY. 
Maker r 
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pack is 55 pct as he pays only half 
price for the 13th pruner. A 28- 
page book “How to Prune” is avail- 
able to each pruner purchaser. Sey- 
mour Smith & Son, Inc. 


For more data circle No. 21 on postcard, p. 163 


Pocket Knives 


Here is a Bargain Bucket full of 
Jack-Master pocket knives that is 
being offered at a special price for 





Hardware Week. Knives consist of 
a balanced assortment, from the 
small Topsy to the big Sportsmas- 
ter. Packed in an eye-catching 
wood patterned pail suitable for 
counter display, the Bargain Bucket 
is available in 50-piece and 100- 
piece assortments. Bucket has re- 
movable three-color display sign. 
Imperial Knife Associated Cos., Inc. 


For more data circle No. 22 on postcard, p. 163 


Chisel Sets 


New Witherby Warranted No. 75 
and No. 70 chisel sets, manufac- 
tured by Winsted Edge Tool Works, 
Winsted, Conn., come in attractive 
plastic top display box as a Hard- 





ware Week special. Chisels rest on 
gold background which sets off the 
red Tenite II handles. Chisels are 
trip-hammer forged, polished and 
hand honed, and come in 1%-in., 34- 
in. and 1 in. sizes. John H. Graham 
& Co., Ine. 


For more data circle No. 23 on postcard, p. 163 


Rotary Lawn Mowers 


Five new models have been added 
to the Mow-Master rotary lawn 
mower line for 19538. De Luxe No. 
212, shown here, has 21 in. cut and 
2% hp., two-cycle Power-Pak en- 
gine; Special No. 202 has 20 in. 
cut and 24% hp., two-cycle Power- 
Pak engine, or option of 2 hp., four- 
cycle Clinton engine; Model 18 No. 
182 has 18 in. cut and 14% hp., two- 
cycle Power-Pak engine; and low- 
priced Model 16 No. 162 has 16% 
in. cut and 1/3 hp. motor. Engine 
models have low-hung, solid-cast 
chassis with streamlines finished 
in garden colors. Non-kick recoil 
starter has hand grip and is quick 





to start engine. Dual cutting rotary 
blade has air impellers to lift up 
matted grass. Propulsion Engine 
Corp. 


For more data circle No. 24 on postcard, p. 163 


Grass Hook 


This grass hook, Little Giant No. 
6, added to the Nowatoco line has 
a blade of fine cutlery steel hard- 
ened and tempered, and offset to 
protect the knuckles. It is ground 
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FAVORITE 
WYTEFACE 


HANDY WYTEFACE 


KEUFFEL & ESSER CO. 
EST. 1867 





KEUFFEL & ESSER CO. 


EST. 1067 


NEW YORK + HOBOKEN, N. J. 


HARDWARE AGE, FEBRUARY 5, 1953 








The Merit Mark of 


THE GLYNN-JOHNSON NAME 


is your assurance of 


Ch ‘slime Selupacnon/ 





DOME TYPE 
DOOR BUMPER 





SECURITY DOOR HOLDER 





TWO WAY CATCH 


a“ 


p oa af i 
A ~~ <> 





Glynn-Johnson offers a com- 
plete line of Door Holding De- 
vices of the very highest caliber. 
Skillfully designed and sturdily 
constructed, Glynn-Johnson 
products have proved com- 
pletely dependable and highly 
practical in many thousands of 
installations. You can be sure 
that your Glynn-Johnson cus- 
tomers will be... satisfied 
customers. 


DOOR HOLDER 
AND BUMPER 











ORDER FROM YOUR JOBBER 


GLYNN-JOHNSON CORPORATION 


4422 North Ravenswood Avenue . 


170 


Chicago 40, Illinois 

















WHAT'S NEW 


@ For more information 
on these products and 
services use free post 
card on page 163. 





sharp, beveled and highly polished. 
Shank is painted red, and hard- 
wood handle, shaped to fit the hand, 





is black lacquered with gold brand- 
ing. Retail price is $1. North 
Wayne Tool Co. 


For more data circle No. 25 on postcard, p. 163 


Power Lawn Mowers 


Included in a complete new line 
of 1953 Rotomatic power lawn 
mowers, six gasoline and two elec- 
tric models, is Model GSR-19-RW, 
shown here. Retail prices range 
from $54.95, for the 16-in. electric 
model, to $139.95, for the deluxe 
automatic starter 22-in. model. New 
mulching blade plus added engine 
power adapt gasoline - powered 
models to any lawn mowing or 
grass trim job where a lawn mower 





can be maneuvered. Leaf mulcher, 
which attaches to all Rotomatic 
mowers, traps and grinds leaves 
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CAM-PAK 












CHAIN sales are more profitable 
with the Campbell line because it is 
packaged for profit and easier to 





stock, display and sell. 


Campbell is the one source for all 
your chain needs—from dog leads 
to log chain, from tie-out chain to 
sling chains, from sash chain to an- 
chor chain—chain for every need, 


for every purpose. 








Ask your wholesaler or write direct for complete information. 


Chain for everyneed...INDUSTRIAL.,.MARINE.. 


CAMPBELL CHAIN (Comsauy r< 


- FARM... AUTOMOTIVE wwe 


MAIN OFFICE—YORK, PA. «¢ Factories —York, Pa., and West Burlington, lowa 





MAKERS OF FAMOUS CAMPBELL LUG-REINFORCED TIRE CHAINS 
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BRAND 


WIRE NETTING & 


HARDWARE CLOTH § 


Don't lose sales by keeping stock 
out of sight! Put Cortland Brand 
Netting out front where customers 
can see it—and you'll make many 
a "reminder" sale. 


% 
me i 


et pA 





Cortland Brand Wire Netting satisfies customers bécause it's 
extra strong and uniformly woven. It's easy to handle, heavily 
galvanized, gives years of service because it's made from finest 
corrosion-resisting steel. Meets U.S. Department of Commerce 
National Bureau of Standards’ specifications. 


DISPLAY THESE Co¢@cea” BRANDS 


@ HEXAGON POULTRY NETTING 


Finest poultry netting made! Comes in 34”, 1” 
and 2” mesh. 20 gauge wire. Standard widths: 
12” to 72”. Supplied in 150 linear ft. bales. 
Continuous-twist or lock-twist types. Galvan- 
ized before or after weaving. 


@ ANIMAL PEN NETTING Heavy grade 
hexagon netting, galvanized after weaving. In- 
cludes Mink, Fox and Crab Trap Netting. 
Mesh: 34”, 1”, 114”, 2”, 3”. Wire gauges: 14 
to 18. Standard widths: 18” to 72”. Supplied 
in 150 linear ft. rolls. Continuous-twist type. 


@ HARDWARE CLOTH Available in stand- 
ard and heavy grades. Uniformly woven and 
heavily galvanized. Standard widths: 24” to 
48”. Mesh: 2, 3, 4, 8. Supplied in 100 linear 
ft. rolls. All-welded Wire Cloths also available 
in 14”, 34” and 1” mesh. 








Send for Wickwire’s free 
sales kit, containing stream- 
ers and newspaper mats to 
identify your store as Poul- 
try Netting Headquarters! 
Kit also includes advertis- 
ing aids on Wire Screening, 
Nails and Brads. 








WIRE SCREENING 


BRAND 


NAILS & BRADS * WIRE joo. 


WB 
WICKWIRE BROTHERS, INC. — 
CORTLAND, N.Y. 
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Wy ae oa 


before returning them to the turf 
as fine dust. Rewind starter oper- 
ates on the recoil principle and as- 
sures easier, faster starting on 17, 
19 and 22-in. gasoline models. Flip- 
over handle folds back when not in 
use. Electric models are powered 
by 1/3 hp. motor; 1725 rpm for 
16-in. model and 3450 rpm for 18- 
in. model. Monark Silver King, Inc. 


For more data circle No. 26 on rostcard, p. 163 








Lawn Aerator, Cultivator 


Added to the Spike Disc line of 
lawn aerators and cultivators is 
Model 8H, illustrated, which has 





special adjustable yoke and hitch 
designed for quick attachment to 
reel type power lawn mowers. It 
has eight discs, 10-in. in diameter, 
and a spiking width of 16-in. Cata- 
logs pages, envelope stuffers and 
“Lawn Care” booklets are available 
upon request. Product is backed 
by national advertising. Ohio Ma- 
chine Products, Inc. 

For more data circle No. 27 on postcard, p. 163 


Barbecue Brazier 


Here is a _ barbecue brazier, 
called Fire Bowl, that has a black 
wrought-iron finish and a 22 in. 
diameter heavy-gage stamped steel 
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Its BEAUTY Catches The Eye... 


Its VALUE Clinches The Sale 


The Wilton SHOP KING looks like a lot of vise, and it is. 
A foremost industrial designer has given it trim, clean 
lines that catch the eye, stop the shopper and start the 
sale. A close-up look at such features as the removable 
pipe jaws that cannot drop out accidentally, and the 
heavier body confirm the obvious quality of this 
WILTON-BUILT combination pipe and bench vise. The 
sales clincher is the extra value in the SHOP KING. 
It gives the customer more for his money than any other 
vise. Add the SHOP KING to your line and get the 
edge on competition. 
MOST COMPLETE SIZE RANGE—NEW LOW PRICES 
Se ee 


633 3” 3%" 14 $ 8.90 


6334 3” 18 7.80 
634 4” 30 13.00 


635L 5” 34 16.50 
__ 635 i Tees 44 26.00 __ 


Prices slightly higher in Far West and South 


Ask Your Distributor for Details, or Write 


WILTON TOOL MFG. CO. 


925 WRIGHTWOOD AVENUE . CHICAGO 14, ILLINOIS 


SHOP KING FEATURES 
1 HEAVIER BODY FOR GREATER STRENGTH 


Heavier, size for size, than other major brands. 


2 REMOVABLE PIPE JAWS 
Cannot drop out accidentally. 

3 LARGE CONVENIENT ANVIL 
Brightly polished. 

4 ENCLOSED SPINDLE 
Exclusive, advanced body design covers and pro- 
tects spindle. 

5 REMOVABLE HARDENED STEEL JAWS 
Easily replaceable. 


6 POSITIVE LOCKING SWIVEL BASE 
Rotates 200°. Convenient handle control. 


7 HARDENED STEEL CUT-OFF TOOL 


8 ACCURATELY MACHINED SPINDLE 
Cut with precision Acme thread. Smooth and power- 
ful in action. 
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WHAT'S NEW 








@ For more information on these products and services 
use free post card on page 163. 


bowl which rests securely on a 
strong steel tripod. Bowl lifts off 
easily for carrying and emptying, 
and tripod is collapsible for easy 
portability and storage. Bowl is 6 
in. deep and is table height. Heavy 
nickle-plated wire grill has %4-in. 
spaced wire on 370 sq in. of cook- 
ing surface. Deluxe model, with 
spit and positive four-position ro- 
tary locking device for even cook- 
ing on all sides of meat, is also 
available. Mell-Hoffman Mfg. Co. 


For more data circle No. 28 on postcard, p. 163 


Rose Duster 


Added to the Mystikil line of in- 
secticides and rodenticides is this 
rose duster for dusting roses and 
other garden plants. It comes ready 
to use, it refillable and mailable. 
By squeezing rubber tip of con- 
tainer only plants and desired plant 
parts can be dusted, since spray 
can be controlled by user. Active 
ingredients are lindane, DDT, di- 
thane and sulphur. Retail price is 
89¢. Also available is ant and 





roach duster, 49¢; Curex flea dus- 
ter for cats and dogs, 49¢; mouse 
duster, 59¢. Lethelin Products Co., 
Ine. 


For more data circle No. 29 on postcard, p. 163 


Electric Grass Trimmer 


This electric grass trimmer, 
called Lectro-Ejer, trims shaggy 
grass edges in places difficult to 
reach with a mower. Weighing 2 
Ib., 14 0z., it is fully protected by 
a sturdy steel housing and a strong 


174 





shield keeps grass stubs from sting- 
ing hands. It has 115-volt, 1/20 
hp. motor, 5000 rpm, and can be 
used with AC or DC current. It 
also has a cooling fan and requires 
ne lubrication. High spzed ball 
bearings are permanently lubri- 
cated and sealed. Handle is of non- 
breakable Tenite plastic with Cut- 
ler-Hammer slide switch. Brown 
Mfg. Co. 


For more data circle No. 30 on postcard, p. 163 


Rotary Power Mower 


Called Lawn Boy, this rotary 
power mower has an engine de- 
signed exclusively for a lawn 
mower. The 2 hp. Iron Horse en- 
gine cuts up to %-in. from walls, 
and has no gears, belts or chains. 
Staggered wheel arrangement on 
this 18 in. model and new roller de- 
sign on larger models _ prevent 
mower from scalping or digging 
into uneven surfaces when going 
over humps or up terraces. It has 
tempered steel cutting blade, com- 





pletely guarded, which cuts grass 
or thick weeds regardless of height. 
Of all-aluminum construction, it 
weighs 35 lb. Also available in 21 
and 22 in. models, with four-cycle 
and two-cycle engines, respectively. 
R P M Mfg. Co. 


For more data circle No. 31 on postcard, p. 163 


Lawn Rake 


Specially designed anchor plate 
to hold base of teeth is welded in- 
side the socket of this lawn rake, 
called Speedrake. Socket is also 
channeled to securely hold double 
spring supporting the center brace. 
Teeth pass freely through slots in 
brace, which allows spring action in 
entire length of teeth. Teeth are 
of hardened, tempered spring steel, 
turned down and set to a straight 
line across the tip in order to con- 


“* | 


“\ 


Af f 





tact the ground with uniform pres- 
sure. Available in 18 and 24-tooth 
sizes. Union Fork & Hoe Co. 


For more data circle No. 32 on postcard, p. 163 


Putty Knives, Scrapers 


Three different assortments of 
Blue Diamond putty knives and 
scrapers are priced to give dealers 
66-2/3 pet mark-up on cost. Each 
assortment comes with a free hard- 
wood sales merchandiser. No. 703 
display contains 4 doz. items, costs 
the dealer $20.16, and has a retail 
value of $33.60. No. 203 display in- 
cludes 4% doz. items, costs the deal- 
er $27.25, and has a retail value of 
$45.40. No. 903 display includes a 
variety of other tools in addition to 
the Blue Diamond line. Hyde Mfg. 
Co. 


For more data circle No. 33 on postcard, p. 163 


Dishwashers 

Six new 1953 dishwasher models 
have double detergent dispenser, 
which automatically injects deter- 
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HERE’S HOW YOU CAN CASH IN 
ON DOW’S TREMENDOUS SPRING 

PROMOTIONAL PLAN FOR PLASTICS! 


° | - a , 
Stock and display sryRON HOUSEWARES 1 matched 





tion work for you. Send for your free kit—containing 
window and counter display cards in full color—counter 
card reprints of the advertising in Life, Woman's Home 
Companion and Good Housekeeping and the 13th Styron 
Housewares Buyers’ Checklist. Be ready to supply the 
THE DOW CHEMICAL COMPANY, 


Here is your opportunity to help yourself to bigger, faster 
sales of plastics housewares made of Styron®. Join in 
Dow’s national promotion and show your customers how 
to accent their color themes with matched kitchen acces- 
sories in exciting, exclusive Styron-Tone colors. 

demand. Order now . . . 


is r D 0 7 od sets prominently with } ‘capige! 
Rey aang ae > agen ' Plastics Department, Midland, Michigan. 


Dow’s point-of-sale material . . . and make the big promo- 


you can depend on DOW PLASTICS 
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$£0 PACKS 
BIGGER PROFITS 


INTO 


Gummer Selling ‘7 








@ NEW 5-YEAR GUARANTEE. Un- 
conditional guarantee against 
electrical and mechanical defects 
on all deluxe models. 

NEW IMPROVED MOTOR EFFI- 

CIENCIES. Absolutely no radio, 

TV interference. 

OSCILLATING MECHANISMS 

TOTALLY ENCLOSED. All gears 

and works permanently pro- 

tected. 

@ NEW MODERN STYLING IN 
COOL BLUE-GREY FINISH. Im- 
proved guard and distinctive 
plastic nameplate. 
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THERE’S NO TRICK to making fan sales your big volume 
business this summer. Just cash in on Fasco’s built-in buy 
appeal. Every model offers more features and greater value, 
regardless of price. Precision engineering, rugged construction 
and outstanding performance of all Fasco fans guarantee 
your customers more for the money. They sell for less— 
that means volume! Yet, margins are higher for even 
greater profits. Clinch more sales—satisfy more customers. 
Stock Fasco right now...there’s no finer name in fans. 











FASCO FAN FEATURES SELL ON SIGHT 


@ ALL ALUMINUM BLADES. De- 


sign and pitch balanced to motor 
out-put for maximum air deliv- 
ery, quieter operation. 


3-SPEED CONTROLS. All de- 
luxe models feature complete 
control of air delivery. 


COMPLETE RANGE OF MODELS. 
10 and 12-inch standard oscil- 
lators, 12 and 16-inch deluxe 
oscillators, 16-inch pedestal os- 
cillator, and 12-inch floor fan. 


Get all the facts on the complete 
Fasco line. Write today. 




















1523 AUGUSTA STREET 


ROCHESTER 2, 
NEW YORK 





WHAT'S NEW 


gent into two consecutive washing 
cycles, and telescoping plastic-coated 
dishracks that are reversible and 
removable. New Phantom Drain 
eliminates special valves and drain 
water controls, and food screen 
around water impeller prevents re- 








circulation of food particles and 
speeds draining time. Improved 
soap dishes have disappearing 
doors. Machines have a cycle which 
includes a 45-second spray, two five- 
minute washes with detergent, two 
one-minute rinses with clear water, 
and then a 30-minute drying period. 
Hotpoint Co. 


For more data circle No. 34 on postcard, p. 163 


Adjustable Holding Device 


Here is a portable, rapid setting, 
adjustable holding device with a 
jaw height of 134 in. and maximum 
jaw opening of 3% in. It weighs 
10 lb., is 13% in. long and 8 in. 
wide. It has machine ground top, 
bottom and holding side working 
surfaces. It can be used for drill- 
ing, tapping, milling and similar 
operations, and has variable hold- 
ing pressure by varying angle of 
handle when clamping. It is priced 
at $14.75. Tech-Clamp Co., Inc. 





For more data circle No. 35 on postcard, p. 163 
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One-Cup Coffee Makers 


These one-cup coffee makers in 
the Aveeco line brew coffee right in 
the cup and to suit the individual 
taste. Available in polished silver- 
tone aluminum, copper color ano- 
dized aluminum, and heavy brass 
chromium plated, they have handles 
and protruding tabs to hold spoon. 
Boiling water and drip grind coffee 
are placed in drip top, after coffee 


is brewed cover is removed and used 
as a coaster. Top also fits almost 
any size cup. Individually boxed, 
they retail from $1.25, for the sil- 
vertone polished aluminum model, 
to $3.98, for the heavy brass chrome 
plated model. Alexander van Veen 
Co. 

For more data circle No. 36 on postcard, p. 163 


Flameware Line 


This Pyrex tempered Flameware 
line consists of a teapot, percolator, 
saucepan and double boiler. De- 
signed with broad, stable bases, the 
items are strong and long-lasting. 
They have lock-on covers for safe 
pouring, easy-grip knobs, and han- 
dles with hang-up rings. The set 
retails for $9.80. Individually the 
six-cup teapot sells for $1.95; four- 
cup percolator, $2.45; six-cup per- 
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National Ads 
are bringing the 
“Leader” to the at- 
tention of millions 
of consumers—and 
directing them to 
your store. 


OE 


Vg |e \ la 
OY OUP 


When your customer wants the steel measuring tape that will 
last longest and give him the best service, sell him the 
Chrome Clad Lufkin “Leader”—the quality leader in the 

steel tape field. 








The line in the “Leader” is extra strong because 
it is made of the finest tape steel further 
strengthened by multiple electroplatings. 
The result is the most durable line— 
all metal—rust and corrosion proof — 
with a hard metal surface that will 
not crack, chip, or peel. Figures 
and graduations are bonded to 
the steel line and won't wear off 
as they do on soft-coated tapes. 
Markings stand out sharp and 
clear on the chrome-white surface. 







Rust-resistant welded case of heavy 
steel is covered with tough maroon- 
colored vinyl for extra long life. 


EASY TO READ 
MARKINGS 


THAT ARE DURABLE 





TAPES © RULES ® PRECISION TOOLS 


SELL (UF KI. 


THE LUFKIN RULE CO., SAGINAW, MICHIGAN 
132-138 Lafayette St., New York City + Barrie, Ontario 208 
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RUGG 
POWER 
MOWERS 


Rotary and Reel 
° 
There’s no lawn 

too small for 
RUGG-mobility. 


Mowers for the millions who want power 
and pertormance at their price! 
Lightweight, equipped with 2-position 
clutch . . . can be throttled up 

or down to any walking speed. 

Easy starting, cleaner cutting, 

with high “grass per 

gallon” performance. 


iit ine 


sane NAAT AOS 


PY 


SPECIFICATIONS 


SUBURBANITE 21”: 1.5 h.p., 4-cycle engine @ 21” 
cutting width e '” to 2” cutting height @ spring 
loaded clutch for automatic re-clutch and permanent 
de-clutch @ crucible steel knife blade @ ‘‘Floating 
handle,"’ vibration-free. 

SUBURBANITE 18”: same as above except 1 h.p. 
engine and 18” cutting width. 


Mulches as it mows. Unique new principle 
throws grass cuttings forward for 
re-cutting to eliminate windrows and raking. 
Weighs only 36 pounds. Easily 
maneuverable on short wheel base. 
Safety-slip clutch stops blade instantly. 
Sucks up weeds and crab-grass seed stems. 


SPECIFICATIONS 
ROTO-RUGG 18”: 1.3 h.p., 2-cycle en- R O-RUGG 


gine with direct drive e 18” cutting 
width e %” to 3” cutting height e 18 
crucible alloy steel cutting blade, 21/2” 

wide @ blade pitched to create upward 

suction @ safety-slip disc clutch pre- 

vents breakage e ‘‘Floating handle’’ 

vibration-free. 


WOR sy y 








WHAT’S NEW 





colator, $2.95; nine-cup percolator, 
$3.45; 1-qt. saucepan, $1.95; 1%-at. 
Saucepan, $2.25; 2-qt. saucepan, 
$2.45; 14-qt. double boiler, $2.45. 
Corning Glass Works. 


For more data circle No. 37 on postcard, p. 163 


Household Broom 


Consisting of wood handle, metal 
head stamping and resilient plastic 
Electrene bristles, this household 


broom comes in assorted kitchen 
colors. Called Dura-Broom, it has 
straight-grained handle that is 
three-coat painted and _ double 
riveted into annodized matching 
metal head. Bristles are staple-set 
in impact resistant plastic block en- 
cased into metal head and come in 
matching colors. Retail, $2.39. 
Modglin Co., Inc. 


For more data circle No. 38 on postcard, p. 163 


Hand-Tooled Gun Case 


Added to the 5-Star line of gun 
cases is this hand-tooled model take- 
down case. It has a heavy wool pile 
lining and comes in three styles 
with border as illustrated. It has an 
attractive hand-tooled wild-life de- 
sign on one side or can be had with 
the design on both sides. A lower 
priced take-down case of heavy 
weight canvas with a wool blanket 
lining has also been added to the 
line. Boyt Co. 


For more data circle No. 39 on postcard, p. 163 
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Wall Dispenser 

Waxed paper or foil and paper 
toweling can be kept handy in this 
combination wall dispenser. Molded 
of polystyrene plastic, it matches 
other Lustro-Ware kitchen’ en- 








semble units in the line. It accom- 
modates any standard width paper 
or foil and is easily loaded. Sharp 
perforated cutting edge tears waxed 
paper perfectly every time. Paper 
toweling is always easy to grasp, 
never slips back after tearing. 
Mounts to wall with four screws 
provided, or can be used on counter 
top or shelf. Suggested retail price 
is $2.49. Columbus Plastic Prod- 
ucts, Ine. 


For more data circle No. 40 on postcard, p. 163 


Rubber Door Mat 


Called the Kleen-Ezy, this all rub- 
ber door mat has dozens of live 
rubber fins that wipe shoes dry with 
a “windshield wiper” action. It has 
no pockets or fibers to trap dirt and 
water, and sweeps clean in seconds, 


S 


requiring no shaking or pounding. 
Mat is 28 in. wide. Gates Rubber 
Co. 


For more data circle No. 41 on postcard, p. 163 


Wedge-Vise 


Designed to hold any object with 
a vise-like grip without marring, 
including wood, metal and _ plastics, 
this wedge-vise will hold paper- 
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RUGG 
HAND 
MOWERS 


At a Price for All 
* 
There’s no price 
you can't meet. 





romney oe 





The aristocrat of hand mowers! Never 
before a mower with so many exclusive 
selling features. Set it high, set it low 
by fingertip adjustment, the fixed per- 
fect cutting angle never varies as cutting 
height is changed. Aluminum alloy parts 
for lightweight strength. It’s truly the 
most deluxe, most perfect performing 
mower on the market today. 


SPECIFICATIONS 


The HI-LO-MATIC: Reel 6”, 5-knife blade double 
riveted to steel spiders @ yoke contains entire 
cutting mechanism, raises and lowers vertically 
@ completely enclosed wheels, 101” diameter 


@eeeoeee2ee@&@@®@ «6 cutting width 17” © cutting range %” to 


2%” @ semi-pneumatic balloon tires @ 
sectional roller. 


Typical of a complete line of RUGGed 
hand mowers, realistically priced to appeal 
to all your customers. Each is precision 
built with exclusive RUGG features to in- 
sure years of trouble-free mowing. Each 
has full profit margins and “sell up” fea- 
tures to increase your profit opportunity. 

SPECIFICATIONS 

The E-Z WHEEL: Reel 6” @ 5-knife blade 

10” wheels e@ semi-pneumatic baloon tires @ 


hardened spring steel bottom knife % cutting 
range %” to 1%”. owet 


OTHER Ry 
G 
The nd 
AIR-WHee,. 


pula, : 
ting win Pie. C 
tin Width 16” ut. 
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WHAT'S NEW 








@ For more information on these products and services 
use free post card on page 163. 


thin pieces and those up to 214 in. 
The more pressure applied, the 
tighter it will hold. Made of sturdy 
steel, cadmium plated for dur- 
ability, it is easily mounted on 





bench or wood. Individually boxed, 
it retails for $1.50. Belruss Mfg., 
Ine. 

For more data circle No. 42 on postcard, p. 163 


Travel Iron 


Added to the Universal line, this 
light weight travel iron packs into 
an attractive plastic case shaped to 
fit into luggage without crowding. 
Polished steel soleplate is 21 sq. in. 
and the heating element is mounted 
in recess, close to bottom of sole- 
plate for fast heating. Indicator 
dial, etched and painted in bright 
metal, registers degrees of heat. 
Molded red plastic handle locks in 
ironing position and folds for carry- 
ing by pressing release button. 
Body of iron is finished in highly 





180 


polished chromium plate on steel 
shell. With detachable 6 ft. cord, 
it retails for $9.95. Landers, Frary 
& Clark. 


For more data circle No. 43 on postcard, p. 163 


Electric Clocks 


Here is a new electric kitchen 
clock, called Carousel, with hands 
encased in a shatterproof dial in 
the center of the clock and ringed 
with raised numerals, %4-in. high. 
Available in red, yellow or white, 
it has a suggested retail price of 
$6.95. An electric alarm clock, 
called New Cue, has luminous hands 





and hour dots. Styled in ivory plas- 
tic with a black face, it also has a 
suggested retail price of $6.95. 
General Electric Co. 

For more data circle No. 44 on postcard, p. 163 


Bait Casting Rod 


Added to the Magicglas line, this 
bait casting rod has a new chuck 
handle and a clear tapered tip made 
with 100 pct chromed fibers. Tip 
also has three chromed stainless 
steel guides and reinforced chromed 
tip top. Guides are wound with 
orange triple twist nylon with dec- 
orative windings. Chuck lock double 
offset detachable handle is polished 
and has polished aluminum chuckcap 
and palm shaped grip of solid cork. 
Called model No. 72, it comes in 
lengths from 8 to 5 ft., and retails 
for $3.95. Southwester Co. 


For more data circle No. 45 on postcard, p. 163 


Screw Type Snow Plow 


This rotary screw type snow 
plow, with 2% hp. motor, facili- 
tates removal of large quantities 
of snow from drives, sidewalks, ete. 
Called the Sno-Master, it has chain- 
equipped wheels that are power 
driven, and traction necessary to 
remove up to 2 ft. of snow. Sturdy 
rotating screw in front forces snow 
into %£-in. revolving steel blades 
which throw it to the side. De- 
flector is adjustable to direct snow 
to right or left and to control dis- 
tribution. Snow can be thrown 25 





ft. and be distributed to avoid for- 
mation of high banks. Motor and 
power take-off belts in rear of unit 
are protected by sturdy steel shield. 
Bready Tractor & Implement Co 


For more data circle No. 46 on postcard, p. 163 


Automatic Pulley Clutch 


Designed for use with gasoline 
engines on powered lawn mowers, 
garden tractors, motor scooters, 
etc., this variable pitch pulley clutch 
automatically tightens the belt as 
the throttle is opened, releases it 
when the engine is idling, and op- 
erates equally well in either direc- 
tion of rotation. It engages at a 
smaller diameter than when driv- 
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A New Way to Increase 
Hardware Store Traffic and Profits 


More hardware dealers are selling greeting cards in their stores to build profit- 
able store traffic. National Card Co. can show you how... . 


Greeting Card buyers are the same people 
who purchase a wide variety of electric house- 
wares, hand and power tools and other hard- 
ware store lines for gifts for important occa- 
sions. They will buy more if you offer greeting 
cards. 


National greeting cards will attract trade each 
day of the year. Many people visiting your 
store to get greeting cards will buy other items 
on impulse—including some of your higher 
priced merchandise. 


If you are not already carrying the National 
Card Line, here is our special introductory 
offer : 








Let your free silent space saving salesman make 


100% profit for you. 


@ Display Cabinets 
(Choice of 6 Models) 
Mounted Samples 


al * 
@ Beautiful Hand Fabricated 
“Glowing Fluorescent" Lucite 


Window Signs 








Full 
Profit 


No Hidden 
. Charges 


Mark 
Up 


You owe it to yourself to find out how you 
can increase your store traffic and profits. 


100% 





SEND FOR FURTHER INFORMATION NOW 


Clip and Mail this Coupon Now to: 





: National Card Co., Dept. HA2 ; 
. 114 Wooster St., New York 12, N. Y. H 
8 [J Without obligation, | would like further information as 4 
a to how Greeting Cards can increase my hardware and : 
. household appliance business. ‘ 

4 different size cabinets to fit your store, 8 inches to 4 feet wide. : oO Without obligation, please have representative call. 
; | Re eee, ree . 

NATIONAL CARD CO., Dept. HA2 ; RS. 5 op.ak iw deateedncdcnebesecber reese ; 
. | 
1 ' 
LB 


eee Sree 


eeeeeeeeseeeeseseessssseesesssssesesen! 


114 Wooster St., New York 12, N. Y. 
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New joint of sale Punch 


for a BIG Spring Business! 
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RUBBER AND PLASTIC 


LAWN HOSE 


Packaged and designed to sell 
itself! 

Be prepared for a good spring 
hose business with Quaker’s com- 
plete 1953 line. Every length 
guaranteed, neatly coiled and 
firmly mounted on a display card. 
There’s attractive plastic or sturdy 
rubber hose in assorted colors and 
sizes ... whatever your customers 
want. Don’t miss it. 


ot 
fev) 

fy Get your share of the SPRING SALES... 

Os Call your Quaker distributor or write us NOW! 


QUAKER RUBBER CORPORATION 


Division of H. K. Porter Company, Inc., Phila. 24, Pa. 
Branches in principal cities 





WHAT'S NEW 


| ing, so it operates as a combination 
clutch and automatic transmission. 
It comes in sizes for 1%, %, %4 and 
l-in. drive shafts. V-Plex Clutch 
Div., Light Inspection Car Works. 





For more data circle No. 47 on postcard, p. 163 


. 


Dish Drainer 


Added to the Rubbermaid line of 
housewares is this dish drainer 
which is designed to increase dish 


iO, is adh eam 





and glassware drying space while 
it simplifies drying and storage 
of silverware. Portable silverware 
plastic cup can be attached to any 
side, exterior or interior, and gives 
more storage space inside the 
drainer for flat dishware. Made of 
special wire frame with color-fast 
cushioning compound that is resis- 
tant to soap, abrasives and food 
acids, its suggested retail price is 
$2.79, in red, white, blue, yellow 
and green. Wooster Rubber Co. 


For more data circle No. 48 on postcard, p. 163 


Wood Fasteners 


Modification in the design of 
Chevrons wood fasteners permits 


CHEVRONS JOINT WITH JOINT WITH 
wood CHEVRONS CHEVRONS 
FASTENER FLUSH COUNTERSUNK 
{Slots filled 
with putty) 

















HARDWARE AGE, FEBRUARY 5, 1953 











y¢ 
SP 
Pi 


Ever 
mod 
satis 
part 
feat 
to 2! 


Nati 
stati 





HARDWAF 








1 combination 
transmission. 
2, Yg, 34 and 
-Plex Clutch 
. Car Works. 


mn postcard, p. 163 


‘maid line of 
lish drainer 
ncrease dish 





space while 
nd storage 
silverware 
hed to any 
*, and gives 
inside the 
e. Made of 
1 color-fast 
at is resis- 
and food 
1il price is 
lue, yellow 
»ber Co. 


osteard, p. 163 


design of 
rs permits 


JOINT WITH 

CHEVRONS 
INK 

(Stets filled 

with putty) 














YOU CAN’T LOSE POWER LAWN MOWER 
SALES WITH PINCOR'S NEW 1953 LINE 
PACKED WITH EXCLUSIVE FEATURES! 





Every prospect buys when it’s a Pincor, for with Pincor the price, design, 
modern features and variety of sizes adds up to complete customer 
satisfaction. So pin down each customer—show him Pincor had his 
particular needs in mind when they built into their mowers the exclusive 
features of Self Sharpening Blades, ‘‘Guide Easy’’ multi-grip handles, 1/2” 
to 21/," cutting heights and many other outstonding advantages for 1953. 


Nationally advertised—and complete Pincor-ftrained service 

















21” sta 
PINCOR NDARD 
Gas Engine 
1.6 Hp. 
4 cycle 





21” DELUXE 


6 





stations throughout the U.S. Featuring 
Ps recoil Starter, 
pap on V-belt and chain 
021” 5 : 
PINCOR P-22 2p. supreme 










The finest made 
Pincor Gas Engine 
2 H.P., 4 cycle. 
Built-in self 
sharpening. 
Also 20” Super 
2 H.P., 
4 cycle. 


WERS 
HAND MOM ~ 
A-16 and 6-1 6 P 
precision built 
All steel frame 


— 


popular on 
step UP prices 












































Write for 
new complete catalog 
and price sheets today. 


ALSO POWER TOOLS AVAILABLE 
© ¥%," drills © saw attachment 
© drill kits ® power saws 





Pioneer G 
44 West Dick 
Export Address: = 








a path 
wide. Re 
snow vp to 
24" deeP- 






moves 


1953 


HARDWARE AGE, FEBRUARY 5. 


Manufactured b 


ens Ave 


y 


Che °rporation 
“ ‘cago 39, Mlinois 
, New York 7. N. y 







183 








ce 





As New as the New Year! 


Here’s your “‘leading toy’’ for ’53 
new Model BUCKET LOADER 


the newest Barber-Greene machine! 


the completely 
authorized working model of 


Built to highest quality standards, with many new 
mechanical features, the Model BUCKET LOADER looks 
and works just like the big machine. Its “spirals” force sand 
and dirt into piles for loading. Chain-driven buckets bite into 
the piles, shoot swiftly up to the conveyor belt which takes 
the loads and dumps them. Bucket-chain and conveyor belt 
are crank-controlled. Loading unit lowers for digging, raises 
for road clearance in travel. Front wheels steer. In active 


detail, this exciting new Model Toy is operationally perfect. 


The new Model BUCKET LOADER will be on display 
at the Toy Fair, and will be featured in national advertising 
throughout the year. Millions will be reading about this toy, 
and they’ll be looking for it. , 


Plan now to boost toy sales in 1953 with the new 


Model Toys BUCKET LOADER! 





nion toy for the 


Truck and Model 


Another com, 
Model Eucli 
Heiliner—can easily be sold in 
combination with them. Heavy 
gauge steel. 22” long, 12” high, 
weighs 10 Ibs. Outlasts other 
toys 3 to 1. Fair Trade Price — 
$18.95, 11 Western States — 
$19.75. 





THE CHAS. WM. DOEPKE 
MANUFACTURING CO., Inc. 
ROSSMOYNE, ONIO, U.S A. 
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WHAT’S NEW 





@ For more information 
on these products and 
services use free post 
card on page 163. 


them to be countersunk instantly 
and uniformly to the correct depth 
with a simple, inexpensive counter- 
sinking tool. Then wood filler or 
putty conceals fasteners and pre- 
vents rust. Fasteners are made of 
hard steel, 34-in. deep, suitable for 
use in hard and soft woods up to 
214 in. thick. Countersink consists 
of hard wood handle with hardened 
steel impeller having same contour 
as fastener. Fasteners retail for 
30¢ per box of 30; countersink for 
25¢. E. B. Packard Co., Ine. 


For more data circle No. 49 on postcard, p. 163 


Electric Calendar Clock 


This automatic electric calendar 
clock, called Calchron, is self-start- 
ing and gives month, date and hour 
Model No. 975, it comes in walnut. 
ebony and ivory. Clock is 4 in. high, 





734 in. wide, 4 in. deep, and weighs 
3 lb. Retail prices are $14.95 each 
for the walnut and ebony models, 
and $15.95 for the ivory number 
Pennwood Numechron Co. 

For more data circle No. 50 on postcard, p. 163 


Non-Liquid Rug Cleaner 


Called Deterg-ene, this non-liquid 
rug cleaner is a dustless powder 
that will remove 76 different kinds 
of spots. It contains no danger- 
ous chlorinated solvents. It cleans 
like a shampoo, a dry cleaner that 
leaves no rings or odors. It comes 
packed in a metal container in two 


HARDWARE AGE, FEBRUARY 5, 1953 








sizes ;- she 
$1.98 and 
gal. can si 
used to r 





brush ret 
sets of b 
of rugs. 


For more da 


Portab 


Two n 
Thriftee | 
to that 
space he 
watts, an 
tain an a 
trol wh 
and main 
ture bet 
have one 
automati 
off. Attr 





display 

every th 
tional di 
kel Elec 


For more | 


Alumi 
This 
designe 
of food: 
also set 


HARDV 





ormation 
ucts and 
ree post 
63. 





ik instantly 
orrect depth 
ive counter- 
od filler or 
‘'s and pre- 
are made of 
suitable for 
7oods up to 
ink consists 
th hardened 
me contour 
_ retail for 
tersink for 
, Ine. 


ostcard, p. 1463 


Clock 


c calendar 
self-start- 
» and hour 
in walnut. 
4 in. high, 





d weighs 
.95 each 

models, 
number 


ard, p. 163 


ier 

n-liquid 
powder 
t kinds 
Janger- 
; Cleans 
er that 
; comes 
in two 


3, 1953 





sizes;- shaker top can retails for 
$1.98 and cleans 150-175 sq. ft., 1 
gal. can sells for $3.79 and can be 
used to refill small size. Applier 





E ¥% 
Figs tiie Hi y & bvaal aria) a eet B 


brush retails for $1.09 and has two 
sets of bristles for different kinds 
of rugs. Von Schrader Mfg. Co. 


For more data circle No. 51 on postcard, p. 163 


Portable Space Heaters 


Two new Heetaire series, called 
Thriftee Heetaires, have been added 
to that line of electric portable 
space heaters. The L147T, 1320 
watts, and L148T, 1650 watts, con- 
tain an automatic thermostatic con- 
trol which produces, distributes 
and maintains any desired tempera- 
ture between 40° and 80° F. They 
have one simple control dial which 
automatically turns heater on and 
off. Attractive window and counter 





display will be shipped free with 
every three heaters ordered. Addi- 
tional displays cost 75¢ each. Mar- 
kel Electric Products, Inc. 


For more data circle No. 52 on postcard, p. 163 


Aluminum Blancher 


This Mirro aluminum blancher is 
designed for large volume blanching 
of foods for freezing or canning. It 
also serves as a spaghetti or maca- 
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The famous cow in the nursery rhyme 
needed the right spring for her fabulous 
jump over the moon. 

A spring like that is even beyond the 
capacity of Wickwire. But—Wickwire does 
make springs to meet every other special- 
ized need...any size, shape or design. If 
you have a special spring problem, let our 
engineers give it the benefit of their long 
and specialized experience. Write for free 
copy of our booklet S-500 entitled “Springs 
and Formed Wires.” Address your request 
to Sales and Engineering, 2 New Bond 


Street, Worcester, Mass. 


THE COLORADO FUEL AND IRON CORPORATION—Denver, Colorado 

THE CALIFORNIA WIRE CLOTH CORPORATION—Oakland, California 

WICKWIRE SPENCER STEEL DIVISION—Attanta * Boston * Buffalo 
Chicago * Detroit * New York * Philadelphia 


WICKWIRE SPRINGS 


AND FORMED WIRES 


AN 
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GRASS & WEEDS 





Here's the slickest tool you ever did see or use 
for cutting grass or weeds. Not only will your 
customers go for it, but we'll bet your first sale 
will be to yourself. 


The "Swing Clip" with its “golf club" balance 


and feel makes it a snap to use. Better still, it's 
38" long and eliminates tiresome bending. 






CAN'T Loos 
FREEZE T9 THE BOL r 





You can sell this money-maker for $1.50 and 
make a good profit. Extra profits are yours on 
sharpening and extra blades. Silent salesman 
display case with every dozen ordered. Con- 
sumer folders available at no cost. 









Don't miss a sure bet, order your Swing Clips 
from your wholesaler today. Also, write us for 
FREE colorful catalog of complete line. 






EASILY DETACH 
ED 
FOR SHARPENING 











FREE SHIRT 


Mr. Westlake of Westiake Hardware, Kansas City, 
Kansas, there is a FREE famous Hathaway Shirt wait- 


ing for you. Tell us your shirt size. Write today! 


NORTH WAYNE TOOL CO. 


OAKLAND 1, MAINE 








withe lhe 
“Tom Thumb" 


PORTABLE PIPE THREADER 


@ Note some of the jobs this No. 582 “TOM THUMB” machine can 
do for you: Ream, thread and cut-off in one 50-minute hour: 78 pieces 
of 42” pipe; or 64 pieces of 1” pipe; or 50 pieces of 2” pipe. Also, 
without using a nipple chuck, you can thread both ends of nipples as 
short as 342” in the 2” size. 

The Oster No. 582 “TOM THUMB” is the most advanced portable 
pipe threading machine you can buy. It’s a real time and cost saver 
for your business! . 


Send for Free Catalog Information! 





THE OSTER MFG.CO. 2028 cost 61st St, Cleveland 3, Ohio, U.S.A 
L) Rush copy of catalog bulletin on No. 582 “TOM THUMB.” 
Pay [-] Rush names of Oster Distributor in our area. 
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WHAT’S NEW 


roni cooker. Inset is utility colander 
and bottom utensil can be used as 
6-qt. covered pot for general cook- 
ing purposes. Features include pol- 








ished cover, inset and bottom sec- 
tion; quick-heat bottom with satin 
finish; sturdy side handles on inset 
and bottom section; and replaceable 
plastic cover knob. Retail price is 
$4.95. Aluminum Goods Mfg. Co. 


For more data circle No. 53 on postcard, p. 163 


Battery Adapter 


This battery adapter is the latest 
improvement of the battery-type 
electric fence controller. Made of 
steel, it provides complete protec- 
tion for any standard 6-volt hot- 
shot battery, or four dry cells, used 
to charge up to 15 miles of fence 
with the Shox-Stok Model D Con- 
troller. Controller fits snugly over 
top of battery adapter, and a handle 





is convenient for carrying or 
mounting the complete assembly on 
a fence post. Retails for $3.95. 
Shox-Stok, Inc. 


For more data circle No. 54 on postcard, p. 163 


(Resume reading on page 13) 
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TO HELP YOU SELL 


New Displays and Other 





Dealer Sales Helps 





(Continued from page 13) 


nants stress design features and 
consumer benefits of the product. 
Delivered knocked down in a flat 
box, display can be set up in a few 





seconds. Coffee-Perk is placed on 
base and an arrow points to the 
“temp-timer,” an outstanding sales 
feature. Display is free with pur- 
chase of three Coffee-Perks. Arvin | 
Industries, Inc. 

For more data circle No. 55 on postcard, p. 163 


> Inside and out, the three outstanding 
lines by Metal Industries have everything 
| your customers want—styling . . . finish 
. design and construction advantages 
. variety of liners ... a price line for 
| every demand! Each a leading seller for 
years, each priced for profit, too. Note 
especially the famous Sportsmaster, with 
the exclusive, double-coat, white, porcelain- 
enameled, steel liner—the de luxe line of 
the year! Gives maximum discounts and 
profitable price-maintained plan. 


Power Wood Bit Displays 


No. 600 assortment, shown here, 
of power wood bits contains 104 
bits in a complete range of sizes 
from % in. to 1 in. Bits are at- 
tractively packaged in cellophane- | 
faced boxes, six bits in each; plas- 
tic roll-up kits of three, six and | 

nine bits, and individually packed | 
for single-unit sales. Total list - 

value of assortment is $74.62 and | tox faucet; All-American and C : Harbor-Blue, 





ster: Desert Tan: 1 gal. faucet, 1 gal. spout-in-shoul- 





| 1 gal. plain, 1 gal. faucet, 1 gal. spout-in-shoulder, 2 gal. faucet. 
Champion: New '2 gal. with replaceable glass liner. 


| rts aor io 


aa 
= 


De Luxe Double-Coat White Porcelain 
| Enamel Steel Liner 
Enamel Steel Liner 
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Series eciiaaai Aluminum Liner 
Series B—Single- 


WHERE IT SHOWS... 


ually WHERE IT COUNTS! 


3 GREAT LINES GIVE YOU ALL THE 
FEATURES YOUR CUSTOMERS WANT! 


. Attractive, steel handle with red, plastic grip, Practical, 
Streamlined. 

Wide 34” opening for easy loading or cleaning 

. Buffed aluminum cap for eye-appeal 

New, deeper aluminum inner-stopper for greater tempera 
ture retention. 

Aluminum neck—sanitary, won't discolor; 
threads. 

Steel case and single-seam construction for greater strength 
and best appearance. 

All jugs finished in rich, high-gloss enamel, baked-on at 
high temperawre. 

Exclusive sulphur sealer makes it impossible for liquids to 
seep into insulation. 

Low K-Factor insulation provides lowest possible tempera 
ture equation. 

. Choice of 3 liners assures satisfaction for every taste 

11. Aluminum lock-nut offers further sanitation as compared 
to stee! or plated fittings often used. 

Screw-type, anodized, aluminum spigot is sanitary and 
leak-proof. 


WRITE TODAY FOR FULL INFORMATION! 
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Popular Geen Stoneware Liner 
Coat Porcelain 


THERMIC JUGS 


METAL INDUSTRIES DIV. + COLUMBIAN ENAMELING & STAMPING CO. INC. « TERRE HAUTE, IND 
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Looking for the GAS HEATER 
LINE that SELLS? choose 








8 Fully vented Heaters |5,000 BTU to 85,000 BTU 
22 Unvented Heaters |0,000 BTU to 50,000 BTU 








V-170 


There is a correct size and style for every need. 
All AGA approved for natural, liquefied or manu 
factured gasses—and all are equipped with automatic 
safety pilot. 


WRITE YOUR JOBBER OR DIRECT FOR FREE COMPLETE CATALOG 


MARTIN STAMPING & STOVE CO., Huntsville, Ala. 


Over 45 years 
stove experience 














STEEL WASHERS 


FOR EVERY NEED 


A DEPENDABLE SUPPLIER 
FOR 38 YEARS... 


Your requirements for standard and 
special steel washers are sure to be 
satisfied at Joliet. A bank containing 
thousands of special dies in many 
shapes and forms, 9/32” to 8’ O.D., 
gauges No. 28 to 3/8’, stands read 
to answer your needs. A VARIET 
OF FINISHES IS AVAILABLE to 
meet your special needs, including: 
Electro-plating, Galvanizing, Parker- 
izing, and Cyanide hardening. 


After All/ 
THERE'S NO SUBSTITUTE 
FOR QUALITY AND SERVICE 






Your emergency re- 
quirements are our 
special concern. 





204 CONNELL AVE. 
\ JOLIET, ILLINOIS 














TO HELP YOU SELL 





@ For more information 
on these products and 
services use free post 
card on page 163. 


colorful counter display unit is 
free. Smaller assortment, No. 610, 
contains 37 power drills, 14 in. to 1 
in., packed in boxes, plastic kits 
and individually. List value is 
$26.52 with free display unit. Bits 
are precision made of Swedish tool 
steel and have cutting heads that 
bore fast at any angle without 
creeping or binding. Prices range 
from 58¢ for 14-in. head to 84¢ for 
1 in. size, and $4.40 for set of six 
in boxes or kits. Shanks of 14-in 
fit all drills and drill presses. Dura- 
Bilt Tool Co., Ine. 


For more data circle No. 56 on postcard, p. 163 


Shelving Brochure 


Featuring a new line of shelving 
uprights, designed for self-service 
merchandising of hardware, this 
four-page brochure describes how 
Hirshlok boltless shelving brackets 
and uprights are employed in the 
construction of self-service dis- 
plays. Photographs, diagrams and 
explanatory text detail construction 


features, dimensions and _ sizes 
available. S. A. Hirsh Mfg. Co., 
Dept. HL. 


For more data circle No. 57 on postcard, p. 163 


House Numbers Display 


This new double size upright dis- 
play case holds two complete lines 
of Nu-Art house numbers in ap- 
proximately the position of their 
actual use. Added to the Nu-Art 
lines of stainless steel and bronze 
numbers, is a new line in yellow 
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brass. Counter display case is free 
with orders of complete assort- 
ments of numbers in any two of 
-he three metals. Dealers presently 
carrying one line can get the dis- 
play case by ordering an additional 
set of another line. Macklanburg- 
Dunean Co. 

For more data circle No. 58 on postcard, p. 163 


Steel Tape Assortment 


Assortment of eight Handy 
Wyteface steel tapes, 6, 8, 10 and 
50 ft., is mounted on an attractive 


WYTEFACE 


ae 
$ 





green and red display card. The 
eard is offered free with the assort- 
ment. Called No. HF, the assort- 
ment card measures 17x17% in. 
and contains two 6-ft. rules at 98¢ 
each retail; four 8-ft. rules at 
$1.19 each; two 10-ft. rules at 
$1.49 each; and one 50-ft. rule at 
$4.50 each. Keuffel & Esser Co. 


For more data circle No. 59 on postcard, p. 163 


Drill Set Packages 


Sturdy drill sets are now pack- 
aged in an attractive setup box 
covered with clear acetate and can 
be used as counter or window dis- 
play pieces. Drills are a machine 
screw type made of high speed 
steel. For use in electric hand 
drills, they can also be used in reg- 
ular drill press operation. Set No. 
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Ne. CS-13 
6-Piece Set 
Retail $13.95 
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“BOOK-LIKE PACKAGES FOR BETTER GIVING 


Imperial Veri-Sharp DeLuxe sets, packed in these sales promoting “Books,” are as 
outstanding a cutlery gift as one can find... anywhere. Frigid Tempered, high-carbon 
stainless, hollow ground, precision honed blades with Strata-wood Handles, provide all the 
successful sales features expected of fine cutlery—at prices that are suprisingly reasonable. 

The beautiful “Book” packages, with gold lettering on green leather-finish binding stand 
out on the counter—stop traffic—make sales. Ask about this DeLuxe cutlery line now. Sold 
only through distributors. 





THE KNIFE THAT MADE STAINLESS HISTORY 


Imperial pioneered it... the first Stainless Dinner Knives produced with hollow handles. 
They have high-carbon Stainless blades, Frigid Tempered to hold a keen edge...make 
tough cuts easy. A permanent joint prevents loose blades. The complete Stainless line by 
Imperial is a joy to behold. The high polish and warm lustre look like Sterling. Yet the 
prices are surprisingly low... Dinner Knives illustrated, No. K2-4 “Felicity,” left and K1-4 
“Cape Cod” right, retail for $1.25 each. Try this fine Stainless...and see it sell. Sold 
through distributors. 





KNIFE ASSOCIATED COMPANIES, INC. 


PROVIDENCE, & 1 


xy 
mperial 


ONE OF THE LARGEST PRODUCERS OF CUTLERY IN THE WORLD 
Imperial Veri-Sherp Deluxe Household Cutlery Imperial Jack-master Pocket Knives 
r Pocket Knives 


Imperial Veri-Sharp Household Cutlery Jiste 
Schrade Walden Pocket Knives 


Stainless Tableware by Imperia 
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REPLACES HAMMER 
AND TACKS AT 
TRIGGER RATE SPEED 


® Shoots 10 staples 
in time it takes to 
hammer 1 tack 

® More economical 

® Greater efficiency 


Send for FREE Booklet 
**Selling thru Knowledge"’ 


ad 
is: atts fas ree Lo ‘ee: 








PROBLE m2 
YOU SHOULD STOCK 
CHICAGO “Safety Plus” Screws | 


@ Socket Screws © Cap and Set Screws | 
@ Nuts @Taper Pins @ Studs 





@ They’re Quality Made to be Trouble Free 


@ They’re better packaged for easier stock 
room service 
@ They're a greater profit line for you to 
feature for replacement in ALL fields of 
manufacture 
Ask for CHICAGO and get “Safety Plus” 
from your HARDWARE DISTRIBUTOR | 
today. 


7 SCREW COMPANY 


2509 WASHINGTON BLVD. 
BELLWOOD, ILL. 
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@ For more information 
on these products and 
services use free post 
card on page 163. 





S8 has eight fractional size drills, 
1/16 to % in. by 16ths; No. S11 
has 11 fractional drills, 1/6 to % 


in. by 32nds; No. S13, shown here, | 
has 13 fractional drills, 1/6 to %4 | 


in. by 64ths. Standard Tool Co. 


For more data circle No. 60 on postcard, p. 163 


Aluminum Line Packaging 





This new container design for | 


cooking utensils, 
gift ware gives a family resem- 
blance and quick identification to 





the varied line of products. Fea- 
tured on the new container is the 
manufacturer’s name and _ item 
name, number and_ illustration. 


| Many packages carry a quick-sell- 


ing message on the side panels. 


| Two color schemes are being used; 


one with two shades of brown and 
the other with two-tone blue. West 
Bend Aluminum Co. 


For more data circle No. 61 on postcard, p. 163 


Free Cookbook 


Called “Suggestions for Outdoor 
Cooking,” this 16-page cookbook 


| is now packed with each new Model 


RC-238 Royal Chef barbecue grill 


| as well as other patio model grills 


in the manufacturer’s line. The 
book explans how to start a fire 


| and operate the grills, gives many 
| recipes that can be prepared on 


them, and tells how to care for 
grills after use. Chattanooga Im- 
plement & Mfg. Co. 

For more data circle No. 62 on postcard, p. 163 
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THE LAST WORD IN 


\ BRASS, COPPER, DARK, 
\ TINNED, GALVANIZED _/ 
\ COILS AND SPOOLS , 
\ 10Z.TO 20 LB. / 
\ PACKAGES / 





STOVE PIPE WIRE BRAIDED 
COIL AND SPOOL PICTURE 
ASSORTMENT WIRE 





STRANDED AND SOLID 
CLOTHES LINE WIRE 
STRANDED AERIAL WIRE 
RADIO ACCESSORIES 
SOLDER AND PASTE 





SOLD THROUGH 
JOBBERS ONLY 











ASK YOURS FOR PARTICULARS 


BUY witH CONFIDENCE 


NCHOR 
WIRE CORPORATION 


183 i) JAMAICA vet 
JAMA A 3 (ONG ISLAND NEW YORK 











DECTO-STICK 
FURNITURE REPAIR KIT 


An ingeniously compounded stick that 
Fills and Colors NICKS, DENTS and 
GOUGES in natural-finished or stained 
woodwork, furniture, 
leather and plastics. 





NO DRYING TIME REQUIRED 
LASTS AS LONG AS THE WOOD 
WILL NOT BLEED OR SHRINK 
Display card hoids 12 cellophane bags, retailing 
at 25 cents. Each bag contains a complete kit of 
4 Decto-Sticks (dark mahogany, light mahogany, 
walnut and maple) a scraper and instructions. 


SOLD THROUGH JOBBERS 
| DYcYon Com Wb aelotbhol a mae 


SALEM 6 MASS 





Makers also of Decto Run-Smooth, a light colored 
all-purpose Lubricating Stick 
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rolling door hardware that breathes... 









Breathing space shown by arrows 
allows WASHINGTON wheels to ride 


over the years of dust and dirt 


accumulating in any track. 
ark A bumpy track may be all right 
for a freight train, but not in 


a lady’s wardrobe... better 


use WASHINGTON. 





- 


ae 
== WASHINGTON LINE 


Three types of bearings available 
WASHINGTON Ask your jobber for more information or write to: 
WASHINGTON STEEL PRODUCTS, INC. 


Dept. HA-2, 1940 East 11th Street, Tacoma 2, Washington i 
® CENTER : BALANCED 
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Tackle Sense 
means 
Tackle Dollars! 


Your H-I man has the tackle sense that means extra 


profit for you. That's because his business is selling 
tackle—and nothing else. He's in a position to know 
what tackle will move for you...what items may not. 


He knows tackle merchandising and display... offers 


you valuable sales tools that are proven volume-build- 
ers. Best of all, he is one great source for all your 
tackle needs—the H-I line (29,000 items) is complete, 
with tackle for every fisherman and every kind of fishing. 


See your H-I| man. Ask him about H-I’s outstanding 
1953 national advertising... let him show you how eas- 
ily you can tie in for best results. Ask for his help, as 
a tackle specialist, in building your tackle business. 
He'll be glad to help—and you'll be glad he did! 


If you don’t know your H-I man, write us for his name. 


Manvfocturers of the Largest Line of Fishing Tackle in the World 








BEN LEVE has been 
associated with the Car- 
borundum Company for 
all of his business career 
which began on Feb. 2, 
1903, when he went to 
work as a combination 
office boy and shipping 
clerk for Edward J. 
Eames, who at the time 
was agent for the Car- 
borundum Co. in Chicago. 
One year later Ben was 
promoted to office man- 
ager and in 1906, when 
the company started to 
sell sharpening stones to the hardware trade, he 
was chosen as the hardware salesman for the 
Illinois and Wisconsin territory. 

The Chicago agency was replaced by Carborun- 
dum’s own branch sales office and warehouse on 
Jan. 1, 1912, and Ben’s territory was extended 
to include Illinois, Iowa, Indiana, Wisconsin, 
Northern Michigan, Minnesota, North and South 
Dakota and Western Canada. This was the fore- 
runner of his promotion in 1947 to district super- 
visor of hardware and automotive sales in the 
Chicago district, working directly with the resale 
salesman. He held this position from that time 
until his retirement on Sept. 1, 1952. Ben is 
widely known throughout the hardware industry 
through his position as secretary of the Central 
States Hardware Club, which is comprised of 
representatives of leading hardware manufac- 
turers in the United States. This honor was be- 
stowed upon him in 1937 and he plans to continue 
to hold this office. He is also chairman of Chi- 
cago’s Civic Projects, representing the hardware 
groups in the Community Fund, Heart Drive, Can- 
cer Fund and the American Red Cross. He is ac- 
tive as vice president of the Chicago Consumptive 
Aid Society and the Fox River Tubercular Sani- 
torium. 


BEN LEVE 
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ERWIN H. FUNKE, 
senior member of the firm 
of Funke & Hoffman, 41 
Union Square, New York, 
who represent a number 
of cutlery manufacturers, 
like many older men in the 
hardware trade, started 
as an office and stock boy. 
He began his career on 
Oct. 1, 1902, with Vom 
Cleff & Co., New York 
City. In 1908 he started 
to call on some of the city 
trade and part of New 
York state. In 1912 he 
vpened an office in Chicago and then a few years 
later traveled as far as the Pacific Coast. He was 
a vice president of the company when it liquidated 
in 1926. He then went with Adolf Kastor & Bros., 
maintaining a Chicago office and traveling as far 
west as the Missouri River. In 1929 when Kastor 
discontinued its Chicago office, Mr. Funke moved 
east and joined Wiebusch & Hilger and remained 
with that company until it liquidated in 1932. 
At this point Mr. Funke entered business for 
himself and is still representing all the lines he 
originally started out, plus several additional 
ones. Five years ago Mr. Funke engaged Ed 
Hoffman, who became his partner last year. Mr. 
Funke lives in East Williston, L. ls Be ee 





ERWIN H. FUNKE 


WILLIAM GRIMM, who 
heads the household goods 
department of the Belknap 
Hardware & Mfg. Co., 
Louisville, Ky., wholesale 
firm, started work with 
that company in 1902 as 
a packer. He later became 
an order clerk and then 
was a stockman from 1906 
to 1914. Baseball is his fa- 
vorite hobby. Mr. Grimm 
will be 75 years old on 
Dec. 23. 





OSCAR CHARLES 
BERGQUIST, superinten- 
dent of the Isaac Walker 
Hardware Co., Peoria, III., 
has been in full charge of 
the operation and stock 
since 1914. His first job 
with the company, which 
he joined on Oct. 1, 1895, 
was as office boy. Later 
he drove a delivery truck 
and went to the stock room 
as an order clerk. From 
1905 to 1909 he was on the 
road as a salesman and 
then returned to the stock 
room. A son, Walter H. Bergquist is with the 
Same company as a salesman. Mr. Bergquist says 
his hobbies are handling good hardware, bowling 
and watching good baseball. He is active in 
Parent Teacher work and Masonic orders. He 
celebrated his 75th birthday on Nov. 25. 





OSCAR C. BERGQUIST 
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MASTERS Handi-cart 






“Masters ALL 
your moving jobs” 


Mode! 53, Wtustrated. Deluxe Model 20-D 
has tubular steel handtes, rubber grips. 
Both 3'/, cu. ft. capacity. 


Strongest Yard and Gorden Cart You Can Buy! 


Finest cart of all, only Handi-cart gives you so many exclusive 
features, including: heavy gauge double-disk, welded steel wheels, 
rubber tires, big (2%4”) oil impregnated: bearings for easiest 
operation under heavy loads; heavy gauge steel construction and 
all-welded bopper to last for years under ANY load you can 
push or pull. 
Only Masters home lawn spreaders give you the 
accurate, convenient “Fertilizer Miser” fingertip 
control of material fow. Rugged all-steel construc- 
tion, strong rubber tired wheels. Four models from 
18” to 36” spread. 






me, 


gy 
Phy 


dealer for MASTERS! 


BEAUTIFULLAWNS: oy 


Easily, Economically 
with a Masters 
Home Lawn Distributor 






Model 40. 24” spread, 
T5 ths. cap. 
18" to 36” spread. 





Rugged all-stee) Masters spreaders are built 
to give you a life-time of easy, accurate per- 
formance. Exclusive “Fertilizer Miser” fin- 
gertip control, located high on handle for 


your convenience, eliminates swooping to 

make adjustments; assures even, accurate 1992 

spreads of costly seed and fertilizer to save, .. 
you money and do a perfect job. No at 
wasteful pile-up of material in one place 
and insufficient amouat in another, Heavy- 
duty steel wheels with wide-tread rubbér 
tires to protect soft lawns. 











BETIE GOMES 
& GARDENS 
nieaaua eae ates ruc, wer. Aor oo 

STRONGE 1953 


Cart is 
Masters 


PY  tanti-carts OTA 
ard Mahe Soaabor flee faeds fee, 
NOW! Hut ade man Bosihiess for You! 
MASTERS PLANTER CO. 


For strongest and best 
lawn and garden cart 
buy Masters Handi-cart, 
two all-stee!, 3/2 cu. ft. medets. 








ware stores 


MASTERS PLANTER CO. Benton Harber, Mich. 


BENTON HARBOR, MICH. 
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C. R. Bottorff, 


of Belknap, 


Receives Award of Merit 


Charles R. Bottorff, presi- 
dent of Belknap Hardware & 
Mfg. Co., Louisville, Ky., has 
been awarded the 1953 Award 
of Merit by the Hardware 
Merchants & Manufacturers’ 
Assn. of Philadelphia. 

The award is made an- 
nually by the association to 
pay tribute to an outstanding 
individual associated with the 
hardware industry who, by 
his activities and accomplish- 





Ss 


CHARLES R. BOTTORFF 


ments, ‘as reflected credit 
upon American business. 

The awarding of a gold 
medal and a scroll took place 
at the 67th annual banquet 
of the association, held at 
Philadelphia, Jan. 22. Ed- 
ward E. Chandlee, chairman 
of the board of Edward K. 
Tryon Co., Philadelphia, and 
chairman of the award com- 
mittee, made the presenta- 
tion. 

Edward K. Tryon III, 
president of Edward K. Try- 
on Co., president of the as- 
sociation, acted as_ toast- 
master at the banquet. Fol- 
lowing the presentation of 
the award, the association 
heard an address by Dr. Ray- 
mond Kistler, president of 
Beaver College, Jenkintown, 
Pa. 

In addition to Mr. Chand- 
lee, the Jury of Award con- 
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sists of Fayette R. Plumb 
and Jacob S. Disston, Jr. 

The scroll presented to Mr. 
Bottorff contained the follow- 
ing citation: 

The Jury of Award, after 
mature deliberation, has de- 
cided to present the award 
for the year 1953 to Charles 
R. Bottorff, a man who has 


been connected with the 
Hardware Industry during 
his entire business career, 


with a distinguished record of 
service to the industry and 
to the public. 

(Continued on page 205) 


Tucker Gets Sales Post 
At Russell & Erwin Div. 


Robert M. Tucker has been 
appointed general sales man- 
ager of Russell & Erwin Div. 
of the American Hardware 
Corp., New Britain, Conn. 

Mr. Tucker has been as- 
sociated with the division 


since 1926. 


England, Florida, 





ROBERT M. TUCKER 


and Maryland sales territor- 
ies. Prior to coming to the 
New Britain plant in Au- 
gust, 1951, he was manager 
of the New York Russell & 
Erwin sales office. 

During the past 16 months 
Mr. Tucker has served as as- 
sistant general sales mana- 
ger in New Britain. 

He succeeds L. Curtis 
Booth who was promoted to 
vice-president in charge of 
P. & F. Corbin sales. 





Hardware Briefs: 





News of Hardware Dealers: Christensen Store 


In Richfield, Utah, Remodeled: Weber’s Divided 


Richfield, Utah—Christen- 
sen Hardware recently held 
an open house at its modern, 
spacious building on South 
Main St. The name Christen- 
sen Hardware has been on the 
South Main St. scene since 
the late nineteenth century 
and through the years has 
been remodeled and enlarged 
to keep pace with the chang- 
ing times. 

The late John Christensen 
was a blacksmith on the same 
lot as the new building stands 
as early as 1890. In 1893 he 
built the first Christensen 
Hardware, a 12 ft. shack, and 
four years later built a 20x50 


ft. building for his expanding 
hardware trade. In 1903 a 
29x75 ft. building was built 
around the old one and in 
1937 the entire store was 
renovated. 

The new, present structure 
has a 54 ft. glass front and 
the completely modern build- 
ing has taken more than a 
year to complete. 





Mattoon, Ill. — Weber’s 
Hardware & Sporting Goods 
Store, 1417 Broadway, has be- 
come two stores under sep- 


(Continued on page 211) 


He has repre- 
sented the division in New 
Virginia 


Porter Co. Sales Post 
Goes to J. R. Alexander 


The appointment of J. R. 
Alexander as general sales 
manager, Quaker Rubber 
Corp., Div. of H. K. Porter 
Co., Inc., Philadelphia, Pa., 
has been announced by T. M. 
Evans, president. 

Mr. Alexander, who has 
been with Quaker since 1944, 
will be in complete charge of 
the company’s sales activi- 
ties. He came to Quaker as 
a sales representative and 
has been successively city 
sales manager and district 
sales manager, until his pres- 
ent promotion. He was also 





J. R. ALEXANDER 


instrumental in establishing 
the Detroit sales office and 
warehouse of which he be- 
came district manager. 

Mr. Alexander’s. earlier 
business experience was 
gained through various sales 
position with Glidden Co. 





Peden Iron & Steel Adds 
Stevens As Salesman 


J. F. Stevens has joined 
the sales force of the Peden 
Iron & Steel Co., Houston, 
Tex., wholesaler. Mr. Ste- 
vens will devote his time to 
the wholesale sales of house- 
wares. 

Mr. Stevens is well known 
in the Texas area for his 
wide experience and know- 
ledge of housewares, having 
been associated in the field 
for many years. 
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H. C. ALLINGTON 
& Iron 


Fuel Corp., New 
York. 

Mr. Allington’s headquar- 
ters will be in New York 
City. He will supervise sales 


in the Eastern Div. of all 





Dabney, Jr., as Denver branch 
manager was announced by 
George P. Gray, vice-presi- 
dent of the Devoe Trade Sales 
Div., Devoe & Raynolds Co., 
Inc., New York. 


More than 100 manufac- 
turers who could not get dis- 
play space in the Navy Pier 
exhibition, staged their own 
show concurrently on three 
floors of the Hotel Morrison. 





A. C. Amann Named Industrial Sales Head 
For Independent and Lockwood Hardware Co. 





post-war shows but there was 
evidence of considerable re- 
styling and mechanical im- 
provements, especially in 
electrical items. 

Factory representatives 
spent most of their time in 
explaining to customers what 
their respective companies 
had available, or in the 
works, on merchandising 


products manufactured by ‘ 
Colorado Fuel & Iron and A. Charles Amann has been Va., divisions of the Yale & aids, and what they were 
its subsidiaries, including appointed sales manager of Towne Mfg. Co. by whom he floing to stimulate ee 
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Name Kempton Sales Head, Fisher Assistant, 
For Wickwire Spencer Hardware Sales Dept. 


William B. Kempton has 
been appointed sales mana- 
ger and Gerald D. Fisher has 





WILLIAM B. KEMPTON 





GERALD D. FISHER 


been named assistant sales 
manager of the Hardware 
Products department of the 
Wickwire Spencer Steel Div., 
Colorado Fuel & Iron Corp., 
New York. 

Prior to his joining the 
Colorado Fuel & Iron Corp. 
as a salesman in its New En- 
gland district sales office, Mr. 
Kempton was associated with 
the United States Steel Corp. 
He has been serving in the 
capacity of assistant hard- 
ware products sales mana- 
ger. 

Mr. Kempton succeeds C. 
P. Harlow who has been ap- 
pointed New England dis- 
trict sales manager. Mr. 
Kempton will continue to be 
located in the sales office of 
the Hardware Products de- 
partment at the corporation’s 
subsidiary, American Wire 
Fabrics Corp. in Mount Wolf, 
Pa. 

Mr. Fisher joined Colorado 
Fuel & Iron in 1945 and since 
that time has been respon- 
sible for the promotion of 
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hardware sales in the Chicago 
district. He will also be lo- 
cated in the Mount Wolf 
sales offices of the American 
Wire Fabrics Corp. 





H. K. Porter Co. Elects 
Kemper Vice-President 


Jackson Kemper has been 
elected vice-president of the 
H. K. Porter Co., Inc., Pitts- 
burgh, Pa., it was announced 
by T. M. Evans, president. 

Mr. Kemper will continue 
in his present capacity as 
general manager, Watson- 
Stillman Fittings Div. of the 
Porter company, located at 
Roselle, N. J. All operating 
and sales activities of this 
division are under his super- 
vision. 

Mr. Kemper’s background 
includes various engineering 
and sales positions with Yar- 
nall-Waring Co., American 
Chain & Cable Co. and Birds- 
boro Steel Foundry & Ma- 
chine Co. 


Elect Dabney Head Of 
Home Laundry Group 


Richard Dabney, 
president of Ironrite, 
Mt. Clemens, Mich., was 
elected president of the 
American Home _ Laundry 
Manufacturers’ Association 


vice- 
Inc., 


News of the Trade 





‘on Jan. 3, at its annual meet- 
ing in Chicago. 

The industry for the first 
time in its history of more 
than 35 years went outside 
its roster of makers of wash- 
ers or families of home ap- 
pliances to select its chief 
officer. Mr. Dabney’s com- 
pany is an exclusive pro- 
ducer of automatic household 
ironers. 

Frederick M. Mitchell, out- 
going president, was elected 
honorary life member of the 
Association, the only person 
thus honored in its history. 
Mr. Mitchell, until recently 
home laundry equipment 
sales manager of the Frigid- 
aire division, General Motors, 
Dayton, Ohio, now heads its 
Roanoke, Va., branch. 

Mr. Mitchell and George 
P. Castner, general manager 
of the Beam Mfg. Co., Web- 
ster City, Iowa, who pre- 
ceded him as_ Association 
head, were presented silver 
trays. 





American Hardware Sets 
Meeting for Feb. 23-24 


The American Hardware 
Supply Co., 41 Terminal 
Way, South Side, Pittsburgh, 
Pa., which postponed its 
Merchandise Fair and Stock- 
holders meeting (originally 
scheduled for Jan. 26-27) 
has announced that the meet- 
ing will be held Feb. 23 and 
24, at company headquarters 
in Pittsburgh. 


Heil Co. Managerial 
Post to Matheson 

George E. Hochstein, sales 
manager, Heating Div., the 
Heil Co., Milwaukee, Wis., 
announced the appointment 





WILLIAM A. MATHESON, JR. 


of William A. Matheson, Jr., 
to a management position in 
the heating division of the 
company. 

Mr. Matheson’s_ responsi- 
bilities include expanding the 
distributor program of Heil 
heating equipment and co- 
ordinating promotional mat- 
ters of this division and the 
Heil district offices. 

Mr. Matheson was form- 
erly vice-president for sales 
of the International Heater 
Co. and previously had been 
associated with Perfex Corp. 
and Eureka-Williams Corp. 





Wholesaler Supports Hardware Week 


CCC CHRP ES ee 





Concentrate and Cooperate in 1953—that was the theme of the annual sales meeting 
held recently by the Southern Div. of Stratton & Terstegge Co., Louisville, Ky., hard- 
ware wholesaler. Held in the Thomas Jefferson Hotel, Birmingham, Ala., the meeting 
featured a lengthy discussion of the forthcoming Hardware Week. Stratton & Terstegge 
pledged all-out support of the irha national program and stressed the importance of 
independent retail hardware men cooperating with their state associations. Shown 
above are the salesmen who attended the affair. Seated at the head of the table are, 


left to right, C. F. Johnson, J. H. Sanders and C. C. Ellis. 
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PLASTER-STIK 


the original full-profit crack filler 
that works with all types of paint 


Greater convenience for millions of home-owners, GREATER 
PROFIT for thousands of dealers—that’s the history of 
PLASTER-STIK, the original stick-type crack-filler. Easier 
to use—makes perfect repairs the first time. May be painted 
over immediately. Works with any type of paint—rubber- 
base, water-base, oil-base, Sales-making display carton holds 
one dozen visible-wrapped PLASTER-STIKS in minimum 
counter space. Customers can see stick through plastic cap, 
examine it without breaking seal. Display wherever paint is 
sold. Dealer cost $1.80 per dozen. A big value at 25c, 











PAINTER'S PAL 


For painting hard-to-reach check- 


PASTE-BAK 


It’s a money-saver for your cus- 


tomers—a money-maker for you. trails, around door and window 
PASTE-BAK saves loose wall frames, other narrow surfaces. 
paper—keeps the home looking Brushing surface riveted to alumi- 


num handle. One dozen packed 
in display carton—dealer cost 
$1.80. You get full 40% 
when you sell at 25c retail. 


ship-shape. Thin, flexible plastic 
tip on tube slips under loosened 
edge without tearing paper. Spe- 
cial-formula paste sets firm—does 
not spot. Packed one dozen in 
sales-making carton. Retails 39c, 
dealer cost $2.81 (40% profit). 








HARDWARE AGE, FEBRUARY 5, 1953 





profit 7 
a 


cal 
AEN 
j at 
eh! 
9 4, 


ea ga acked in sales-making 


c 








Sold ONLY through qualified wholesalers = 


Dept, BI, 506 Third Street 









TRIM-GUARD 


a time-saver for every paint customer, 
an easy, profitable extra sale for you 


A proved seller. Display it on your paint counter, and watch 
customers add a TRIM-GUARD to every paint purchase. 
This feather-light, steel tool makes painting quicker and 
easier, Keeps paint where it belongs. 
dow glass while painting woodwork or moldings. 
paint off baseboards and trim. Housewives will use it again 
and again when washing woodwork, The large handle keeps 
hands from cramping, makes it easy to use, 
$1.80 per dozen—packed two dozen in a sales-making display 
carton. Retail 25c. 


Protects walls or win- 
Keeps wall 


Dealer price is 


display cartons—full 40% profit 





PLASTER-FIL PIPE-SEAL 

Fills gaps around tubs and A favorite of plumbers. Quickly 
sinks, or large cracks in walls. applied—simply draw stick across 
Waterproof—use indoors or out. threads three or four times 
1% lb. can re- _— PIPE-SEAL insures a leak-proof 
tails 35c. Doz- <e*=- Fy joint that can be reopened with 
en in display | out galling Display-packed one 
carton, $2.52. CR oy EE dozen to box. Retails at 15c, 
40% profit. ko dealer cost $1.08 (40% profit) 
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A more complete 
variety 
24 tools — 
10 different kinds 










@ Compact 
metal 

merchandiser— 

13” x 24” 


@ Every tool named, num- 
bered, priced, illustrated. 


Ever since its introduction, the 
Gardex “Midget” Tool Merchan- 
diser has been a busy, fast-turn- 
over, top money maker. Today 
these colorful, blue and yellow 
tools are still the accepted lead- 
ers in the field . . . with dealers 
and consumers alike. Insure big- 
ger, more profitable ‘Midget’ 
tool sales for your store! 


@High carbon steel tools 
with keen edges, pol- 
ished blades; colorful, 
well balanced handles. 


@ Merchandiser complete 


wit tools. $] 1 % 


24 TOOLS 
Cat. No. 770 


Slightly higher West and South 


ORDER TODAY FROM YOUR JOBBER or write direct to 
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News of the Trade 


Girard H. Story and Bart J. Grogan Retire 
From Stanley Tools After Total of 92 Years 


The retirement of Girard came assistant sales manager 
H. Story, assistant general and later assistant general 


sales manager, and Bart J. 





GIRARD H. STORY 


Grogan, sales representative, 
Stanley Tools, New Britain, 
Conn., was announced re- 
cently. 

Mr. Story, who will be 70 
on April 11, has been in the 
hardware business for 52 
years, 50 of them with Stan- 
ley Tools. 

He came to the Atha Tool 
Co., now a division of Stanley 
Tools in the fall of 1900 
starting as an office boy. His 
first experience in selling 
goods was during the depres- 
sion of 1907. At that time he 
would work half a day in the 
office and half a day outside 
trying to sell a dozen ham- 
mers or a half dozen sledges. 
Business then was so difficult 
to obtain that every dozen 
hammers sold meant consid- 
erable to the factory. 

Distribution of the Atha 
Tool Co.’s products—ham- 
mers, sledges, wedges, anvil 
tools, etc.—were through 
manufacturer’s agents, but 
about 1910, Atha put four of 
their own salesmen on the 
road. Mr. Story was selec- 
ted as one of them to take 
the southern states, fourteen 
in all, and covered that ter- 
ritory until 1913 when the 
Stanley Rule and Level Co. 
purchased Atha Tool Co. Mr. 
Story continued to specialize 
on the Atha line. 

At the conclusion of World 
War I, he returned from the 
service and again specialized 
in Atha, covering most of the 
United States east of Chi- 
cago. 

In 1925, Mr. Story was ap- 
pointed sales manager of the 
Atha Div., and in 1936 be- 


sales 
Tools. 

Also retiring is Bart J. 
Grogan, sales representative 
for Stanley Tools for 42 
years. Mr. Grogan came to 
work for Stanley in 1910, 
when it was the Stanley Rule 
& Level Co. He worked in 
the shipping room for a year 
and then went on the road 
doing missionary work in 
New York and Connecticut. 

A short time later, the 
Stanley Rule & Level Co. pur- 
chased the John S. Frey Co. 
in Bridgeport, Conn., and Mr. 
Grogan carried its line of bit 
braces into the south. Later 
he was given a territory and 
took the complete Stanley line 
into most of the states of the 
union with the exception of 
the West Coast. He has lived 
in Cleveland since 1925 and 
for the past 20 years his ter- 
ritory has included Cleveland, 
Ohio; Pittsburgh, Pa., and 
Louisville, Ky. 


manager of Stanley 





BART J. GROGAN 


Mr. Grogan recalls how his 
trips 30 years ago used to 
take from 12 to 14 weeks and 
according to him Stanley 
Tools has been both his voca- 
tion and avocation. He plans 
to retire to his_ present 
address, 3133 Meadowbrook 
Blvd., Cleveland Heights, 
Ohio. 


Lloyd Sales Manager 
Of Sterling Hardware 


John G. Sterling, president 
of the Sterling Hardware 
Mfg. Co., Chicago, IIl., has 
announced that James D. W. 
Lloyd has been promoted to 
sales manager and Thor Oh- 
man has joined the company 
as product engineer. 
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News of the Trade 





Wood Shovel & Tool Purchases Iwan Bros.; 
Iwan Prodacts to Keep Trade Mark Identity 


The Wood Shovel & Tool 
Co., Piqua, Ohio, announced 
the purchase of Iwan Bros., 
Inc., South Bend, Ind. The 
purchase by Wood includes 
all physical assets and pro- 
duction facilities, including 
patents, trade names and 
trade rights of the Iwan com- 
pany. 

The Wood Shovel & Tool 
Co. has manufactured shovels, 
spades and scoops fer more 
than 50 years. Iwan Bros., 
Inc., has manufactured Iwan 
hardware specialties, includ- 
ing post hole augers, adjust- 
able post hole augers, exten- 
sion auger handles, hole 
diggers, and similar products 
for 75 years. 

The management of Wood 
particularly emphasized that 
Iwan augers and diggers, 
will not lose their trade mark 
identity due to this change 
in ownership. These tools will 
be furnished under original 
Iwan brands with established 
markings as heretofore. 

The Wood Shovel & Tool 
Co., will manufacture at its 
plant at Piqua all of the 
items formerly furnished by 
Iwan Bros. that do not du- 
plicate Wood’s own current 
production. Production of 
these Iwan tools is under way 
at the Piqua plant and no 
delay in shipments will be 
encountered. 


The purchase of Iwan 
Bros. by Wood gives added 
items for the hardware dis- 
tributors to be included in 
pool carloads and carloads. 





Medbery Assigned New 
Duties at P & F Corbin 


Harold E. Medbery, vet- 
eran sales representative of 
the P. & F. Corbin Div., the 
American Hardware Corp., 
New Britain, Conn., has been 
transferred from Charlotte, 
N. C. to assume a new posi- 
tion at the plant in New 
Britain. 

Effective Jan. 1, Mr. Med- 
bery became the new train- 
ing coordinator for the P. & 
F. Corbin Div. in charge of 
in-plant training for sales 
personnel. In addition to 
those duties, he will serve 
as supervisor of the contract 
department. 

Mr. Medbery, well known 
for his educational work in 
the builders’ hardware field, 
is the author of “Loxology,” 
the text used in the seven 
annual hardware _ schools 
which he has conducted for 
the P. & F. Corbin Div. 

In 1912 Mr. Medbery en- 
tered the builders’ hardware 
business with Lorick Bros., 
a job he held until 1928, 
when he joined the P. & F. 
Corbin organization. 





Wholesale Firm Changes Its Name 





Irving Gold, center, president of the Gold Bros. Co., 
Cleveland, Ohio, wholesaler of hardware and housewares, 
has announced that the company has changed its name 
to the Cleveland Housewares & Supply Co., a name 
which accurately identifies its business. Walter Baumoel, 
left is sales manager of the firm, and John Schultz, right, 


is housewa res buye r. 
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¢ ‘SUPER MARKET” 
MERCHANDISING 

















The days of just handling “steel goods” 
are over! Now you can merchandise 
garden tools as well as dozens of re- 
lated items with the new, exclusive 
Gardex GARDEN-diser. The only 
merchandiser that holds 3 or more, 


@ Holds over 100 tools plus 
packaged garden sup- 
plies—stimulates im- 
pulse buying—selis more 
items per customer. 





packaged garden supplies. No con- 





@ Only 34" x 48". 
—makes floor space more 
productive. 

@illustrated, descriptive 
price cards furnished. 

@Colorful @ Portable 


@ Self service 


each, of 25 different tools . . . plus 
nozzles, couplings, hose, etc., and 


stant replenishing necessary! Descrip- 
tive price tags that fit into price 
channel do effective, self-selling job. 
Portable for use inside or out front 
... outsells any other display method 
wherever it’s used! 


ASK YOUR JOBBER FOR COMPLETE INFORMATION 


on how you can own this complete garden dept. merchandiser on our 


| special purchase plan for as little as. ......+-eseeeesecececs $19.50 


OR WRITE TODAY TO... 
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ON LOST SALES 
because of HIGH COSTS! 


“C" CLAMPS ARE 
PRICED LOW FOR 
FAST TURNOVER, BIGGER PROFITS 


Your stock of “C” clamps need not be a “nec- 
essary evil” for customers’ convenience only 

. no profit. B&C clamps are priced right, 
leaving room for a good profit. B&C clamps 
are offered in a wide variety of jaw open- 
ings and throat sizes. Frames are of specially 
heat-treated Malleable iron for exceptional 
strength, elasticity and toughness. 


No. 1400 
CLAMP 
ASSORTMENT 


Consists of 55 Clamps 


and Metal Display 
Stand in Standard 
Package. 








See your jobber or write 


tHe BRINK & COTTON mec. co. 


33 POLAND STREET @ BRIDGEPORT. CONN 





Manufacturers of Clamps—Vises—Hand Tools 
for Production, Maintenance, Service, Since 1925. 
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News of the Trade 





Spring Session of Four-Week Retail Hardware 
Course Opens Feb. 24 at New York City College 


The Spring, 1953 session 
of the four-week Special Day 
section of the Retail Hard- 
ware Course, sponsored by 
City College of New York and 
the National Retail Hardware 
Association will open on Feb. 
24 and terminate on March 
20, with classes meeting the 
first three weeks daily from 
9 a.m. to 4 p.m. at the Mid- 
town Business Center, 430 
West 50th St., N. Y. C. 

All phases of retail store 
merchandising will be in- 
cluded in this broad course 
for hardware men covered by 
experts from all branches of 
the industry. In addition to 
securing thorough product 
knowledge, it will provide ef- 
fective merchandising tech- 
niques and skills. Lectures 
and workshop sessions will 
cover salesmanship, sales pro- 
motion, visual merchandising, 
layout and composition of 
newspaper advertising, show 
card writing and store man- 
agement. 

The fourth week of this 
special section will be in the 
form of a visit made by the 
students to New Britain, 
Conn. Officials of Stanley 
Tools, Stanley Electric Tools, 
the P. & F. Corbin Div. of 
American Hardware, Stanley 
Works; Landers, Frary & 
Clark, all of New Britain, 


and the Bronson & Townsend 
Co. of New Haven, are ar- 
ranging lectures and product 
demonstrations, assisted for 


this one week period by the 
Connecticut Hardware and 
the Pennsylvania and Atlan- 
tic Seaboard Hardware, 
Phila., Pa., Associations. 

The trip is planned to de- 
velop a better understanding 
and appreciation of the proc- 
esses and skills essential to 
manufacturing of quality 
hardware products. 

Tuition for this section of 
the course will be $115, with 
an additional charge of $10 
for instructional materials; 
and special rates for students 
at New Britain and New 
York City hotels. 

Registration for this sec- 
tion of the course closes on 
Feb. 16. More than 400 stu- 
dents, representing dealers 
throughout the country, have 
graduated from the 18 prev- 
ious sections of the course. 





Great Neck Saw Mfg. 
Acquires SoHi Tool Co. 


Great Neck Saw Mfg., Inc., 
Mineola, N. Y. announced the 
completion of negotiations 
with the SoHi Tool Co. of 
Oshkosh, Wis., for the pur- 
chase of the SoHi company’s 
machinery, inventory jigs 
and fixtures, for the manufac- 
ture of circular saws and 
dado heads. 

All the SoHi equipment has 
been moved to Great Neck’s 
Mineola plant. 








Pictured above are several interested students during a 
workshop session of a previous four-week Special Day 
section of the Retail Hardware Course, sponsored by the 
City College Midtown Business Center, New York. Spring, 


1953 session opens Feb. 24. 
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— News of the Trade———___- 





Added Duties for H. W. Hoover, Jr.; Wilson, 
Valby Promoted; Hansen Named By Hoover Co. 


H. W. Hoover, Jr., vice- 
president of the Hoover Co., 
North Canton, Ohio, is tak- 





H. W. HOOVER, JR. 


ing on added duties in the 
sales organization, it was an- 
nounced by Oscar M. Mansa- 
ger, vice-president, sales. 

Besides acting as deputy 
to Mr. Mansager, Mr. Hoo- 
ver will take over direction 
of the company’s service di- 
vision, all sales training ac- 
tivities, sales offices, sales 
promotion, home economics, 
public relations and other 
staff departments. 

Mr. Hoover is a member of 
the board of directors. He 
has filled a number of execu- 
tive posts since leaving the 
Army in 1945. On rejoining 
the company, he was made 
director of public relations; 
he was promoted to assis- 
tant vice-president in 1948, 
and was advanced to vice- 
president and field sales man- 
ager at the beginning of 
1952. 

Also announced was_ the 
appointment of Fred R. Wil- 
son to manager of dealer 
training, and Russell D. 
Valby to school training 
manager in the sales educa- 
tion department of the com- 
pany. 

In his new post Mr. Wilson 
will work with division and 
branch managers on_ the 
over-all job of _ servicing 
dealer accounts and training 
dealer personnel. Mr. Valby 
will be in charge of all the 
company’s sales schools now 
operating under the repre- 
sentative plan. 

Osborn H. Hansen has 
been named eastern regional 
manager for the special prod- 
ucts division of the company. 


Mr. Hansen will direct sale 
of Hoover steam 
constructed cleaners, polish- 
ers and dustettes to distribu- 


irons, re- | 


tors throughout the eastern | 
part of the U. S. He will | 


make his 
New York. 


headquarters in | 


Mr. Hansen was with Lan- | 


ders, Frary & Clark as a dis- 


trict manager for 16 years— | 


three years in the Pittsburgh 
area, nine in Detroit, and for 
the past four years in the 
North Jersey-New York area. 
Prior to his Landers con- 
nection, he was with a Phila- 
delphia distributor for four 
years, selling housewares, 
major appliances and radio. 





Red Devil Names Barton 
Southwest Sales Head 


Red Devil Tools, Irving- 
ton, N. J., has appointed 
Clifford F. Barton, Jr., as 
district sales manager of the 
southwest. His territory will 
include the states of Louisi- 
ana, Texas, Oklahoma and 
Arkansas. 





CLIFFORD F. BARTON, JR. 


Mr. Barton recently held 
the same position in the mid- 
west area, working out of the 
Chicago office. Previous to 
that, he was district sales 
manager in New England 





| 


| 





and salesman in the middle 


Atlantic states. 
In his new position, Mr. 
Barton will reside in Dallas. 





Friedstrass Named 


The Friedstrass Co., Inc., 
New Brunswick, N. J., has 
been named by the Klean- 
Strip Co., Inc., Memphis, 
Tenn., to handle its line of 
removers. 
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F Model No. 208 








Ag 
@ provides consistent, all- 
over moistening of gummed 
surface. 
@ automatically dispenses 3, 4, 6, and 
8 inch lengths of label or tape, cut and 
ready to use. 
© cuts down wrapping time, eliminates waste, saves labor. 
@ insures neat, smart packages that are permanently sealed. 


NASHUA PACKAGE SEALING 
DIVISION OF NASHUA CORPORATION 
World's largest manufacturer of tape 


moistening machines and gummed tape. 








N A 


Make Your Package “’Sell’’ with 
ITSTIX® PRINTED LABELS 


———-—--—--—-—-~-4 


Dept. 14 NASHUA PACKAGE SEALING 
Div. of Nashua Corporation, Nashua, N.H. | 


Please send me a National Package Sealer | 








for a FREE 10 day trial. | 
Name 
Company I 
Address | 





a 
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Greater natural toughness. . 
greater resiliency to impact shock 
. These are the two features 
good workmen demand in tool 
handles. And they've found that 
genuine Hill Hickory tool handles 
deliver them more completely 
than any other handles made. 


That's why Hill Hickory handles 
mean more business to you. Stock 
them, display them... And watch 
your handle profits increase. 
It always happens! 


For the full story and the name of your nearest Hill 
Hickory jobber, write 


th aan 


HOLTHOUSE & HARTUP, 
TENNESSEE 


WAYNESBORO, 
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Plastering Trowel 






It’s easy to sell the masonry tools your customers know 
and trust. Goldblatt is the best-known tool company in 
the trowel trades. For more than 65 years, craftsmen in 
these trades have depended on Goldblatt for finest 
quality tools that are comfortable, easy to handle and 
help them do their jobs better. 

The continuous broadening of Goldblatt’s reputation 
is assured by extensive consumer advertising. Here 
again, Goldblatt leads the trowel trade industry! 

Take advantage of this pre-selling that Goldblatt 
does for you—offer your customers the tools they want. 


Write Today for Free Catalog 


Write for your copy of Goldblatt’s 
illustrated catalog describing the 
largest and most complete line 
of masonry tools and supplies. 


Croldblait TOOL COMPANY 


1920 Walnut Street, Kansas City 8, Mo. 


Ist Choice of the Trowel Trades 
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—_—__—_———News of the Trade 


Myers Elected President of Central States 
Hardware Club; Perry, Leve, Billings Named | 





Dwight L. Myers, of the 
Swan Rubber Co., was elect- 
ed president of the Central 





DWIGHT L. MYERS 


States Hardware Club at its 
recent Fifteenth Annual 
Meeting and Dinner Party, 
held in the Grand Ballroom 
of the LaSalle Hotel, Chi- 
cago, Ill. 

Other officers elected to 
serve for 1953 include James 
H. Perry, P & C Hand 
Forged Tool Co., vice-presi- 
dent; Ben Leve, Carborun- 
dum Co., re-elected to his 
16th year as secretary of the 


group; and James A. Bil- 
lings, retired, re-elected to his 
16th year as secretary. 

William J. Feddery, Harp- 
WARE AGE, was elected chair- 
man of the advisory commit- 
tee, and A. R. Meyers, 
General Hardware Co., was 
elected chairman of the board 
of directors. 





JAMES H. PERRY 


Three new directors were 
also elected: Clarence M. Gil- 
christ, American Steel & 
Wire; Frank M. Hagerty, 
Van Cleef Bros.; and Sim 
Strauss, Arvey Corp., each to 
serve a three-year term. 





Good Housewares 
Year Indicated 


(Continued from page 195) 


down rather than up, despite 
higher operating costs. 


Housewares Association, told 
HARDWARE AGE that A. W. 
Buddenberg, executive and 
show director, is working on 
a plan which should open the 
show to more manufacturers 
next January. 





SHEARING 
ACTION 


Rowel-Ezy’s new precision shear 
blade for smooth, positive shear- 


ing. 


UNCONDITIONALLY 
GUARANTEED 


The world’s finest, most ver- 
satile Lawn Edger. For edg- 
ing along sidewalks, against 
walls, fences, around flower 
beds and stepping stones. 
Cuts either way—will not 
clog. Twice as sharp... 
3 times easier to use. 


BIG DEMAND... 





















rs know 
i Some manufacturers who 
pany quoted slightly lower prices BIG PROFITS... 
men in said they were made possible Lambert Heads Lamp Div. with ROWEL-EZY. 
r finest by production savings ef- Plant at Westingh ORDER NOW FOR 
le and fected through long, contin- "'@"* @* Westinghouse SPRING SALES. 
uous operations. George E. Lambert has 
utation Most exhibiting manufac- been named manager of the Nationally 
Sase turers seemed to have re- Westinghouse Lamp Div. accepted by 
1 covered from the production plant at Fairmont, W. Va., home owners 
Idblatt problems which resulted from Ralph C. Stuart, vice-presi- and professional 
peat the steel strike last summer. dent in charge of the di- gardeners... 
; Stainless steel mills were vision, announced. nationally 
| slower than others in resum- Mr. Lambert, who has been advertised 
og ing production and conse- administrative assistant on 4 
blatt’s quently this hampered some Mr. Stuart’s staff at division 
housewares manufacturers. headquarters in Bloomfield, 
1g the Copper is now less of a N. J., has been with West- 
e line problem than it had been a inghouse since 1941. Before 
plies. short while ago but aluminum coming to Bloomfield, where Call your tecal jobber 


ANY 
es 


9, 1953 





goods fabricators are lament- 
ing a stringent supply of the 
light metal. 

Joseph A. Kaplan, presi- 
dent of Joseph A. Kaplan & 
Sons, Inc., New York, and 
president of the National 


he has been in control of 
division expenses and office 
methods since 1951, he was 
office manager in charge of 
accounting and order ser- 
vice at the Fairmont plant 
for four years. 
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or write to 

Rowe Tool Company 
Box 3185 

Glendale 1, Calif. 
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Ci Cit 


INSWELL PROOF COIL 











INSWELL BBB COIL 


CM INSWELL CHAIN is nationally advertised . . . 
known and preferred by chain users in every type of 
business. 





LIBERTY COIL STRAIGHT LINK 


A REGULAR SELLER 





LIBERTY COIL TWIST LINK 


CM INSWELL CHAIN is available in all 
standard welded chain types and sizes. 





LIBERTY MACHINE STRAIGHT LINK 


AT A REGULAR PROFIT 





LIBERTY MACHINE TWIST LINK 


CM INSWELL CHAIN cold shuts, repair links, 
hooks and other accessory fittings make ours a 
“one-stop” chain supply service. 


COLUMBUS McKINNON 


CHAIN CORPORATION 


GENERAL OFFICES AND FACTORIES: TONAWANDA, N. Y. 


SALES OFFICES NEW YORK e¢ CHICAGO e CLEVELAND « SAWN FRANCISCO 


ther Factories ot A New York, St Catharines 1rio and Johannesburg, S.A 





News of 


| 
| Clay Succeeds Gesell 
| At Aluminum Goods 

The retirement of A. E. 


Gesell, jobbing sales manager 
for the Aluminum Goods Mfg. 





L. H. CLAY 


Co., Manitowoc, Wis., has 
been announced. 

Mr. Gesell headed the job- 
bing department for a num- 
ber of years and was one of 
the firm’s veteran employees, 
having begun work for the 
company in 1909. 

He had an active sales 
career with Aluminum Goods 
and helped build Mirro alum- 
inum sales into its present 
position. 

With the retirement of Mr. 
Gesell, eompany officials also 
announced the appointment of 
L. H. Clay as jobbing sales 
manager. He has been with 
the company for 12 years, 
most of the time as assistant 
jobbing sales manager. Prior 
to that time, Mr. Clay had ex- 
tensive sales experience with 
several hardware jobbing con- 
cerns. 

Another announcement dis- 
closed that now representing 
Mirro aluminum utensils in 
northern California is John 
W. Kenyon. 





A. E. GESELL 








204 





the Trade 


Before being assigned to 
his territory, Mr. Kenyon 
spent several months in the 
company’s Retail Sales Div. 
His headquarters will be in 
San Francisco. 





National Pressure 
Changes Name May 1 


As of May 1, 1953, the Na- 
tional Pressure Cooker Co., 
Eau Claire, Wis., will be offi- 
cially known as National 
Presto Industries, Ince., it 
was announced by Lewis E. 
Phillips, president. The cor- 
porate name change, ap- 
proved at the recent annual 
stockholders’ meeting, more 
accurately reflects the wide 
variety of products now 
manufactured by the com- 
pany. 

The Martin Motors Div. 
of the company manufac- 
tures an extensive line of 
outboard motors. 

At the same meeting, 
stockholders approved the 
addition of the offices of two 
additional vice-presidencies. 

The stockholders re-elected 
the board of directors who 
consist of: Lewis E. Phillips, 
Jay Phillips, Morton B. Phil- 
lips, Samuel H. Maslon, J. I 
Levin, Melvin S. Cohen and 
Tules W. Lederer. 

At a meeting of the direc- 
tors, following the stock- 
holders’ meeting, all officers 
were re-elected: Lewis FE. 
Phillips, president; Morton 
B. Phillips, vice-president; 
Melvin S. Cohen, vice-presi- 
dent and treasurer; Jules 
W. Lederer, vice-president: 
Chares O. Dahl, vice-presi- 
dent; M. M. Whelihan, sec- 
retary; Samuel H. Halpern, 


assistant treasurer; Philip 
Breitman, assistant secre- 
tary. 


Faust, Hamilton Given 
Maytag Sales Posts 


The Maytag Co. of New- 
ton, Iowa, has announced the 
appointment of two new re- 
gional sales managers, FE. J. 
Faust and Raymond H. Ha- 
milton. 

Both men will take over 
sales territories in the state 
of Michigan with Mr. Faust 
managing nine counties in 
southwestern Michigan and 
Mr. Hamilton in charge of 
14 counties in the western 
part of the state. 
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C. R. Bottorff Recieves 
Award of Merit 


(Continued from page 194) 


He has been in the hard- 
ware industry since 1907 at 
which time he was employed 
by Belknap Hardware & Mfg. 
Co. He advanced rapidly in 
his first 14 years with the 
company, becoming vrecog- 
nized as one of the best in- 
formed cutlery buyers in the 
United States. 





EDWARD K. TRYON, III 


Mr. Bottorff was elected a 
director in 1921 and in 1925 
he became sales director for 
Kentucky, Tennessee, Ala- 
bama and Mississippi, with 
the additional office of as- 
sistant treasurer. 

It was in the spring of 
1930 that he became the fifth 
president of Belknap Hard- 
ware & Mfg. Co. since its 
founding in 1840. 

During 1934 and 1935, Mr. 
Bottorff served as a member 
of the Wholesale Hardware 
Code Authority, under the 
National Industrial Recovery 
Act. In World War II, he 
was a member of the Whole- 
sale Hardware Industry Ad- 
visory Committee of the Of- 
fice of Price Administration. 
He also acted as a member 
of the Selection Committee 
for Administrative Officers 
of the Ground Forces of the 
Army Air Corps, through ap- 
pointment by General Arn- 
old. He also served as a 
member of a special group in 
the Civilian: Production Ad- 
ministration to determine 
authorizations for buildings 
requiring critical material. 
He headed Jefferson County 
War Bond Drives during 
World War II. 

Mr. Bottorff is a director 
of the First National Bank, 
the Kentucky Trust Co. and 


News of the Trade 





a number of other companies. 
He had also served as an of- 
ficer and director of the 
Louisville Board of Trade, 
and the Louwisville Industrial 
Foundation. 

His advice and _ counsel 
have also been sought by 
various civic, religious and 
charitable institutions. He 
has served as a Deacon and 
chairman of the Finance 
Committee of the Second 
Presbyterian Church of 
Louisville, as an officer and 
director of the Louisville and 
Jefferson County Children’s 
Home. He was one of the or- 
ganizers and the first presi- 
dent of the Louisville Park 
Theatrical Association. 

In all these activities, he 
distinguished himself for 
breadth of vision, foresight 
and unselfish devotion, and 
his participation in business, 
civic and philanthropic enter- 
prises has made him one of 
Louisville’s most prominent 
citizens. 

These many commendable 

activities related to the Hard- 
ware Industry and to the 
business interests of our 
country bring our merited re- 
spect, esteem and acclaim to 
Mr. Bottorff. 
. It is, therefore, resolved by 
the Jury of Award acting on 
behalf of the Hardware Mer- 
chants and Manufacturers’ 
Association of Philadelphia 
that Charles R. Bottorff be 
selected as one who has re- 
flected great credit upon the 
hardware industry and is a 
most worthy recipient of its 
Award of Merit for the year 
1953. 


Cory Corp. Promotes 
Wolf to Manager 


J. W. Alsdorf, president of 
the Cory Corp., Chicago, has 
announced that Spencer Wolf 
has been promoted to Cory 
territory manager. 

Mr. Wolf formerly was as- 
sociated with Cory’s New 
York City office in a sales 
capacity. In his new position, 
he will handle the sales of all 
Cory, Nicro and Fresh’nd 
Aire products in Wisconsin, 
upper Michigan, and eastern 
Iowa. He will headquarter in 
Milwaukee, Wis. 

Mr. Wolf has had 12 years 


of appliance sales experience | 


with a public utility in New 
Jersey. 
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reasons 
why it 
IS 
to sell 

JACOBSEN 





A WELL-ESTABLISHED LINE OF SALES LEADERS 
. no risk of handling a line that may be- 
come orphaned in a year or two. 


RIGHT SIZE AND TYPE FOR EVERY BUYER 
. eliminates the inefficiency of promoting 
two or more brands. 


EXCLUSIVE MODELS 
... like the Jacobsen Manor, that yield plus 
profits from sales to large home owners, 
parks, schools or cemeteries. 


CONSISTENTLY ADVERTISED 
. in a carefully selected list of general 
and shelter magazines. 


FULL FACTORY BACKING 
. with advertising aids, display material, 
sales training programs, service schools and 
assistance in demonstrations. 


There’s a solid future for you with Jacobsen 
— the line with over 30 years of progressive 
past and growing future. 
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The FRANTZ Line is your PROFIT Line 


FRANTZ 





NO. 441 
FULL MORTISE 
BALL TIP 
LOOSE PIN 


FRANTZ 


BUTT HINGES 


There are no “if’s” or “and’s” when you 
stock FRANTZ Hinges. Their dependabil- 
ity has been built through a generation by 
FRANTZ craftsmen who have proved that 
there is no short-cut to true quality. This 
inherent value of the Frantz line of Butt 
Hinges is yours to pass on to your customers, 
with complete sales satisfaction to you...the 
contractor and the home owner. Thousands 
of doors are swinging on Frantz Hinges 
today. Be ready for tomorrow and stock 
Frantz...now! 


GUARANTEED BUILDERS HARDWARE 





FRANTZ MANUFACTURING CO., STERLING, ILLINOIS 
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WITH THIS COLO 
COUNTER DISP, 


WALSCO 


No. 406W (6 foot) 
No. 408W (8 foot) 
No. 410W (10 foot) 


Inside-Outside 
Pull-Push White Tape 


Each dozen packed in individual display 
carton. Available in various price ranges 
according to finish. Ask your jobber for 
details. 


And don't forget to stock up now on 


WALSCO No. 380 — The same fine quality WHITE 
TAPE in colorful cases . . . Copper Tone, Silver, 
Powder Blue, or Bright Plate Finishes. 





WALSCO — The most complete line of tg 


Place your orders now with your jok . 


HARDWARE AGE, FEBRUARY 5, 1953 








Marvel 
For Olin 
DB. t..2 


pointed 
sales of ( 





I 


East Al 
nounced 
presiden 
have re 
company 
vertisi 
motion, 
tivities 
divisions 
F. 8S. E 
presiden 
arms al 
als, ex 
ramset 

Previ 
of Olin 
1950, J 
wide ex 
well as 
and dis! 
terials. 
from th 
a subsi 
Steel (¢ 
was as 
through 
tant mé 
Elwood 
City, P 
of the 
and ma 
tubing 


Yale & 
Mathe 


New 
been ay 
ufactu1 
of the 
the ne 
& Har« 
& Tow! 
Conn. 
Mathe\ 
Stamf« 
Charle 
Lenoir 


HARD 





VHITE 
ilver, 





5, 1953 











__—_-_____—News of the Trade - 


Marvel to Head Sales 
For Olin Industries 


D. T. Marvel has been ap- 
pointed vice-president for 
sales of Olin Industries, Inc., 


a 


D. T. MARVEL 





East Alton, IIl., it was an- 
nounced by John M. Olin, 
president. Mr. Marvel will 
have responsibility for the 
company’s overall sales, ad- 
vertising and sales pro- 
motion, and marketing ac- 
tivities of the operating 
divisions administered by 
F. S. Elfred, executive vice- 
president. These are the 
arms and ammunition, met- 
als, explosives, electrical, 
ramset and export divisions. 
Previously sales manager 
of Olin Metals Div. since 
1950, Mr. Marvel has had 
wide experience in sales as 
well as in the procurement 
and distribution of raw ma- 
terials. He came to Olin 
from the National Tube Co., 
a subsidiary of the U. S. 
Steel Co., with which he 
was associated from 1940 
through 1950. He was assis- 
tant manager of sales at the 
Elwood City Works, Elwood 
City, Pa.; manager of sales 
of the Gary, Ind., Works, 
and manager of sales of the 
tubing specialties division. 





Yale & Towne Names 
Mathews, Charleson 


New plant managers have 
been appointed to direct man- 
ufacturing operations at two 
of th@four plants comprising 
the newly formed Yale Lock 
& Hardware Div. of the Yale 
& Towne Mfg. Co., Stamford, 
Conn. They are: Hugh J. 
Mathews, plant manager at 
Stamford and John E. 
Charleson, plant manager at 
Lenoir City, Tenn., where a 


new factory is now under | 
construction. 
In their new posts, both 


managers will direct all op- 
erations at their respective 
plants with the exception of 
sales and advertising, Mr. 
Pantas, general manager, 
said. He explained that the 
marketing of all Yale brand 
lecks, hardware, and pumps, 
produced in these two plants 
and at the plants located at 
Salem, Va., and Gallatin, 
Tenn., wiil be directed by the 
sales staff of the central man- 
agement group of the new 
Yale Lock & Hardware Div. 
now located at Stamford. 

Mr. Mathews served as as- 
sistant to the General Man- 
ager of the Stamford Div. 
prior to his present appoint- 
ment. He has been associated 
with Yale & Towne for 45 
years. 

Mr. Charleson joined Yale 
& Towne 30 years ago, and 
was serving as superinten- 
dent of the finishing depart- 
ments at Stamford before he 
was advanced to plant man- 
ager at Lenoir City. 





Dayton Pump Appoints 
Wozar General Manager 
Three promotions on the 
executive level have been an- 
nounced by Frank M. Tait, 
president of the Dayton 





Pump & Mfg. Co., Dayton, | 


| Popular ERIE Heavy-Duty Cutters 


the company in 1948 as vice- | 
president and associate gen- | 


Ohio. - 
Louis Wozar, who joined 


eral manager, has been made 
vice-president and general 
manager. He was formerly 
general works 


manager of | 


United Aircraft Products of | 
| %& Special malleable housing guaranteed warp-proof, 


Dayton. 

Charles H. Stowe has been 
promoted to treasurer and 
Robert D. Weaver becomes 
comptroller and _ assistant 
treasurer. 





LOUIS WOZAR 
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aX Why Skilled Workmen 
"Insist On 
RibID> 


Pipe Cutters 








RiEeI(b too ts 


make good workers 
better 


6 sizes for pipe “%’" to 6” 
4-wheel cutters to 4” 


assure you steady profitable sales 


* Your customers prefer, them because high alloy 
thin-blade cutter wheels roll quickly through 
pipe with least effort—clean almost burrless cuts. 


assures perfect tracking of cutter wheel—every 
tool factory tested. 


* Efficiency-balanced design for quick easy work— 
made for long hard service. 


| % Don’t miss the easy profits on RITAID cutters 


order today! 


THE RIDGE TOOL COMPANY * ELYRIA, OHIO 
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Replaceable Tines 


make 


LAWNMASTER 


your 


easiest-to-sell 


ZS\\ | NEW TINES 
(7 INSERTED 








Lawnmaster's braceless construction assures the lightweight 
flexibility so important in a good leaf rake. . . and the re- 
placeable tine feature makes it the most economical rake on 
the market! Lawnmaster is scientifically designed to do the 
most work with the least effort. For satisfied customers and 
fast sales—feature LAWNMASTER rakes! 


Model B-100L 
BRITE NON-RUST 
METAL FINISH 


Only the finest Jap- 
anese bamboo is used 

. combining top 
flexibility with ut- 
most strength. 


Model B-100 
GRASS-GREEN 
PAINTED FINISH 


24 tines give a 22” 
bottom spread . . : 
48” top grade south- 
ern pine handles. 
Treated with two 
coats of clear lac- 
quer for greater 
ease in handling. 





e 
See your jobber! 
JOBBERS: Write for prices and literature 


LAWNMASTER 


3207 South Wallace Street ° Chicago 16, Illinois 
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IN SECONDS! 





| wesc gu 
| 


the Trade— - —— 


Johnson New President of Northwest Hardware 
| Club; Myall, Callen Also Elected to Office 


Maxwell C. 
Paul, Minn., manufacturers’ 
agent, was elected president 
of the Northwest Hardware 
Club at its annual meeting 
Jan. 22 at the Curtis Hotel, 
Minneapolis, attended by 
more than 40 members and 


guests. 

Arthur L. Myall, Gamble- 
Skogmo, Inc., is the new 
| ‘lee-emtiens and A. W. 
| Cullen, Hardware Trad, 
| was re-elected secretary- 
| treasurer. Directors are: 
| Leo C. Gehring, Black & 
Decker Co.; Fred W. Man- 
| ley, Minnesota Mining & 


Mfg. Co.; Remi A. Dufort, 
Boss Mfg. Co.; T. M. Jacob- 
son, Our Own Hardware 
Co.; Carl Brandtner, Our 
Own Hardware Co.; George 
Siemers, manufacturers’ 
agent, and Frank Wilson, 
Raymer Hardware Co. 
York Langton, trade ex- 
tension manager, Coast-to- 
Coast Stores, featured 
speaker of the evening, com- 


Johnson, St. plimented the hardware in- 


dustry as a basic one serving 
the farmer. It is one, he 
said, requiring imagination 
to see the numerous oppor- 
tunities ahead. High incomes 
have made retail hardware 
sales good, with prospects 
for this year at a high level. 
He commented on the stabil- 
ity of wholesale prices, em- 
phasized the trend toward 
shopping center stores in 
which 60 pct of sales are on 
Friday and Saturday and 
spoke of the fact that cubical 
areas for display are now 
more important than square 
footage of a store. 

Jarl Sjordal, Ada, Minn., 
retiring president of the 
Minnesota Retail Hardware 
Association, brought greet- 
ings from that group, and 
expressed his thanks to trav- 
eling hardware salesmen for 
their help to dealers. The 
club’s group insurance plan 
was outlined by Francis 
Beers, Union Central’ Life 
Insurance Co. 





Van Buskirk Appointed 
DeWalt District Head 


H. J. Van Buskirk has been 
appointed district manager 
of the Pittsburgh, Pa., area 
for DeWalt Inc., subsidiary 
of American Machine & 
Foundry Co., and manufac- 


turer of a complete line of 
radial arm power cutting 
tools. 


Prior te joining the De- 
Walt organization, Mr. Van 
Buskirk was employed by 
Behr-Manning Corp. of Troy, 
N. Y., which is a subsidiary 
of the Norton Co. of Worces- 














H. J. VAN BUSKIRE 


ter, Mass. He served with 
Behr-Manning from 1932 to 
1945 as a combination indus- 
trial and jobbing salesman. 

From 1945 until July of 
this year, when he joined the 
DeWalt firm, Mr. Van Bus- 
kirk was employed by Skil- 
saw Inc., Chicago, IIl., as 
district manager and sales 
representative for western 
Pennsylvania. 

In addition to the imme- 
diate Pittsburgh area, he will 
cover a territory extending 
from Erie southward to the 
Virginia border, and from 
Sunbury westward to the 
Ohio border for the DeWalt 
firm. 





G-E Supply Co. Opens 
Three District Offices 


The General Electric Sup- 
ply Co., Bridgeport, Conn., 


has established new digtrict 


offices at Grand Rapids, Sac- 
ramento and San Antonio. 
Wilfred J. Richter is dis- 


trict manager at Grand 
Rapids; Edwin M. Ames is 
district manager at Sacra- 


mento; and Berl M. Raborn 
is district manager at San 
Antonio, 
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Forsberg New Sales l 
Head of Molly Corp. 


R. M. Forsberg, formerly winners follows: 


with Gulf Refining Co., To- Class A—lst, Gardner’s 
ledo, Ohio, has recently as- Inc., Concord, N. H.; 2nd, 
Fowler & Graham, Green- 





R. M. FORSBERG 


sumed the position of sales 


manager with the Molly 
Corp., Reading, Pa. 
In Toledo, Mr. Forsberg 


was active in civic affairs, 
serving as president of the 
Toledo Junior Chamber of 
Commerce in 1950 and in the 
following year as a national 
director of the United States 
Junior Chamber of Com- 
merce. 


Nine Winners Named In 
Breck & Sons Contest 


Nine winners in the Breck’s 
“Display ’N Sell” contest 
have been announced by 
Luther A. Breck, Jr., presi- 
dent of Jos. Breck & Sons, 
hardware - housewares _  dis- 
tributor of Boston. 

The contest, open to more 
than 600 authorized Breck’s 
associate stores threughout 
New England was designed 
to encourage the associates 
to build point of sale dis- 
plays around Breck’s line of 
Christmas gift merchandise. 

Posters and other display 
material were distributed to 
the dealers and stores built 
their own display around the 
pieces and submitted a photo- 
graph. Prizes, based on a 
percentage of November pur- 
chases from Breck’s, were 
awarded in two categories, 
dealers grossing under $90,- 
000 annually and those gross- 
ing over $90,000. 

F. I. Somers & Sons, Co., 
Inc., Montpelier, Vt., was 
awarded grand prize for a 
large window display which 
was merchandised by two is- 


—__—News of the Trade 


massed merchandise. 


wich, Conn.; 8rd, Philip S. 
Manchester Sons, 
mcuth, Mass.; Special Hon- 
orary, 
Store, Inc., Fitchburg, Mass. 


old Co., Waterville, Me.; 2nd, 





and counters devoted to 


A list of the other award 


So. Dart- 


Gruener Hardware 


Class B—Iist, W. B. Arn- 
The Country Stores, Inc., 
Milford, N. H.; 8rd, E. J. 
Keegan & Co., Franklin, 
N. H.; Special Honorary, C. 
F. Delano, Inc., Fairhaven, 
Mass. 


Blurton Heads Silex 
Los Angeles Sales 


The Silex Co., Hartford, 
Conn., has appointed Don 
Blurton as district manager 
in charge of sales for the Los 
Angeles, Calif., area, accord- 
ing to an announcement by 
H. S. Perkins, general sales 
manager for the company. 





DON BLURTON 


Mr. Blurton’s appointment 
is effective immediately, Mr. 
Perkins announced. 





Finley Joins Division 
Of R. Wallace & Sons 


Barney Finley has joined 
the Wallace Bros. Div. of R. 
Wallace & Sons Mfg. Co., 
New York, as merchandising 
manager. 

Mr. Finley had previously 
been with the National Silver 
Co. for eight years as man- 
ager of the flatware division. 
From 1934 to 1945 he was as- 
sociated with R. H. Macy, 
where he was buyer for radio 
and television sets, pianos, art 
supplies, bridge furniture and 


CASH IN ON THE WORLD'S 
GREATEST HOBBY 


HOME «f2-~ 
GARDENING 


UT By ES 
BIG PROFITS 





INSECTICIDES 
and FUNGICIDES 


FARM AND GARDEN BRAND 

Insecticides and Fungicides 
NIAGARA CHEMICAL DIVISION 
Food Machinery and Chemical Corporation 








games. 
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HOWARD B. RICH, Inc. 


P. O. BOX 187 
CARROLLTON, KENTUCKY 


Your Manufacturer For SAFE 


Heavy Duty Step Ladders 
Extension Trestles 
Painter's Trestles 
Platform Ladders 
Ironing Tables 
Clothes Props 
Step Stools § 
Extensions 
Scaffolds 

Singles 

Planks 

Steps & 














Phone 116 











World’s 


~ versati 










che 




















UNIFLOW MANUFACTURING CO. 
ERIE, PENNSYLVANIA 
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5 models.... for Woodsman ! and Craftsman 


Original Swiss Army Knife. Here is a superb gift item for 
men... ideal for camp, travel, office, home or workshop. 8 to 12 
useful features in every knife. Swiss precision-made blades are drop- 
forged Swedish stainless steel. For mountain climbing, double-cut 
saw is most successful tool known for cutting nylon rope. Phillips- 
head screw driver and leather awl for skis and straps. Scissors are 
invaluable for fly-tying. Handles are maroon plastic, resilient and 
acid resistant. 5 models, retail prices are: Tinker 6.50, Camper 6.75, 
Woodsman 11.00, Craftsman 11.50, Fisherman 12.50. Customary 
trade discounts. Individually boxed. Contact your Jobber .. . if 
he cannot supply you, write for literature and volume prices to the 
importer and distributor: 


R. H. FORSCHNER CO. 205 3rd Ave., New York 3, N. Y. 








§t PAYS 
to install HELLER 
STORE FIXTURES 


The lowest priced, highest quality, sectional and 


interchangeable store fixtures available. Write 


today for huge catalog No. | 53F 
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News of the Trade 








“HARDWARE 








(Continued from page 194) 


arate ownership and manage- 
ment. The original store has 
been in operaiton in Mattoon 
for the past 50 years. 

Jack Weber has taken over 
the ownership and manage- 
ment of the hardware store 
on the first floor of the Broad- 
way building, and his brother, 
Robert, now owns and man- 
ages the sports equipment 
store on the second floor of 
the same building. 





Flushing, N. Y.—After be- 
ing located at the corner of 
Union St. and 37th Ave. for 
more than 30 years, the Ei- 
senstadt Bros. hardware store 
has moved to a new location 
—135-37 37th Ave.—to make 
room for a parking area. Max 
and Morris Eisenstadt start- 
er the business in 1910 in 
Corona, N. Y. 





Des Moines, Ilowa—J. W. 
(Bill) Martin has been named 
manager of the Uptown 
Hardware store, 4116 Uni- 
versity Ave. The store was 
purchased recently by Mr. 
Martin and Irwin Ray from 
Joseph Haney. 





Presho, S. D—The Charles 
Beckwith Hardware & Appli- 
ance Store recently held its 
grand opening to celebrate an 
addition to the store. The 
store is operated by Mr. and 
Mrs. Charles Beckwith who 
purchased the building and 
stock from Jim Falton in 
1947. 





Veradale, Wash.—Comple- 
tion of a remodeling project 
at the Romain Hardware, the 
second anniversary of the 
store joining the Marshall- 
Wells group of stores, and 
Julius Romain’s release from 
the hospital after suffering a 
virus infection, were three 
important events celebrated 
simultaneously during a re- 
cent week. 


Jerome, Idaho—Waldo D. 
Fletcher recently took over 
the active management of the 
Jerome store of Greenawalt’s 
Hardware. 





Dempster, S. D.—Mangels 


RIEFS 


Hardware & Implement Co. 
held a grand opening of its 
remodeled and enlarged store. 





Chicago, Ill—Weiner Hard- 
ware Supply has acquired the 
store at 2619 Milwaukee Ave., 
formerly owned by Harry 
Reibel. Ben and Paul Weiner 
are co-owners of the store. 





Visalia, Calif —Completely 
rebuilt after a damaging fire 
last August, a new store op- 
erated by John Berryman 





held its grand opening re- 
cently. 
Mandan, N. D. — Robert 


Paris has purchased a hard- 
ware store in this City. 





Dayton, Wash.—The Day- 
ton Hardware Store had a 
fire in its rear storeroom that 
spread to the main floor be- 
fore it was checked, after two 
hours. Considerable damage 
was reported. 

Kansas City, Mo.—The Cy 
Young Hardware store has 
moved into a modern struc- 
ture at 8312 Wornall Rd. The 
L-shaped building is approx- 
imately 5,600 sq. ft. and has 
100 ft. frontage. 





East Moline, Ill. — Fire 
caused considerable damage 
to the Greenleaf Hardware 
Co. store, 806 15th Ave. 





Wolcott, N. Y. — Payne’s 
Hardware has been sold to 
Roy Palmer and Walter Mari- 
cle. 

Hartford, Kan.—M. J. La- 
lauette has sold the Lalauette 
Hardware to Charles Funk 
and a younger brother. The 
new owners will take over the 
store sometime this month. 








Battle Lake, Minn. — Don 
Young has sold his hardware 
business to Harold Mikkel- 
son. 





Genoa, Ill.—Lovell Craw- 
ford has purchased the bank- 
rupt Hayden Hardware store 
at a public auction held re- 
cently. Mr. Crawford is ex- 
pected to continue the busi- 
ness. 
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Socket Screw and 
Key Merchandisers 















pe SMALL SALE 

| F INTO A PROFIT” 
\ are : 
LEN “seu 
MORE WITH 
LESS EFFORT” 

















! 





It wastes your time and often makes you break into 
stock to fish out one or two small socket cap or set 
screws or keys for a customer. Let him browse and 
buy more! 


Allen pioneers the replacement market for Allen head 
cap screws, set screws, keys and the new market for 
key kits with ten different units . . . counter displays, 
boxed assortments and complete counter display mer- 
chandisers. Write 
direct to the factory 
about Allen retail 
sales aids . . . for 
quicker, easier, 
greater profit per 
square inch of sell- 
ing space. 
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WHEN YOU BUY WOOD SCREWS... 





HOLDING POWER! 








SOUTHERN 


WOOD SCREWS 


(Slotted or Phillips heads) 


To meet Federal Specification FF-S-11la, manu- 
facturers of wood screws must furnish screws of 
single thread construction . . . machined accu- 
rately . . . for maximum holding power. 


Assure yourself of accurately milled slots, pre- 
cision cut threads, full size shanks and sharp 
gimlet points by noting on your wood screw 
orders that they should be made to Federal Spe- 
cification FF-S-11la— or, specify SOUTHERN 
WOOD SCREWS—it means the same. 


Made of the highest quality materials in one of 

the most modern plants of its kind, Southern 
Wood Screws meet all Federal Specifications. 
You can depend on them for maximum holding 
power—and for satisfied customers! 


Wide range of sizes from 3/16 No. 0 to 6” No. 
30 in steel and brass. Write today for interesting 
literature on types of wood screws—and for a 
catalog. 


FACTORY WAREHOUSES 
4100 Dell Ave., 
North Bergen, N. J. 
7 
280 Decatur S.E. 
Atlanta, Ga. 

* 

325 W. Ohio St., 
Chicago 10, III. 





SOUTHERN SCR EW COMPANY 
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104 Rickert St., Statesville, N. C. 
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"HARDWARE BRIEFS 








Dalton, Mass.—After 52% 
years in business, Lyle B. 
Parker, 78, one of the oldest 
and most active hardware and 
plumbing proprietors in the 
state, has ended his business 
career. He recently turned 
over ownership of the Lyle B. 
Parker store to Ralph Wil- 
liams. 





Spencer, S. D.— Dennis 
Jensen has purchased the 
Spencer Hardware from Don 
Cooper. 





La Feria, Tex.—The Hapy 
Sapy Hardware Store has 
opened for business on High- 
way 83. 





Minneapolis, Minn. — The 
Spring Lake Park Hardware 
Store, 8465 Central Ave., 
owned by Harry Springer, 
has had a 44x88 ft. addition 
to its building. 





Anaheim, Calif—A new 
hardware store has_ been 
opened by Norbert Bettinger 
at 1226 E. Center St. Pre- 
viously, Mr. Bettinger had 
been in the hardware busi- 
ness for 15 years in Ohio. 





Greenville, Tex. — H. W. 
and Weldon Henley have re- 
cently opened Henley’s Hard- 
ware in a new location op- 
posite the market square. 





Volga, Iowa — Evert Mc- 
Farlane has closed his hard- 
ware store in this city and 
moved to Oelwein, Iowa, to 
devote full time to his hard- 
ware store there. 





Shreveport, La. — A new 
and complete toy section and 
an expanded sporting goods 
section have been added by 
the Buckelew Hardware Co., 
122 Texas St. 





Spokane, Wash.—Wendell 
M. Hoesly, owner of Hoesly’s 
Hardware, W526 Main, and 
Gordon H. Jones have pur- 
chased the North Hill Hard- 
ware store, W909 Garland, 
from W. A. Rowse. 





Oreland, Pa. — The Ore- 
land Supply Co. recently 
opened a retail store on 
Pennsylvania Ave. Store fea- 
tures a complete line of hard- 
ware, electrical, plumbing, 


roofing, homewares and 


paint. 





Boise, Idaho — The new 
Tillman Hardware store on 
South Broadway recently 
held a grand opening. Owner 
is A. J. Tillman. 





Kerman, Calif. — Reno’s 
Hardware, Madera Ave., 
opened for business recently. 
Store is owned by Reno Lan- 
franco. 





Houston, Pa.—Fire caused 
considerable damage to the 
Houston Hardware Co., 124 
W. Pike St., owned by James 
J. McCarrell. 





Killeen, Tex. — Approxi- 
mately 500 persons visited 
the Killeen Hardware Co. 





during its formal opening 
held recently. 

Wichita, Kan. — A new 
hardware store has. been 


opened by Mr. and Mrs. Plez 
Clark. The store features a 
large parking area for cus- 
tomers. 





Odebolt, Iowa—Hobart Z. 
Cammack, executive of the 
Automatic Washer Co. for 
many years, resigned last 
summer and is opening a 
hardware and appliance 
store. 





Bremerton, Wash.—Stein- 
man Electric & Hardware on 
Highway 21-B, owned by E. 
J. Steinman, held its grand 
opening recently. 





Manilla, Iowa—Frank and 
Bob James have purchased 
Hawks Hardware Store from 
Fred Hawk. 





Conway, Ark. — B. G. 
Adams has purchased the 
Conway Hardware & Seed 
Co., 913 Front St., from Jess 
J. Dempsey. 





Elkhart, Kan. — W. H. 
Legg, a merchant in this city 
for 39 years, has sold Legg’s 
Hardware to Ernest Wil- 
liams and his father, C. P. 
Williams. 





Daytona Beach, Fla.—Rob- 
ert C. Tarpley has opened a 
new hardware store in this 
city. 
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HAND LAWN MOWERS 


Fine performance; 
modern materials. 





‘N You can't offer your cus- 
, tomers better values. 
Five models, each with 
many features, to fit 
every type of lawn 
care. Be sure to ask 
for particulars 
on the BUCKEYE 
Hand Mowers. 


sturdy, smooth work- 
ing and dependable. 
Ask for details on this 
MODEL 100. You'll 
find it a real king in 
its class, with every- 
thing a 20” power 
mower should have. 






information 
on request 








LAWN MOWERS 


POWER MODELS - 
reliable merchandise 


Designed and built by experienced specialists, BUCKEYE Lawn Mowers provide all modern 
features combined with practical construction. That’s why dealers find the BUCKEYE line 
to be consistently profitable year after year. Always reliable and efficient — 
always an excellent value that you can offer with confidence. 


Buckeye Power King 


Modern materials, tested design, attrac- 
tive appearance. Every feature, from the 
trouble-free positive clutch to the tread 
on the rugged tires, will be found 




















HAND MODELS 


MOWERS 


SINCE 1880 















PLEASE 
ADDRESS 
Dept. LM20 





MANUFACTURING COMPANY 
SPRINGFIELD, OHIO 
POWER & HAND LAWN MOWERS 








SELL OUR 3 NEW 
PROFIT MAKERS 


AFRICAN 
VIOLET SOIL 


POTTING ROSE 
SOIL SOIL 


Ge 2 
‘ : 


PUCHICAR PLAT) 


POTTING ; 
° sOll . 


fr) gn - 
~ 4 cA 
Ce Six 


MICHIGAN PEAT BRAND 
PACKAGE LINE 


Year round cash & carry sales .. . big profit margins 
beautifully printed plastic bags—¥: pecks—20 in carton. 
Most profitable line in America! Wire display racks avail- 
able. Handle also our 5 sizes of genuine Michigan Peat. 


MICHIGAN PEAT INC. 


CAPAC, MICH. 








Western Office: Eastern Office: 
$23 U. $. Nat'l Bank Bidg. 267 Fifth Avenve 
Denver 2, Colo. New York 16,.N. Y. 
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Dick Sells ROOT-LOWELL... ~ 


Rick 
DOESN'T 












me 


US>Cs> 


“That “long green” stuff grows thicker 


wy 


and faster when you push the Root-Lowell Line — 
sprayers and dusters for every farm, home, field, orchard, 
garden or livestock need. See your 


Root-Lowell jobber. 






OWELL 


ROOT-LOWELL CORPORATION © 445 .N. Lake Shore Drive, Chicago, Illinois 
213 








CAMPBELL- HAUSFELD 
SPRAY PAINTING OUTFITS 


AND 


PORTABLE AIR COMPRESSORS 











spe NATIONALLY 
\ THEY'RE 
CASH IN NOW OUR CUSTOMERS.--- 








Order now from 
your jobber. Dis- 
play them and talk 
them up in your 
Paint Department! 





Write for catalog and price list. 
Give us the name of your jobber. 


THE CAMPBELL-HAUSFELD CO. 
215 RAILROAD AVENUE ELV Uitte). Mme) illo 


News of the Trade 








Belasco to Represent to that position was person- 
nel manager of the company. 


Cont ° 
ontinental Screw Co Also appointed by the com- 


Charles Belasco has been pany is J. Dana Pierce, Jr., 
appointed a sales representa- as assistant purchasing 
tive in southern California agent. Mr. Pierce will make 
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CHARLES BELASCO 


for the Continental Screw 
Co., New Bedford, Mass., ac- 
cording to V. Ladetto, sales 
manager of the company. 
Mr. Belasco, a native of 
Seattle, Wash., was formerly 
with the Northwest Screw 
Products Co., Seattle, after 
which he became affiliated 
with the Barde Steel Co., 
also Seattle. Following his 
employment with Barde, he 
joined Continental Screw. 





Olson, Kiser Given 
Savogran Co. Posts 


The Savogran Co. of IIli- 
nois, affiliate of the Savogran 
Co., Boston, announced the 
appointment of Carl O. Olson 
as assistant general manager 
of the company. 

Mr. Olson for the past 20 
years has been active in a 
technical service and sales 
capacity for several manu- 
facturers in New England 
and New York City. He will 
make his headquarters at the 
company’s Chicago plant at 
Addison, IIl. 

It was also announced that 
Victor K. Kiser has been 
promoted to field manager of 
the company. In his new po- 
sition, Mr. Kiser will be the 
traveling supervisor of sales 
activities in the territory 
served by the firm. 

The Savogran Co., Boston, 
has appointed Alberta M. 
Jones to the position of as- 
sistant general manager of 
the company’s Boston and 
Norwood, Mass., operations. 
Mrs. Jones has recently been 
purchasing agent and prior 


his headquarters at the com- 
pany’s Norwood plant. 





Sani-Wax Purchases Two 
Dallas, Tex., Buildings 


The Sani-Wax Co., Dallas, 
Tex., has purchased two 
buildings on a two-acre tract 
in Dallas to house its general 
offices and factory, Wayland 
Boles, president, announced. 
The facilities were purchased 
from the Clint Murchison 
interests. 

Offices will be moved this 
month to new buildings, 
which are now being re 


modeled. Factory facilities, 
now located at Ennis, Tex., 
will be moved later this 
spring. 


New Sani-Wax headquar- 
ters are in an industrial sec- 
tion near Love Field and 
Harry Hines Blvd. 





Clinkscales Joins 
Ace Rubber Sales 


R. P. Clinkscales, Jr., has 
joined the sales division of 
Ace Rubber Products, Inc., 
Akron, Ohio. Mr. Clinkscales, 
formerly with Manufactur- 
ers Warehouse, Atlanta, Ga., 
will work out of Charlotte 
and Atlanta, covering the 
southeastern states. 

Mr. Clinkscales will be de- 
voted exclusively to the sale 
and promotion of Ace house- 
hold products. This is in line 
with a policy adopted a few 
months ago, establishing sep- 
arate sales organizations for 
the household and automotive 
lines. 





Royal Vacuum Names 
Hoskins in South 


Estil S. Hoskins has been 
named southern district sales 
manager of the Royal Vac- 
uum Cleaner Co., Cleveland. 
Ohio. 

Mr. Hoskins, who was 
formerly with Premier for 
seven years, will cover the 
states of Alabama, Florida, 
Georgia, Mississippi, North 
Carolina, South Carolina, 
Tennessee and Virginia in 
his new position with the 
company. 
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plant. > . » 
...@ small investment with a big return! 
hases Two You pay less... make more when you bedrooms, kitchens, and nurseries for 
ildi S sell Kimble Glass Bars. curtain ties, towels, dish cloths, and 
lildings ; 
| ; Tremendous production facilities at — shoe bags 
Co., Dallas, : Kimble make it possible for us to sell at a With their sleek crystal-clear glass 
hased two A, Kimble Button-End Glass Bars— low price to give you a big profit margin. — and polished, gleaming metal fittings, 
o-acre tract crystal or opal glass with adjustable Stock Kimble Glass Bars, display them Kimble Glass Bars are attractive in any 
bg ser tee- metal fittings. 18°’ long. in your window and on your counter. room... stay clean... never rust. 
y, Wayian You'll see how quickly shoppers snap Order Kimble Glass Bars —the quality 
announced. « Kimble Double-Purpose Glass Bars— them up once you point out how helpful line with quantity demand—from your 
» purchased ata gloss with adjustable Kimble Glass Bars can be in bathrooms, wholesaler, today, or write to us direct 
Murchison | fittings for partial or full-length 
use, 24’ long. 
: ; KIMBLE GLASS BARS WON’T RUST... 
moved this C. Kimble Bent-End Gloss Bars— 
buildings, ¥,"' crystal or opal giass with STAY NEW-LOOKING! 
being TO strong, modernistic metal fittings 
facilities, 18” and 24” lengths. 
nis, Tex., 
soe this D. Kimble Deluxe Glass Bors— 
3/," crystal-clear glass with heavy, 
. streamlined metal fittings. 18°’ KIMBLE GLASS COMPANY 
montques and 24”” lengths 
istrial sec- phat ote : 
Field and Subsidiary of Owens-Illinois Glass Company Poledo:t, Ohio 
‘ | 
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pater Systems 
De call Bul — | 


fo SELL EASIER 
and to STAY SOLD! 


When you sell a Delco Water System 
you’re dollars and dollars ahead. 
Spend less time selling because 
Delco features sell them- 
selves. Build a reputation 
for delivering a “baker’s 
dozen,” because Delco 
pumps are designed to 
deliver every gallon 
promised or more, now 
and years from now. 















Years ahead 
engineering, an assurance of 
continuous top performance 

Delco Convertible Jet Pump. 

¥ tol hp. Up to 1,620 gph at 

20 feet. Easily converts from 

shallow to deep well. 





line for 
The complete I" Jad 


om 
every d Every type, every 


capacity, to meet every problem 





Delco Deep Well Reciprocating Pump. 
100 to 410 gph for lifts up to 325 feet. 
14, 4, 34 and 1 hp models. 


Compete’ ~ 


low, low prices — assurance 

you'll be hard to underbid 
Delco Model C12 Shallow 
Well Pump with 225 gph ca- 
pacity. For small farms, sub- 
urban homes, or as booster 
for present system. 


ch 
apotce nev, fr “able Now: 


WRITE OR WIRE TODAY! 
For information about DELCO 
and franchise opportunities con- 
tact Dept. HA, Delco Appliance 
Division, General Motors Corp., 
Rochester 1, N. Y. 








Manufacturers of famous Delco-Heat oil- and gas-fired burners, 
Conditionairs, boilers, and water heaters 
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_—News of the Trade . 








NEWS OF 


MANUFACTURERS’ AGENTS 








Dazey Names Otto Co.; 
Announces Revisions 


W. G. Edrington, vice- 
president and director of 
sales, announced the appoint- 
ment of the Herman Otto Co., 
St. Paul, Minn., to represent 


| the Dazey Corp., St. Louis, 


' Mo. 

The representative will 
handle all Dazey lines in 
western Wisconsin, Minne- 


sota, North Dakota and South 
Dakota. 


At the same time, Mr. 
Edrington announced the fol- 
lowing revisions in two other 
territories: the state of Okla- 
homa has been added to the 
Texas territory, and is being 
represented by the Parker- 
Swanson Co. with offices in 
Dallas, Tex. The state of 
Iowa has been added to the 
Kansas City-St. Joseph, Mo., 
territory along with Ne- 
braska and Kansas, to be rep- 
resented by the William A. 
Foley Co. with offices in Kan- 
sas City. 


Ernest Tarcher Opens 
Agency in New York 


Ernest Tarcher, a salesman 
for the past several years, has 
recently entered business for 
himself as a manufacturers’ 
representative. The new firm, 
Ernest Tarcher, is located at 
927 56th St., Brooklyn, N. Y. 

Mr. Tarcher at present is 








representing the Sicei Cutlery 
Co., New York, importer of a 
full line of cutlery, in the 
New York area. 





McAvoy Co. to Handle 
Lenk Mfg. Co. Lines 


The Lenk Mfg. Co., Boston, 
Mass., has appointed the J. C. 
McAvoy Co., Memphis, Tenn., 
to handle its line of products 
in Tennessee, Alabama and 
Mississippi. 

The representative will 
carry the complete Lenk line 
of Blotorches, electric solder- 
ing irons, solders and solder- 
ing fluxes. 





W. Bart McDonough Co. 
Succeeded by New Firm 


The W. Bart McDonough 
Co., Inc., Jacksonville, Fla., 
operating in the southeast for 
the past 15 years, has been 
succeeded since Jan. 1 by the 
McDonough Co., a partner- 
ship among Willard Ihlefeld, 
Bert Powell and Jib Threl- 
keld. 

In the new company set-up, 
Mr. Powell will travel out of 
Richmond, Va.; Mr. Threl- 
keld out of Birmingham, 
Ala.; and Mr. Ihlefeld out of 
Jacksonville. The new firm 


will maintain its headquar- 
ters in Jacksonville and will 
operate with the same per- 
sonnel, with the exception of 
Mr. McDonough who died last 
August. 


Shown here, from left to right, are the three partners of 
the newly formed McDonough Co., Willard Ihlefeld, Bert 


Powell and Jib Threlkeld. 
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News of the Trade——_— 





NEWS OF 


MANUFACTURERS’ AGENTS 








Ace Metal Appoints 
Five Representatives 


The Ace Metal Mfg. Co., 
Leominster, Mass., announced 
the appointment of five repre- 
sentatives to handle its line 
of builder’s hardware and 
key blanks in various sections 
of the country. 

S. H. Sharove, Richmond, 
Va., will cover Virginia and 
North Carolina. J. Herschell 
Campbell & Son, Riverside, 
Ill., will travel Illinois and 
Wisconsin. Claude C. Fuller, 
Minneapolis, Minn., will cover 
Minnesota and Iowa. Fran- 
scisco F. Fonseca, Miami, 
Fla., will cover Florida, and 
the Lee Arter Co., Los An- 
geles, Calif., will travel Cali- 
fornia, Arizona and Nevada. 





Name Barker & Fleming 
Irwin Representative 


The Irwin Auger Bit Co., 
Wilmington, Ohio, has named 
Barker & Fleming, Inc., Chi- 
cago, Ill., as its representative 
in seven midwestern states. 

Barker & Fleming will 
cover the states of Michigan, 
Indiana, Illinois, Wisconsin, 
Minnesota, North Dakota and 
South Dakota. Members of 
the Barker & Fleming staff 
include Fred Barker, Ed 
Fleming, Howard Meyers, 
Bill Nissen, Jack Grady, Ed 
Samuelson and Sewell Os- 
good. 





Stearns, Burns Named 
By Simonsen Industries 
L. S. Stearns and Mr. 
Burns of the Maxwell-Law- 
rence Sales Co., Boston, 
Mass., were named to repre- 


sent Simonsen Industries, 
Inc., Chicago, Ill. 


The new representatives 


will travel the New England | 


territory for Simonsen. 





Appell Co. To Cover 
New York For Ungar 


The Louis W. Appell Co., 
New York, has been appoint- 
ed to represent Ungar Elec- 
trie Tools, Inc., Los Angeles, 
Calif. The representative 
will cover Metropolitan New 
York. 





Upson Bros. Appoints 
Lynn & Brooks in West 
Lynn & Brooks, Los An- 
geles, Calif., with branches 
in San Francisco, Portland, 
Seattle and Denver, has been 





named by Upson Bros., Inc., | 
Rochester, N. Y., as its repre- | 


sentative in 11 western states, 
Hawaiian Islands and British 
Columbia. 


The newly appointed agent | 
will handle Hold-E-Zee screw- | 


drivers and Roltite window | 
anti-rattlers among _ other 
items. 





Aluminum Industries 
Names Jarrett in West 


Charles P. Jarrett, Dallas, | 
Tex., has been appointed to 
represent Aluminum Indus- 
tries, Inc., Cincinnati, Ohio. 
Mr. Jarrett will handle the 
manufacturer’s line of Per- 
mite aluminum paints and 
varnishes. 

Mr. Jarrett will travel the 
states of Oklahoma and 
Texas, excluding the El Paso 
trading area. 





O'Brien Corp. Acquires 
Eagle Picher Plant 


Jerome J. Crowley, Jr., 
president of the O’Brien 
Corp., South Bend, Ind., an- 
nounced the acquisition of the 
plant and the manufacturing 
facilities in Oklahoma City of 
the Eagle Picher Co., which 
has withdrawn from the 
manufacture and _ distribu- 
tion of paints. 

This new Oklahoma City 
plant will be operated as a 
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branch of the O’Brien Corp. 
It contains 48,000 sq. ft. of 
space. 





Hart Products Showroom 


L. J. Frankenberger, sales 
manager of the Hart Prod- 
ucts Div. of Stratton & Ter- 
stegge Co., announced that 
Hart has established a per- 
manent display room on the 
eighth floor of the Hartford 
Building at 8 South Dear- 
born St., Chicago, Ill. 
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‘A QUALITY TORCH AT A. 


COMPETITIVE PRICE... 
\ Well now te the harduare trade! 


ee ee ae ee seiieteieteeae 
This sealed priced blow torch is powerful, depend- 
able, safe! It has been honestly engineered to give the 
user maximum service... is backed by more than 80 
years of manufacturing experience with liquid fuel 
appliances. The massive cast bronze burner with wind- 
shield produces a hot blue blast in any weather. It will 
handle the heaviest kind of a job. The improved valve 
eliminates orifice enlargement. The larger undervein 
means longer service without necessity of 
cleaning. The cool composition valve wheel 
has a deeply corrugated never-slip grip. The 
pressure pump is effective and blow proof. 
Tank is Terne plate stee] with sprayed bronze 
finish ... one-quart capacity. Get complete 
details now on this quality torch at a 
competitive price; be sure you have full 






TE) 


U 


information on other Turner torches, 
too, as well 2s on Turner's popular 
line of fire ;cts.... 


“ SEE YOUR JOBBER 


\ 

[ 

! 

/ 
/ 


THE TURNER |BRASS WORKS 


1871 


Pi a eg 
es 
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, WANT FASTER SALES 


* 


FROM FASTENERS ? 





Stock and sell our Complete * 
Line of PHILLIPS SCREWS 


Southington offers a complete line of Phillips * 
Fasteners including the Phillips Recessed Head % 
Self-Centering Wood Screws. Known for depend- 
ability, uniformity and wide size range, the Southington *, 


line is one of the country's most popular fastener lines. ~ 


Contact The Jobber Nearest You. 


THE SOUTHINGTON HDWE. MFG. COMPANY 


Since 1867 


Southington, Conn. 











WHEN YOU 
STOCK AND DISPLAY THE 








E. H. TATE CO. 


251 CAUSEWAY STREET 
BOSTON * MASSACHUSETTS 











Babbage Elected Head 
Of Shellac Association 


Lawrence Babbage, execu- 
tive of William Zinsser & Co., 
New York, was elected pres- 
ident of the U. S. Shellac Im- 
porters Association at its an- 
nual meeting held Jan. 15 at 
the Lawyers’ Club in New 
York. 

The luncheon meeting was 
held for the purpose of elect- 
ing officers and directors for 
1953. Mr. Babbage has suc- 
ceeded Louis Gillespie, Gil- 
lespie, Rogers, Pyatt Co. 
Other officers elected at the 
meeting include John H. Ross, 
vice-president; George H. 
Dockstader, Carleton & Mof- 
fatt, treasurer; and George 
E. Ashby, secretary. 

Elected to the board of di- 
rectors are W. Frank Ander- 
son, Ralli Bros.; Mr. Bab- 
bage; Mr. Dockstader; H. W. 
Galland, Alfred Kramer & 
Co.; Mr. Gillespie; A. E. 
Jacobs, Dings & Schuster; 
Ralph W. McClintock, Mac 
Lac Co.; M. A. Rosen, Man- 
trose Corp.; Mr. Ross; P. N. 
Rowe; C. J. Schwab, Schwab 
Bros. Co., and Herbert Suhr, 
Suhr & Budelman, Inc. 





Washburn Co. Appoints 
Jewett Representative 


Donald R. Jewett has been 
appointed to represent the 
Washburn Co., Worcester, 





DONALD R. JEWETT 


Mass. He will make his 
headquarters in Cleveland, 
handling the entire line of 
Androck products including 
housewares, hardware, out- 
door cooking equipment, bi- 
cycle baskets, locker baskets, 
and farm baskets. 

Mr. Jewett came to the 
Washburn company in 1946 
and has been in the sales de- 
partment at Worcester. 


News of the Trade 





Mastic Tile Appoints 
Kroscheil Area Head 


Charles W. Kroschell, St. 
Louis Park, Minn., has been 
named district manager for 





é Oe 
CHARLES W. KROSCHELL 


the north central sales dis- 
trict of Mastic Tile Corp. of 
America, Newburgh, N. Y., it 
was recently announced by 
Carl Resnikoff, the company’s 
vice-president in charge of 
sales. 

Mr. Kroschell formerly 
served with Mastic Tile as a 
sales representative in the 
same territory. He will make 
his headquarters in St. Louis 
Park. 


Webster Joins Sales 
Staff of Reo Motors 


Reo Motors, Inc., Lansing, 
Mich., has announced the as- 
signment of William Web- 
ster as sales and service rep- 
resentative of its Power 
Lawn Mower Div. in the ter- 
ritory comprising Wisconsin, 
Minnesota, North and South 
Dakota. 





WILLIAM WEBSTER 


A native of St. Paul, Minn., 
Mr. Webster worked in Alas- 
ka, Canada and Montana be- 
fore joining Reo. 
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sschell, St. The massive consumer market ts educated to the 
, has been value and use of soil conditioners and is now 


waiting for JIFFY because it is easier to use, more 
effective and costs less. 


anager for 











PACKED for FAST SALES and PROFITS 


JIFFY Soil Conditioner is highly concentrated — 
a little goes a long way. It is packed to sell 
right off the counter — faster, at better profits, 
for the smallest as well as the largest garden and 


lawn area. 4, 8 and 32 oz. cans. Also in 1 oz. 
and 3 oz. packages in self-selling counter display 
— at retail prices less than one dollar. 
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DEALERS! A New 
Fast Selling Hose Reel 


No Packing, Nuts, or Loose Parts 


Made of Steel Finish, Green Baked Enamel. Wot. 5 Ibs. 
Packed one to carton with wall bracket and screws. 


$4.95 List Price 


les 
rs 


Lansing, 
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Since 1912 — the leading 
source of top quality 


° BASEBALLS 
° SOFTBALLS Bracket can be eeed to house, veo ~ post. - 
© PLAYGROUND BALLS ||| stunoy compact row srne eax, inde 10 


cubic foot of space. A flick of the finger releases reel 


Write for Catalog from the bracket. Hose can be used without unwinding the 
entire length. 


: Tober Baseball Mfg. Co., Ine. ||| tericoresohotcte disrbutors | 
1 Alas. MANCHESTER, CONNECTICUT BECKER PRODUCTS CO. 


ina be- 161-30 129th Ave. Jamaica 34, N. Y. 
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OBITUARIES 





Winchester Bennett 


Winchester Bennett, 75, 
president of the Winchester 
Repeating Arms Co. during 
World War I, died Jan. 17 in 
Boynton Beach, Fla., where 
he had been spending the 
winter. 

Mr. Bennett was a grand- 
son of Oliver F. Winchester, 
founder of the company. 
After his graduation from 
Yale’s Sheffield Scientific 
School in 1893, Mr. Bennett 
went to work in the Winches- 
ter plant as a machine shop 
apprentice. He was named a 
director of the plant in 1905, 
advanced to vice-president in 
1911 and succeeded his father, 


Thomas Gray Bennett, as 
president of the firm five 
years later. 


In 1920 Mr. Bennett re- 
tired because of ill health. 

Survivors include his 
widow and five daughters. 


Thomas G. Haney 


Thomas G. Haney, 53, vice- 


president of the National 
Pressure Cooker Co., Eau 
Claire, Wis., died Jan. 11 


after a long illness that kept 
him from his desk since last 
July. 

A pioneer in the technique 
of department store demon- 
strations, Mr. Haney joined 
National Pressure Cooker in 
1922 and subsequently esta- 
blished the company’s demon- 
stration sales policy that is 
still in effect today. In 1928 
he was made sales manager 
and two years later advanced 
to the position of vice-presi- 
dent. 

Survivors include his 
widow, a daughter and two 
sons. 


Stan Harris 


Stan Harris, 60, salesman 
and a former district sales 
manager for Devoe & Ray- 
nolds Co., Inc., New York, 
paint manufacturer, died sud- 
denly of a heart attack Dec. 
27 in Carmel, Ind. 

Mr. Harris began his ca- 
reer with Devoe in 1929 as a 
dealer salesman in the mid- 
west. In 1936 he was made 
assistant sales manager of 
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the company’s brush div. 
and a year later was ap- 
pointed branch manager of 
the firm’s Boston branch. 
Early in 1942 he was pro- 
moted to district sales mana- 
ger for both the Devoe & 
Wadsworth, Howland trade 
sales divisions in New En- 
gland. 

At his own request Mr. 
Harris retired as_ district 
manager in July of 1950 be- 
cause of poor health and was 
subsequently transferred to a 
sales territory in New Hamp- 
shire. 

He is survived by his 
widow, a daughter and two 
sons. 


Paul A. Griffith 


Paul A. Griffith, 86, senior 
partner in Shields & Bro. and 
also Griffith Tool Works, died 
Jan. 17 after a brief illness. 

Mr. Griffith was active in 
business until a few weeks 
prior to his death. He was a 
past president of the Hard- 
ware Merchants’ and Manu- 





________— News of the Trade — — 


facturers’ Association 
Philadelphia and a director 
at the time of his passing. He 
was also a vice-president of 
the National Wholesale Hard- 
ware Association. 
Survivors include two 
brothers and two sisters. 





George R. Weber 

George R. Weber, vice- 
president, treasurer and a di- 
rector of Raybestos-Manhat- 
tan, Inc., and general man- 
ager of its U. S. Asbestos 
Div. plant at Manheim, Pa., 
died Jan. 14 at his home in 
Lancaster, Pa. 

Mr. Weber joined U. S. 
Asbestos in 1921 and played 
an important part in creat- 
ing the Raybestos-Manhattan 
merger in 1929. 


C. L. Higgins 


C. L. Higgins, president of 
the National Sporting Goods 
Association, died unexpec- 
tedly Jan. 9 in Lockhart, Tex. 

For more than 20 years Mr. 
Higgins had been associated 
with the C & S Sporting 
Goods Co., located in Austin, 
Tex. 


Frederick Muller 


Frederick Muller, 55, vice- 
president and general mana- 
ger of Carter, Milchman & 
Frank, Inc., New York, in- 
dustrial supply distributor, 
died Jan. 12 while returning 
home from his office. 

Mr. Muller had been with 
Carter, Milchman & Frank 
for 16 years and prior to that 
had been sales manager fo: 
the firm of Manning, Maxwell 
& Moore. 

Surviving are his widow, 
two sons, his mother, a sister 
and brother. 


Alfred Knight 


Alfred Knight, 71, presi- 
dent of the Knight Hardware 
Co., Inc., Weaubleau, Mo., was 
accidently killed when struck 
by a car at Pine Bluff, Ark., 
on Jan. 9. 

Mr. Knight and his wife 
were enroute to Florida for a 
winter vacation when the mis- 
hap occurred. Mr. Knight 
had been actively engaged in 
the hardware and implement 
business in Weaubleau since 
1906. At the time of his death 
he was also president of the 
Knight Sales Co.. Ine. 





day. 





Haven Saw & Tool Co. Opens Sixth Store 





The Haven Saw & Tool Co., West Coast retail hardware chain with branches in 
Oakland, San Francisco, San jose and Redwood City, 
opened a new branch in Fresno, bringing its total number of stores to six. The 
grand opening was an outstanding event and was given considerable radio and news- 
paper attention. It was also widely announced by Haven through direct mail to the 
trade. More than 1,000 persons visited the new store, pictured above, during the first 
day. There were also 22 factory representatives present and each of their companies 
contributed toward a variety of door prizes, and many sent floral pieces to add to the 
festive atmosphere of the occasion. 

A feature exhibit at the opening was a display of 15 DeWalt radial arm power 
tools. A continuous demonstration of these machines was conducted throughout the 


all in California, 


recently 
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Salesmen, right, representing 
L. Hopkins Mfg. Co. from 
coast to coast, met at a two- 
day sales meeting held re- 
cently at the company’s plant 
in North Girard, Pa., and at 
nearby Erie. Event marked the 
group's third annual meeting. 
Firm had biggest unit and dol- 
lar volume in its history, and 
salesmen were given merchan- 


dise awards in appreciation of 
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ne. Harry Carlson of Huron, 
od ' af S. D., right, salesman for Jan 

‘a e * ney, Semple, Hill & Co. for 
the past 40 years, welcomes 


2 © ia! 
» 9% Fa = 
—s v4 % } R. H. Lind to the ranks of 
| ki} = ' a Janney salesmen. Photo was 
d} # 7 


taken at recent sales meeting 


ced y i Y ; ; of the Minneapolis, Minn., 
bala ee . 4 wholesale firm. Mr. Lind was 
: starting his first day with Jan 


ney and Mr. Carlson his 41st 
year. 


At left are 14 of the 15 sales 
representatives of the Thomas 
Products Co., Detroit, Mich., 
roller painter manufacturer, 
from all parts of the country 
who met in Detroit recently 
for a two-day sales meeting. 
The men were briefed on the 
Thomas line, taken on an in 
spection tour of the new plant 
now under construction, and 
given a preview of the 1953 
sales promotion plans. 








Members of the National Ad- 
vertising Committee of the 
National Retail Hardware As- 
sociation are shown at a re- 
cent meeting. Seated, left to 
right, are C. L. Wheeler; J. T. 
Skolfield, chairman and Na- 
tional Association president; 
C. J. Christopher. Standing, 
same order, are A. B. Hill, R. 
R. Mueller, R. Bloodworth, D. 
Laws, M. Kraemer, F. Olm- 
sted, O. W. Ahl, A. C. Kam- 
meier and J. B. Conklin. 
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The Business Outlook—Markets and Price News 


(Continued from page 14) 


being paid to store fixtures. 

Stores which increased the num- 
ber of their night openings during 
the past year are in the minority, 
the poll showed. Extension of night 
shopping hours was reported by 
only 15 pct. Of that number, some 
which went from one to two nights 
a week indicated that they hope to 
return to only one night. 


Appliance Time Sales 
Show Slight Rise 


Household appliance stores re- 
ported a slight gain in installment 
receivables during November. Com- 
pared with a year ago, their in- 
stalment receivables were up about 
10 pct. 

Their indexes for instalment ac- 
eounts of appliance stores, out- 
standing at the end of the month 
was 223 for November, as com- 
pared with 203 for the same month 
in 1951, and 222 for October, 1952. 
The 1947-1949 average is 100. 

Collection ratio for household ap- 
pliance stores was 11 pet, un- 
changed from October, but down 
1 point from November, 1951. 


Strong Demand For 


Hard Floor Coverings 


Demand for hard surface floor 
coverings at the wholesalers mar- 
ket in New York in January was 
reported to be the heaviest in two 
years. Wholesalers asserted most 
types of hard surface coverings in 
demand. 

From a price standpoint the 
market appears to be firm. Few off- 
goods were reported available. The 
demand for specials which was 
marked at last year’s market was 
absent this year. Minor price in- 
creases have been announced re- 
cently by several manufacturers 
but no industry-wide price advance 
appears likely in the immediate 
future. 
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Krilium Prices Down 
28-33 Pct at Retail 


Sharp reductions in the prices of 
Krilium soil conditioner formula- 
tions for home .gardeners and 
commercial growers have been an- 
nounced by Roy L. Brandenburger, 
general manager of Monsanto 
Chemical Company’s Merchandis- 
ing Division. 

The reductions amount to ap- 
proximately 28 to 33 pct in the 
retail price of Krilium soil con- 
ditioners. The five-pound container 
of Krilium for home garden use 
was reduced from $6.95 to $4.95, 
with a comparable reduction in the 
one-pound size. 


Prices on Some Mirro 
Items Rise 3-7 Pct 


The Aluminum Goods Manufac- 
turing Co., Manitowoc, Wis., 
makers of Mirro aluminum ware, 
has announced new prices effective 
January 15, 1953, in accordance 
with the recent OPS Regulation 
GOR 41. 

Price increases range from 3 to 
7 pet. Practically all the items in 
the Comet and Worthmore lines 
have been increased. 

The prices on some feature items 
remain the same. Among the 
Mirro items that did not increase 
are the 4-qt. Mirro-Matic pres- 
sure pan and the Mirro-Matic 
electric percolators. 


November Retail Sales 


Increased 4 Per Cent 


Total sales of all retail stores in 
November amounted to $13.9 bil- 
lion, about 4 pct above the same 
month a year ago, according to the 
U. S. Department of Commerce. In 
general, sales eased off somewhat 
from record October rates. After 
adjusting for seasonal factors and 
trading day differences, November 
sales were down about 2 pct from 
October. 


Employment Rises 
To Highest Point 


Record output levels resulted in 
manufacturing employment touch- 
ing a postwar peak of 16.5 million 
in November, announced the Labor 
Department’s Bureau of Labor 
Statistics. 

Layoffs of factory workers con- 
tinued at one of the lowest levels in 
the postwar period, with only eight 
out of every 1,000 workers laid off 
during November. This was half 
the total in November, 1951 when 
consumer goods industries were 
cutting their work force on account 
of lower demand and rising inven- 
tories. 


Construction Awards 
At Peak Last Year 


All existing records were broken 
by construction contract awards in 
the 37 states east of the Rockies in 
1952, it was announced by F. W. 
Dodge Corp. Total for the 37 
states, last year, was $16,774,936,- 
000, a 6 pct rise over the $15,751,- 
131,000 reported in 1951, the pre- 
vious high. 

Residential awards for 1952 
totaled $6,667,504,000, a 7 pct rise 
over 1951. Residential awards in 
December amounted to $438,580,- 
000, a 17 pct drop from November 
but 27 pct over December, 1951. 


Bill Would Curtail 


Removal of Serials 


Legislation has been introduced 
in the New York State Legislature 
designed to prevent sale to the 
public of television sets, washing 
machines, vacuum cleaners and 
other electrical home appliances 
from which the manufacturer’s ser- 
ial number has been removed. 

Hugh R. Jackson, president of 
the Better Business Bureau of New 
York, announced that his organi- 
zation is supporting the legislation, 
stating that the bureau had just 
completed a special analysis of 
approximately 100 complaints made 
by consumers in the New York 
area who have been victimized by 
serial number removal from home 
appliances. In these cases, he said, 
the consumer has been sold ap- 
pliances which have been brought 
into the New York area surrep- 
titiously from unauthorized sources 
and in some instances there is 
reason to believe that such mer- 
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ELECTRIC STEAM RADIATOR CORP. 


1 Electric Avenue (Bourbon County) Paris, Kentucky 


SAFE STEAM HEAT FROM ANY WA 


BIG MONEY in the 
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HOTTEST SELLING SPACE HEATER IN THE WORLD! 


Oy 


IT’S EASY TO SELL THIS SAFE, 
HEALTHFUL STEAM HEAT FROM 
ANY AC OR DC WALL PLUG 


Safest in the World: It's as safe as a toaster—no 
fumes, no fire hazard, no exposed elements—abso- 
lutely as safe as the radiators in a regular heating 
system. U.L. Approved—of course 


Highest Efficiency: Heats by true convection—dis 
tributes abundant uniform, healthful steam heat to 
every corner of the room—leaves none of the “cold 


spots’ of directional heaters. 


Less Than 2¢ Per Hour to Operate: Most eco 
nomical space heater on the market—delivers more 
heat for less. Exclusive patented all-steel construc- 

tion transfers heat 4 times faster than old-fashioned 


cast iron radiators—and does it at lower cost 


Perfect Portable Heat Anywhere: ELECTRE- 
STEEM is amazingly lightweight—carries easily (has 
convenient carrying handle) to provide ideal sup- 

plementary heat quickly and efficiently —anywhere 


ELECTRIC STEA 
1 Electric Avenue - 
Please send comple 
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“THE ECONOMY MOWER” 


Engineered en- 
tirely for POWER 
mowing, with 
BLAIR’s 70 years 
of experience be- 
hind it. 

1.1 HP Briggs & 
Stratton engine, 
18” cutting width. 
\ An economy 
mower for your 
customers — 
a profitable 
one for 
you. 








BLAIR 


LAWN MOWERS 


ath ANITDAPTITDING 

LAIR MANUFACTURING CO 
Telephone 2-7449 

SPRINGFIELD 7, MASSACHUSETTS 









Streamlined 


BLIZZARD 


Continuous Srayer 


World's most beautiful copper, continuous 
sprayer. Prt. and Qtr. (39 ounce) sizes. 
Glistening, solid copper tank. Pump barrel 
is highly pol- 
ished, seamless 
brass. Modern 
design. Sturdy 
construction. 
Twin nozzles for 
spraying fine 
fog mist straight 
ahead or at any 
angle. Sprays 
any liquid. Pop- 
ular, year ‘round 
seller 

*» For 65 years 
Smith sprayers 
and dusters have 
been outstanding 
in design, con- 


As Advertised in House & struction and 
Garden and House Beautiful Performance. 


D. B. SMITH & CO. 


426 Main St., Utica 2, N.Y. 
“Originators of Sprayers” 

Canadian Rep. G. L. Cohoon 
1265 Stanley St., Montreal 2, Canada 
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chandise has been damagea ‘n tran- 
sit or is stolen goods. 

The consumer who purchases 
such appliances is defrauded, Mr. 
Jackson said, because the manufac- 
turers’ guarantee is invalid when 
the serial number is defaced or re- 
moved. 


Gas Heating Shipments 
Gain 17 Pct in "52 


Gas-fired furnace shipments to- 
taled 456,400 during 1952, com- 
pared with 390,000 in 1951, a 17 
pet rise, the Gas Appliance Manu- 
facturers Association reported. 
Gas-fired boiler shipments amount- 
ed to 68,600, a 13.4 pet gain over 
the 60,500 units shipped in the 
previous year. 

Biggest increase was registered 
in shipments of gas conversion 
boilers with last year’s total being 
212,000, as against 164,000 a year 
earlier, a 29.3 pct rise. Compari- 
sons showed a loss in the early 
part of 1952 compared with the 
corresponding 1951 period, but 
this was overcome by increasingly 
heavy shipments in the last six 
months of the year. 


Shapleigh Catalog On 
Sports Goods, Cutlery 


The new 5383-page Sporting 
Goods and Cutlery Catalog of 
Shapleigh Hardware Co., whole- 
sale hardware firm of St. Louis, 
has been bound together so that it 
can be used separately. However, 
it has been punched so that it can 
be dropped on posts in the com- 
pany’s catalog. Four-color covers 
make it very attractive and an in- 
dex makes it easy to use. In ad- 
dition to sporting goods and cut- 
lery the catalog also contains opti- 
cal goods, silverware, jewelry, 
clocks and bicycles. 


Republic Will Make 
Steel Kitchen Cabinets 


Republic Steel Corp. plans to en- 
ter the steel kitchen cabinet mar- 
ket early this spring, announced C. 
M. White, president. He said that 
the new program will constitute 
the first “store to store” operation 
in the steel kitchen industry. 

The cabinets are to be marketed 
under Republic’s trade name, and 
will be made at the steel company’s 
Berger Manufacturing Division, 
Canton, O. 


December Steel Rate 
Sets Record for Month 


Steel production in December set 
a record for that month, amounting 
to more than 9,680,000 net tons of 
ingot and steel for castings, equiva- 
lent to an annual rate of 116 million 
tons, according to the preliminary 
report of the Iron and Steel Insti- 
tute. This compared with the re- 
vised November rate of 9,488,886 
tons. It represented a rise of better 
than 790,000 tons over December, 
1951, or almost 9 pct. 

Total production for the year 
1952 was the third highest annual 
output in history, amounting to 
93,049,213 tons, a drop of over 12 
million tons from 1951 due to the 
long strike during the summer 
which caused the loss of almost 18 
million tons of zaw steel. 

The fourth quarter set a record, 
amounting to 28,928,716 tons, a 
rise of 2.1 million tons over the 
same quarter in 1951. 


New Refrigerator 
Has Low Temperature 


A new Philco refrigerator is 
claimed to adjust automatically to 
compensate for changes in tem- 
perature, humidity or food load 
within the refrigerator. 

The announcement said that it 
achieves automatically 38 to 42 
degrees in temperature throughout 
the fresh food storage area. The 
sealed-in food freezer compartment 
achieves actual zero degree tem- 
perature in the food and offers 
sharp freeze service down to 20 
degrees below zero. 


Goodrich Introduces 
New Vinyl Floor Tile 


The flooring division of B. F. 
Goodrich Co. is introducing a new 
vinyl floor tile described as having 
an appearance which improves with 
wear and which requires no wax- 
ing. The tile is made in eight 
colors, enabling the buyer to install 
any number of color combinations, 
and is being merchandised for con- 
sumer installation. 

An extensive sales promotion 
campaign is planned, according to 
Winthrop Brown, Jr., general man- 
ager of the division. The new line 
is priced slightly higher than the 
company’s regular rubber tile and 
is manufactured in 80-gage size to 
conform. 
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DURA-broo 





promotion material. 


watch and many others. 






PERMA-SCRUB WHISK-OFF 

The time-saving pot Has replaced ordi- 
scrubber with the @ nary whisk brooms 
hand-saving handle. in 6,000,000 homes. 






PERMA-BROOMETTE 
Year ’round toy for. 
children ...an exact 
duplicate of the world- 
famous PERMA-BROOM. 


CIGARETTE CASE 
Handsome, inexpensive 
plastic case... stand- 
ard or king-size. 
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Dico)) 
ma Rc 
on your counter... 


In less than one square foot— 
display and stock the only complete 
line al petal buffs and compositions—the right 
buff or composition for every need! e 


and put yourself in... 


Sell from rear of unit. Chart gives 
use and price of each item. You 
don’t need to train salespeople. 


the BUFFING WHEEL business . . 


It’s big business. Millions of hobbyists enjoy home work- 
shops. You sell them power tools, grinders, lathes, etc.— 
why miss the extra profits on buffing supplies? 


for only $19.00 


Unit— including 24 wheels 
(each with “how-to-do-it” 
Buffing Manual), extra 
flanges and 12 tubes com- 
position—costs you less 
than a twenty-dollar bill. 
And look at your profit! 


See Your Jobber... 


Don’t miss profitable buff and composition business you 
can easily get. Order Dico Display No. 481 from your 
jobber—or write: 


Hardware Products Division— Dept. D-253 
DIVINE BROTHERS COMPANY, UTICA, N.Y. 









NO. 481 DICO BUFFING DISPLAY 


RETAIL VALUE $28.50 

YOUR COST $19.00 

YOUR PROFIT $ 9.50 
(FULL 50% MARK UP) 
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BIG SWEEPSTAKES CONTEST 


Presents MODGLIN’s Amazing New 


FINEST BROOM 
EVER MADE! 


Look for big 4-color page announcement in April 
24th issue of LIFE. Powerful newspaper ad sched- 
ule in leading cities everywhere. Live-wire store 


2,230 PRIZES including trip to Mexico City, 
Mink Coat, Sterling Silver, Diamond-studded 


You're invited to be a sure winner in this aggressive nation- 
wide promotion. Tie-in with the campaign and cash in on 
the sales and profits. Ask your Modglin salesman for details 
or write to me today. And while you're at it, ask about our 


other profit-making items shown below. Bue M w b ° 
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PERMA-KLEEN ‘yo 
Absorbent plastic 2 
sponge fibres mop 
away dirt in a jiffy. 





TOT-MOP 

Year ‘round item... 
child-size version of 
PERMA-KLEEN plastic 
sponge fibre mop. 


MODGLIN CO., Inc. 


nondo Road 


3235 San Fer 


65. Calif 


Los Angeles 
























How .. 
All Dressed Up 


For Volume Sales! 


The EASY-DIP Ice Cream 
and Kitchen Scoop, which 
has been a natural traffic 
stopper all across the country the past year, is 
now dressed in a new three-color counter display 
carton. EASY-DIP has quality equal to that of 
expensive metal dippers—it is guaranteed against 
breakage. The established 79¢ retail makes it 
available for home use sale in good volume, at 
liberal profit margins. Write for information and 
prices. 


LLOYD DISHER CO. 


DECATUR, ILLINOIS 
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Kill Controls, Department Store People Ask; 
Night Openings and Drop in Sales Discussed 


Elimination of controls, even on 
a standby basis, was called for by 
retailers in a resolution adopted at 
the annual convention of the Na- 
tional Retail Dry Goods Associa- 
tion in New York. The retailers 
also demanded the end of “dis- 
criminatory” taxes which discour- 
age the sale of goods at retail, 
wholesale or manufacturing levels. 

The main problem facing depart- 
ment stores is elimination of traffic 
congestion in downtown areas, said 
Wade G. McCargo, president of H. 
V. Baldwin & Co., Richmond, Va., 
and Irwin D. Wolf, vice president 
and general manager of Kaufman 
Department Stores, Pittsburgh, 
Pa., who were elected president of 
the association and chairman of the 
executive committee, respectively. 

Mr. McCargo also said at a press 
conference that stores would. have 
to work out their own solutions on 
night hours. He said that when 
stores devote as much attention to 
modernizing their downtown build- 
ings as they do to branches, greater 
sales volume in main stores might 
be noted. 


Night Openings Debunked 


Night store openings were as- 
sailed at one session of the con- 
vention by Philip LeBoutillier, 
president of Best & Co., New York 
department store. Night openings, 
he said, increase costs, decrease 
quality of service and tend to des- 
troy shopping habits which retail- 
ers have developed through the 
years. In New York City, he said 
that night openings had merely 
transferred Saturday’s volume to 
Thursday without benefit to the 
public or store. 

Dr. Malcolm P. McNair, of the 
Harvard Graduate School of Busi- 
ness Administration, said that de- 
partment stores were on “uneasy 
street” because they are losing 
their pre-eminence among retail 
distributive channels and their 
share in the flow of goods is grad- 
ually dwindling.” 


Sales Record Weak 


He cited figures to show that in 
the five years from 1947 depart- 
ment stores had experienced a 9 
pet rise in sales against a 12.3 pct 
rise in general merchandise sales. 
On the basis of 1939 as 100, total 
retail sales for the 13 year period 
stood at an index of 358, the com- 
bined sales of Sears, Roebuck and 


Montgomery Ward at 345 and de- 
partment store sales at 295. 
Among the items suggested to 
remedy the situation were: Open- 
ing of more department store 
branches in large cities and organi- 
zation of these branches into effec- 
tive local chains; additional steps 
towards central buying and closer 
integration with manufacturers; 
abandonment of some unprofitable 
lines as the merchandising pattern 
changes; and sharper separation of 
merchandise into departments. 


Fewer Retailers 
Failed Last Year 


Failures among retailers totaled 
41 in the holiday week ended Jan. 
1, down from 50 in the previous 
week, reported Dun & Bradstreet, 
Inc. 

Retail failures amounted to 280 
in November. For the first 11 
months of last year the total was 
3545, compared with 3792 in the 
similar 1951 period. Failures among 
hardware, lumber and building ma- 
terial dealers amounted to 27 in 
November. For the first 11 months 
of 1952 the total was 180, com- 
pared with 215 in the previous 
year. 





Spring Sales Circular 





‘YOUR NAME HERE 
PHONE NOMBER © ADDRESS a 


This is the front goss of Spring 


Consumer Sale Circular of Far- 
well, Ozmun, Kirk & Co., St. 
Paul, Minn., which has been 
timed for Hardware Week. It 
was described on page 216 of 
the Jan. 22 issue. 





Says Makers Should 
Review List Prices 


Mort Farr, president of the 
National Appliance and Radio-TV 
Dealers Association, told the or- 
ganization’s annual convention in 
Chicago that the industry should 
“give serious consideration to the 
need for increasing list prices.” 
However, he said that price in- 
creases should not be ordered until 
“we first review our operations 
from top to bottom, seeking 
methods of improving our efficien- 
cy.” 

Mr. Farr stated that in review- 
ing list prices “we have always to 
watch the big mail order houses 
and factory-controlled chains to 
make sure we don’t price ourselves 
to where they have an uncontested 
field. We can’t hope to get larger 
lists or greater mark-ups as long 
as giving away of discounts char- 
acterizes big chunks of our indus- 
try.” 

“Let’s get those full list prices,” 
he advised. “The merchandise is 
worth it.” 

He expressed a fear of overpro- 
duction in some fields of “sudden 
growth” in 1953. 


Vacuum Cleaner Sales 
Rose 4.1 Pct in "52 


Factory sales of standard-size 
household vacuum cleaners in 1952 
totalled 2,841,803 units, an increase 
of 4.1 pct over 2,729,104 sold in 
1951, according to figures announ- 
ced by C. G. Frantz, secretary- 
treasurer of the Vacuum Cleaner 
Manufacturers’ Association. 

December sales were 249,032 
units, compared to 254,297 in No- 
vember, a decrease of 2 pct, and 
were 8 pct higher than 230,263 
units sold in December, 1951. 


G. E. Announces Line Of 


Home Air Conditioners 


General Electric has announced 
a completely new line of residential 
year-round air-conditioning equip- 
ment featuring an extensive range 
of models. The new line offers 
over 190 models in a wide range 
of heating and cooling capacities. 

S. J. Levine, general manager of 
the G-E home heating and cooling 
department, said that the new resi- 
dential year-round air conditioners 
for the first time give builders and 
home owners a flexibility of choice 
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» seeking 150 WATT IRON WITH 114” TIP 
ur efficien- ee Ideal for garages, machine shops, and heavier 
home use. Highest quality nichrome wire 
- " wound on amber mica in sealed element. Ra- 
in review- diating fins keep handle cool. Chrome Plated. 
Complete with six foot cord and stand. 

Aongy ee to Weight in carton: one pound, ten ounces. 
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DRAKE No. 700 


80 WATT IRON WITH %” TIP , 
A lightweight iron for general use in small automo- Ss fe | L D £ R | me G 
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Plated, with radiating fins to keep handle cool. 
Complete with six foot cord and stand. Weight in 
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No. C-1458 
Chrome plated. 
With square 
nuts. For 
later model 








Sharou 


LICENSE 
PLATE 
FASTENERS 





No. 012558 
Rust-proof. 
With wing 
nuts. For 

older 
model 
cars 

















At your 
favorite jobber | 
or write direct 


Shavoe A andl Scheu Co 


BOSTON 10, MASS. 





100 COMPLETE 
ENSEMBLE 


ZY 








{ 
‘-) 


ENSEMBLE AS-193 


CURTAIN SCREEN, 
ANDIRONS and FIRE TOOLS 


ORDER IMMEDIATELY! 
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in picking the unit that best meets 


| their particular heating and cool- 


| ing problems. 


For example, in 
warmer climates where less heat- 
ing and more cooling is required, 
he said, the new line has units 
sized specifically to meet that need. 
The same holds true for places 
where more heating than cooling 
is required, he added. 

Flexibility of choice is also 
found in the fuel used for winter 
heating. Either gas or oil, which- 
ever is preferred in a particular 
locality, may be used. 


LP-Gas Advantages 
Explained in Booklet 


A 28-page, three-color selling 
tool entitled “Better Living ... 
With LP-Gas” combines promo- 


tional copy on home and farm uses 
of LP-Gas with recipes and ideas 
on modern kitchen and utility room 
layouts. It has been prepared for 
consumers by the National Com- 


mittee for LP-Gas Promotion, for | 
| local imprinting and distribution. 
Considerable space is devoted to | 


the advantages of LP-Gas in the 
home and farm. Four pages tell 
how LP-Gas is produced, distrib- 
uted and stored on customers’ prem- 
ises. A rule-of-thumb guide to the 
correct size water heater required 
to fit the needs of the individual 
household and helpful data on 
proper selection of heating equip- 
ment are also included. 

The booklet is offered to the pub- 
lic in national advertising of the 
LP-Gas Information Service at 10 
cents. To stimulate store traffic, in- 
sertions in state and regional farm 
magazines urge readers to obtain 
copies from their nearest LP-Gas 
dealer. 

Prices on bulk orders for the 
booklet range from 6.4 to 10 cents 
per copy. Sample copies may be 
obtained from the National Com- 
mittee for LP-Gas Promotion, 11 
S. LaSalle St., Chicago 3, II. 


Tank Balls Fair Traded 


The Water Master Co., New 
Brunswick, N. J., announces that 
effective immediately Water Mas- 
ter toilet tank balls are fair traded 
at the retail and wholesale levels. 
The regular retail price of 75c each 
has been established as the Fair 
Trade minimum in all 45 states 
recognizing fair trade legislation. 
The company wishes to emphasize 
that there are no price changes, the 
former prices having been set as 
the Fair Trade Minimums. 


| TRIPLE the SALES 
with TRIPLE the CUTS! 


ANNOUNCING 


NOT ONE—NOT 12-—BUT 


40 DIFFERENT CUTS! 


\t BULA AMANDA DSS SSS 


| NEW 





DADO SAWING WASHERS 


New improved Warren Washers open 
a broader market for you in ‘51! Be 
ready for new sales, replacement sales 
—easier sales! 


GOOD PROFITS FOR YOU! 

No increase in price~new Warren Washers 
still retail at popular price of $4.95 per set, 
with no cut in dealer margin! 


NATIONALLY ADVERTISED — 
UNIVERSALLY ACCEPTED! 
Soemen, raise them for making smooth 
dados, -~, = easily with regular saw 
blade. odvascising ss reaches 16 mil- 
lion ie ames Washers a name 
they remember! 


SEND TODAY FOR TRIAL OFFER! 


Se - rd just 6 sets at your dealer's discount 

—receive absolutely free colorful 
pall counter display and descriptive sell- 
ing literature! 


| 
| WARREN BABO SAWING WASHERS CO. 
| Dept. 102, Box 98, North End Station, Detroit, Mich. 














Now DAISY brings you 


Non-Marking 


Ge ‘ 2A wan Se 
SBBER SO 
Ra LES 
i 


\ Prelgeg 


STICK-ON 
‘“ RUBBER 
“. SOLES 






NEw \ 
LEATHER 


COLOR! 


Wi 

At last — Stick-On Rubber Soles that 
absolutely will NOT mark, mar or scuff 
floors, woodwork, linoleum, tile! From 
DAISY, of course. Leather-colored, too, 
for top sales appeal. Pure benzol-base 
Stick-Tite rubber cement included. 
Packaged on colorful display card. Fast 
sellers for men, women, children. Order 
now. And write for prices, details of 
complete DAISY line of rubber house- 
hold products—today! 


SCHACHT RUBBER MFG. CO. 


cet 
ws SONS 





Dept. H Huntington, Ind. 
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TAU TEU ILIA 


© Cobalt blue plastic seamless handles 
© Featherweight — easy to hold and use 
© Bright mirror finish on each piece 

© Sturdy high carbon alloy steel blades 


© Popular priced — high quality 
ORDER NOW! SEE YOUR JOBBER 


No. 703 
Sales Merchandiser — 
self serve line of the 
new Blue Diamond 
putty knives and 
scrapers 


No. 203 No. 903 


Sales Merchandiser — 
displays and contains 
the new Blue Diamond 





Sales Merchandiser — com- 
plete home repair tool depart- 
ment. Features Blue Diamond 
e Line — Wood Scrapers — 
Line Sharpeners — Glass Cutters — 
Razor Blade Scrapers 


NEW LINE OF PUTTY KNIVES AND SCRAPERS 


EYE AND BUY APPEAL FOR THE 
DO-IT-YOURSELF MARKET 












HYDE MANUFACTURING CO. 


SOUTHBRIDGE, MASS. U.S.A. 


























{Larson} | 


No. TH321 += 














3-Row 
TOOL | 
HOLDER |. 


@ Holds large assortment of hand tools. 
@ Fine zinc coated finish.—36" of tool space. 


@ Packed in two-color attractive boxes. 


Ask your jobber about this one! 


CHAS. O. LARSON CO. 


STERLING « ILLINOIS 





@ The most practical tool holder on the market. 
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Heres a Fast-Selling Item 
Order Now— 
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New! 


Combination Square 


TRAMMEL HEADS 


Used on a combination square scale to make 
ACCURATE COMPASS, HEIGHT GAUGE, 
OUTSIDE OR INSIDE CALIPERS. 





Head chrome plated, screw — 
parts protected by cadmium 4 r 7 
plating; scriber points made F a> 
of hardened tool steel. Per- : 4 
fect for work on wood, plas- j 


tic, sheet metal, linoleum, die ca ; 
or tool layout. Hundreds of = | 
uses. Comes complete with co 7 
plated head, scriber points, 
pencil tips, special caliper + 
WRITE FOR LIT- w 
. QCRDER aQ J 
THROUGH YOUR JOBBER. = 


ASSOCIATES, INC. 


Hazel Park, Michigan 

















ENGINEERING RESEARCH 





3475 East Nine Mile Road 








Get Ready For 
A SHOWE 





ee =m Fungicide that 


WON'T WASH OFF 


This work-saving, weatherized 

insect killer and protector of 

plant health is time-tested and 

proved. Now more effective 
than ever before... it laughs at rain, 
wind and weather. Cuts garden work 
in half...you spray only for new 
growth. Plant Plate also feeds the 
plant as you spray the leaves. Avail- 
able in spray and dust form 
at all reliable wholesalers. 

MILLIGAN BROTHERS 

Jefferson, lowa 


a Tee 


NEW! 
AMAZING! SCIENTIFIC! 


SEEDER and SPREADER 
Insures a Green, Smooth Lawn 








by Uniform Spreading of: 
© LAWN SEED 
SPECIAL © DRY FERTILIZER 
FEATURES © DRY WEED-KILLER 





© EASY TO OPERATE 


© LIGHT WEIGHT 
AND PORTABLE 


© PRECISION MADE 
FOR LONG LIFE 


@ WASHABLE AND 
EASHLY STORED 


© COMPLETELY 
ADJUSTABLE 


© BUILT FOR YEARS 
L 
















KRASBERG & SONS MFG. CO. 


WEST HOM ER STREE 











Retail Collections Slower Than a Year Ago; 
83.3% of Store Accounts Paid When Due 


Retail store collections of ac- 
counts receivable have been slowing 
up, according to a survey made by 
the Credit Research Foundation of 
the National Association of Credit 
Men. 

The percentage of retail stores’ 
accounts discounting or paying 
their trade invoices when due de- 
clined from 84.6 in November 1951 
to 82.8 in November 1952. In Au- 
gust 1952 the average retail per- 
centage was 83.3. 

The median percentage for ali 
accounts in the retail field, regard- 
less of industry, which were dis- 
counting or prompt in payment, 
was 82.1 pct, according to the sur- 
vey. 

The records in some of the lead- 
ing cities developed in the Novem- 
ber 1952 survey as compared with 
August 1952 and November 1951, 
are shown in the table below: 


Per Cent of Retail 
Accounts Discounting 
or Paying When Due 


Nov. Aug. Nov. 

1952 1952 1951 
PPMGGO oo ccvicvnvceost 82.8 83.3 84.6 
PUGING .occcccrccccoccs SE Fae Gy 
II 6 n> esiraio eared 89.3 85.3 87.1 
EE emer 85.2 76.6 83.4 
OWNER cicsecsciinow. ae GS CS 
NN is <5. 8 re wale 78.9 88.9 90.4 
Kansas Cify ....:...... 85.8 89.0 87.4 
Los Angeles ........... 82.2 85.6 83.7 
ee re 88.7 89.2 83.7 
Minneapolis ........... 87.3 78.0 83.5 
ES Se 89.9 83.0 75.8 
FHGRUIGN, ceccerccc.s Fie tea Bea 
San Francisco ......... 79.6 77.3 84.6 
ee 83.2 81.1 84.1 


(The following cities did not par- 


ticipate in the November 1951 
survey:) 

Cleveland : ' .. 87.6 85.5 
gree 95.1 93.8 
Detroit ... ces Oe BS 
Memphis .. rr me 
a ee . 78.8 88.7 
Portland ...... eo a oe 
Richmond .. : 72.2 75.0 
ee ... 84.4 869 
sant Loxe City ........ 7FS6 G22 
Sioux City ..... we 82.7 88.0 
NI toes rw oleh ahens 71.6 86.0 


Wholesale Sales Were 


Lower in November 


November wholesale trade was 
off 7 pct from October on a sea- 
sonally adjusted basis and 12 pct 
in straight dollar volume, the De- 
partment of Commerce reports. 

For durable goods, the Novem- 
ber unadjusted total was $2,797,- 
000,000, down from $2,931,000,000 
in October. It was $2,793,000,000 
in November, 1951. 





Conservative Trend 
In Buying is Noted 


The total and kind of retail sales 
made during January may be an 
indication of the trend of retail 
trade during 1953, according to 
Henry H. Heimann, executive vice 
president of the National Associa- 
tion of Credit Men, in his monthly 
review of business for January. 

He said that while the purchas- 
ing power of consumers is known 
to be high they have not as yet 
definitely indicated their confidence 
in the future by spending more of 
their reserve funds than is abso- 
lutely necessary to take care of 
their day-to-day needs. Mr. Hei- 
mann added that this attitude by 
consumers, as expressed by their 
buying during January is an ele- 
ment in retail business that should 
be watched carefully by manage- 
ment. 


Personal Income Rate 
Has Been Running High 


Personal income in November re- 
mained at the annual rate of $276.1 
billion, the rate which prevailed in 
October, reported the Commerce 
Dept. The annual rate in November, 
1951 was $260.9 billion and for the 
first 11 months of this year it was 
$267.4 billion. The eleven months 
rate compared with $253.2 billion 
in the first 11 months of 1951. 

There was sufficient rise in non- 
farm income to offset a drop in 
farm income. Total non-farm in- 
come was at an annual rate of $256 
billion, as against $239.5 billion in 
November, 1951. Total farm in- 
come on the other hand, at a $20.1 
billion rate in November, was down 
from $21.4 billion a year earlier. 


Washers and Dryers 
In Strongest Demand 


The fastest growing items in 
General Electric’s 1953 line are 
expected to be automatic clothes 
washers and dryers, according to 
Clarence H. Linder, vice-president 
and general manager of the major 
appliance division. 

Retail sales of automatic wash- 
ers in the G-E line in 1952 ran 
about 28 pct ahead of 1951, while 
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DO YOU WANT TO— 


® Sell or buy a store 
® Represent new accounts 


@ Hire experienced hardware 
personnel 


@ Dispose of surplus stock— 
distress inventory—job lot 
merchandise 


© Get sales representation for 
your line 


® Get a job in the hardware 


field 
THEN — 


Tell It To The Trade In The 
Classified Advertising Pages 
Of HARDWARE AGE 











Classified Ad Dept. 


HARDWARE AGE 


100 E. 42nd Street, New York 17, N. Y. 





Oeriot rubber, cement sheet, pressed 


LESTO 


THE ELECTRIC 
HAND SAW 
FOR 
Every Job 


for soft and hard wood, soft 
metal, bone, plastics,» hard 





Cuts 2" Wood Beams wood, etc. _ 
Write for Literature 
Sold and Serviced in Principal Cities Throughout U.S.A. 


VICTOR J. KRIEG, Inc. 


Sole U. S$. Representative for Scintilla, Ltd. Switzerland 
611 Broadway, New York 12, N. Y. GRamercy 7-5757 


Some Sales Territories Available 
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McCORMICK 


Sticks to National Advertising! 


Tells and sells your customers in 

the BIGgest magazines in the U.S.A.! 
Better Homes & Gurdens * Household 
American Home *¢ Pathfinder 

Country Géntleman * Farm Journal 
Good Housekeeping 


270,750,000 readers—your customers included! 


Note—fine furniture 
makers use it for oll 
Major repairs! 
McCormick & Co. Inc 
Available in new attractive . 
¥4 oz. and 2'2 o7. bottles 


Product of 


McCORMICK & CO., INC. 


Baltimore 2, Md. 


ANOTHER 
gaves-TESTES 
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DROP FORGED HEAVY 
& SHELF HARDWARE 


Whatever you may need—Drop Forged 
Hooks, Shackles, Wire Rope Sockets, 
Chain Connecting Links, Turnbuckles, 
Thimbles, Eye & Ring Bolts, Swivels, 
Blocks or Pulleys — Wilcox - Crittenden 
is prepared to take care of your needs! 
All items are made in a variety of styles 
and sizes. Drop Forged goods are weld- 
less. Galvanized items are thoroughly 
coated—even the threads—by the Hot 
Dip Galvanizing Process. 

Our Catalog ‘M’ will give you all the 
information you need. If it isn’t at your 
fingertips, write for a free copy today. 











WILCOX-CRITTENDEN 


“TA CENTURY OF DEPENDABILITY’’ 
77 SO. MAIN STREET, MIDDLETOWN, CONN. 

















: 


YOUR BOOST IS NEEDED MOST 


IN THIS CAMPAIGN TO BUILD EVERYONE'S INDEPENDENCE 


Tre present period marks an important 
<< to strengthen the financial inde- 
pendence of the nation’s people. You and 
other leaders of industry will be the princi- 

deciders of the success of this campaign. 
t's the Treasury Department's Independence 
Drive to increase purchases of United States 
Savings Bonds. And the Payroll Savings 
Pian, now operated by 21,000 companies, is 
responsible for the greatest share of Series 
E Bond sales. 


If your company doesn't have the Payroll 
Savings Plan, now's the time to install it! 


If your company does have the Plan, now’s 
the time to put extra push behind it! 

Employees who pile up money in Savings 
Bonds feel more secure ... are actually 
better workers. Moreover, Bond sales build 
a back-log of future purchasing power—good 
“business insurance’’ for all of us in the 
years ahead. 

This is your country—and it’s your Drive. 
Help to put it over! All the material and 
assistance you need are available from 
your State Director, Savings Bond Division, 
U. S. Treasury Department. 


The Treasury Department acknowledges with appreciation 


the publication of this message 


HARDWARE AGE 


This is an official U. S$. Treasury advertisement 


© 


en, 


2, 
: 
? 
¥ 
al 


PAYRO 


erepared under the auspices of the Treasury Department and The Advertising Council. 
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those of clothes dryers were up 
about 5 pet, Mr. Linder reported. 
He said there would have been 
a substantially larger rise in both 
washer and dryer sales except that 
material shortages, developing 
from the steel strike, limited pro- 
duction of these appliances. 


November Poor Month 
For Hardware Sales 


November was a poor month for 
large hardware firms, operating 11 
or more retail stores, in metropoli- 
tan areas, the Dept. of Commerce 
reports. 

Sharp declines from October 
sales were shown in most of 15 
areas. November sales were also 
lower than they were last Novem- 
ber in all but two areas. The 
notable exception was Los Angeles 
County, which had an increase of 
13 pet. 


Pct Change in Sales 
Nov. Nov. 11 mo. 


1952 1952 1952 

from from from 

Nov. Oct. I! mo. 

1951 1952 195! 
Los Angeles Co., Cal. +13 —l0 —S5 
Hartford & Tolland Cos., 

_ rates .—24 —I! —I4 
D. of C., city of Alexan- 

dria, and Arlington 

Co., Va.; and part of 

Montgomery Co., Md. — 7 —I3 — 4 
Cook Co., Ill, ......... —I2 —24 —I6 
Adams & Allen Cos., Ind. —I14 —9 — 6 
Suffolk Co. and parts of 

Middlesex and Norfolk 

Cos., Mass. ......... —I19 —Ilh —9 
Wayne Co., Mich. .—-9 —12 —6 
City of New York and 

part of Westchester 

| Sees —i5 —6 —! 
are —2—3 —4 
Monroe & Wayne Cos., 

N.Y. .............. —12 —18 +1 
Cuyahoga Co., Ohio... — 1 —6& —I6 
Philadelphia Co., Pa. .. —I16 —24 — 6 
Norfolk & Princess Anne 

Counties and cities of 

Norfolk, South Norfolk 

and Portsmouth, Va... + | —I2 +I! 
King Co., Wash. ...... —7 —I7 —5 
Milwaukee & Waukesha 

i re -—7—8 —? 


Retail Failures 
Continue Drop 


Business failures among retail- 
ers dropped to 81 in the week ended 
January 15 from 90 in the pre- 
vious week, Dun & Bradstreet, Inc. 
reported. This drop was the prin- 
cipal factor in the decline in all 
business failures to 158 from 163 
in the previous week. 
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See us at th 
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rs were yu NOW! A 5-Star Selection of the Nation's Giftware Sensations .... 


est | Decorate GO PPER- PLATE” pec MOULDS 


; except that 





developin 4 i 7 i i 
Rp The Blazing Radiance of Genuine High Polish 
ances, Copper... the Luxurious Beauty of 
$3.50 VALUES to 

Month c C 
Sal + No. 960—curveo rish Retail for only eeee 

aies 5’'x6"’x 1548” 
thie en TESTED AND PROVED FOR AMAZINGLY 

‘ nn %& NO. 961 — PINEAPPLE FAST TURNOVER on counters all over Amer- 
perating 11 5''x6V/2"'x2V/2" . “ “" . 

rear tan ica, “Copper-Plate” Plastic Moulds have rock- 

on tk NO. 962—EARO’CORN-~ eted to top acceptance by Gift Shoppers and 

ce 41'x6"'x2V/2"" Homemakers! These new numbers in wanted 
SS te NO. 965 — ROOSTER designs at a popular price inspire mulitiple- 
at of rv 5” diameter x 2” unit purchases . . . more profit per salel 
~ Bs. de 000. 970—108sTER Ultra-smart for home decor . . . practical for 
st N 30" x7! x2” food preparation. Tarnish proof. Molded han- 
ad i ger rings. Attractively packaged in colorful, 
“ w = . PACKED: 1D0Z.OF ANUM- _ individual cellophane-window boxes for traffic 
tho a BER TO MASTER CARTON. stopping flash on counter — in window! 


DISPLAY A COMPLETE SELECTION FOR 
MORE PROFITABLE SELLING ACTION! 


ange in Sales 





beng 11 mo. 

52 1952 

from = from Order from your jobber or write direct for details. 

Oct. II : 

E 51 1308 N. Halsted St. Chicago 22, Illinois 


Io = TREMAX INDUSTRIES, Inc. New York Showroom: Harold Everts Co., Room 608, 200 Fifth Ave. 


—ii —I4 



















Anco 
—~13 —4 og PRESENTS THE NEW 
= i “WE... 1953 GARDEN HOSE LINE 
—9 — 6 oma. . ‘ = oe i beyotattstetei 
wae = 9 * Ba 3 see 3 ers 
tat a Wing's |] ROLLER SKATES 
~—— ¢ ea Ginst 
—-3 —4 Q% Bi 
IN THE POPULAR 

18 +1 KET ! 
-& —Ié 
a —s —— 

The World’s Most 2 
— Complete Selection 
i” 4 of Garden Hose 

¢ GUARANTEED QUALITY BRAIDED 
8 —9% RUBBER AND PLASTIC GARDEN HOSE 









* TOP QUALITY BEST SELLERS THE 






* GUARANTEED FROM 3 TO 15 YEARS a V 
* LOW PRICED MERCHANDISERS RTF lV 
e SEVERAL NUMBERS THAT RETAIL FOR MODELS FOR ALL AGES Mi 
Sai APPROXIMATELY $2.00 a a 
c ended Write for Hancock’s New 1953 Hose Brochure Today. Complete Information and Illustrated Literature 
ie pre- 
tt, Ine. KINGSTON PRODUCTS CORPORATION 
‘oe a '. Hardware Division H-2 
m 163 s':i) 135 S$. Second Street * Philadelphia 6, Pa. Kebeatn, Wer sale U.S.A. 








See us at the Natl. American Whole. Groc. Assn. Convention—Chicago, Feb. 17-20, Booth 92 
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AN ARTMOORE PRODUCT 


ORIGINAL TRIPOD DRYER 
STILL THE SALES LEADER 


Your customers waat 
the Artmoore Collapsible 
Tri Dryer. 
24 Feet of Dryinz Hods 

Sioa) taad tte} fia- 


ished hardwovuds—Snag 
nt proot of plated. Lift 
t. a 
sens the Rod Holder and 
Tripod Legs open auto- 
satiealie. Collapses 
compactly for quick storage in small 
ace. Ideal for in-between washings. 
lingerie, diapers, etc. A step saver 
alongside ironing board. Suggested retail 
only $3.75. Slightly higher West of the 
Rockies. 
See your jobber or write 


ARTMOORE CoO. 


Dept. HA-23, 1913 North 3rd Street 
Milwaukee 12, Wisconsin 























BENNETT - IRELAND IN( 
"pageant SE 


Get the facts on Flexscreen—the 
curtain firescreen that most cus- 
tomers want most. It pays to 
promote the leader! 


MAIL THIS COUPON for----------- 


catalog and full profit details... 


Bennett-lreland Inc. 

Norwich, N. Y. Dept. 253 North St. 
Send me catalog and information on 
Flexscreen. 








eee eee eee sew ee eee eeeeeceaad 








New Book on Branch 
Store Operation 


Retailers were warned against 
the view that the branch store is 
“the one and only answer to the 
urge to grow” by the National Re- 
tail Dry Goods Association in a new 
book, “The Organization and Oper- 
ation of Branch Stores.” 

It also pointed out that all 
branches do not have to be of the 
suburban type, although most of 
the book is devoted to this type of 
branch, since most recent branch 
stores have been located in subur- 
ban areas. 

While warning against overesti- 
mating suburban opportunities, the 
book does not discount them. It 
denies the thesis that volume added 
by suburban branches is largely 
offset by business lost in the main 
store. 

The book warned that branches 
which are not representative of the 
parent store are a “mistake.” It 
was stated that this should apply 
to merchandising, credit facilities, 
size and parking accommodations. 


Mail, Chain Stores 
Had Good December 


Leading mail order houses and 
chain stores showed substantial 
sales increases during December. 
For the first 11 months of the fiscal 
year, Sears, Roebuck & Co. showed 
a 10.5 pct sales rise, but the volume 
of Montgomery Ward & Co. was off 
2 pet. 

Sales of mail order houses and 
chain stores follow: 


1952 1951 change 
Sears, Roebuck & Co. 9 
December  $390,870,412 $31,653,109 ++ 17.9 
11 months 2,863,410,935 2,592,263,402 +10.5 
Montgomery Ward & Co. 

December $155,594, 123 $146, 188,932 + 64 
Il months 1,103,168,387  1,125,265,732 — 2.0 
F. W. Woolworth & Co. 

December $12,502,484 $114,235,144  +-7.24 
12 months 712,600,880 684,136,680 +4.16 
Splegel, Inc. 

December $19,690,224 $17,471,270 +12.7 
12 months 146,042,612 146,310,293 — 0.1 


Smaller Ward Catalog 


The 1953 spring and summer 
catalog of Montgomery Ward con- 
tains price reductions on some 
items while others are increased. 
The book is 22 pages smaller in 
size than it was a year ago. Prices 
are raised on washing machines. 
The catalog featured outboard 
motors, they being accorded choice 
display space in the book. 


ONE-PIECE 


f-2 CUP HOOKS 


Bright kitchen colors, quality 
appearance, handsome pack- 
aging . . . three good rea- 
sons for consistent sales suc- 
cess. Sturdy zinc “> finished 
In white, yellow, blue, 
green, nickel, brass, * hooks 


| COLORS to the card. 


: Alse nickel or brass finish, 1 gross te the box. 
i See Your Jobber Teday for Immediate Delivery 


Jobber Inquiries Invited 


: H 
GRIES REPRODUCER CORP. 


789 E. 132nd St., New York 54, N. Y. 
Phone: MOTT Haven $7406 = 














Gripper Clips 


ae > S. Om. 68m 





GIBSON GOOD TOOLS, — 


Orange, Mass., U.S.A 














overall i 
carton. 














PIPE 
NIPPLES 


Steel, Brass 
Copper, Chrome 
Long Screws, Tank Nipples 
Gauge Siphons 
PITTSBURGH NIPPLE WORKS, Inc. 


1455 Spring Garden Ave., Pittsburgh 12, Pa. 
6H 

















His Hardware Age 
Ad. Brought Results— 


“As a Manufacturers’ Representative, 
getting the HARDWARE AGE is a 
necessity, especially in view of the fact 
that | have secured several desirable 
lines through the Advertisement 1! 
placed in the AGE in December. With 
best wishes for your continued success." 
Sincerely yours, 





A Satisfied Advertiser 
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Another "FIRST" MAYES' Magnesium 
by MAYES Level—"Accro-Lite" 


Die» est of Magnesium, strongest of all light metals, about 1/3 lighter than aluminum (saves labor fatigue). Beautifully finished 
overall in protective Gold Bronze enamel with Royal Blue putty sealing the lens. Each level packed in a plastic bag plus shelf 
carton. Counter displays as advertised in TIME available. Unconditionally guaranteed. 


MAYES BROTHERS TOOL MFG. COMPANY, Port Austin, Mich. 




















-piece 
DOKS have you noticed how much children prefer 


lors, quality 


= sod ae CHICAGO roller skates to any other make? le i 
og al Whites on Pbatics./ 
diate Beltane yor -Quoits,.. Gon) Whites On Kubler! 


wh san-Quoud Extra-heavy leads that don’t fall out or break! 


LISTO’S exclusive, patented “Grip-Type” Sleeve lets 
you use ail of the lead ... keeps lead from breaking or 
falling out. LISTO makes a strong, clear mark on any- 
thing that needs Pricing in a hardware store. 
No wonder it’s America’s most popular 
marking pencil! 


uscésin. § COLORS 


BLACK BROWN GREEN RED BLUE YELLOW 
Extra Sleeve in every package 
of leads 


LISTO PENCIL CORP., ALAMEDA, CALIFORNIA + IN CANADA: LISTO PRODUCTS, LTO... VANCOUVER B C 











Fast-selling. low 
priced. Two red 
and two black 
rubber quoits. 
Two bright out- 
door stakes. Two 
indoor pegs with 
non-skid rubber 
bases. Suggested 
retail — $1.98. 


Order No. 201. 


MARTIN RUBBER CO., inc. 
LONG BRANCH, NEW JERSEY 






















TU-WAY 


ON | | Salers” BELT LACER 


Safety belt lacing is easy Fe es 











to apply with any stand- 
ard make belt lacing 
machine, lacer, or it can 
be applied with a ham- | 
mer by using the inex- 


LES 







































rass 
‘h pensive Safety Tu-Way 
rome Lacer. 
oles Cleans Wallpaper — Painted Walls og A gran ong ay 
AMAZING INVENTION. Banishes old- exact alignment, lap 

F style housecleaning mess and muss. ey oe Sen es oe 
‘S, Inc. No rags—no sticky “dough’’—no red, swollen hands. No ee ee 
fh 12, han more dangerous stepladders. Literally erases dirt like SAFETY 

magic from Wallpaper, Painted Walls, Ceilings, Window 

= Shades. Ends drudgery! Housewives wild about it! BELT-LACER CO : 

DEALERS: Write, at once for our low wholesale prices, 5390 N. MENARD AVENUE 2 

sample, details, etc. SEND TODAY! CHICAGO 30, U. S. A. ij 
a KRISTEE PRODUCTS CO., Dept. 2552, Akron 8, Ohio 
tative, 
; is a e e 
e fact Looking for New Merchandise ? 
ent | There's still lots of new merchandise being introduced to retail hardware markets. Keep posted on new mer- 
With chandise by reading “What's New," which appears in every issue on page 12. During each month HARDWARE 
neo AGE brings you more listings of new merchandise than any other hardware magazine. 
er | HARDWARE AGE 100 East 42nd Street New York 17, N. Y. 
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“WIPE-ON PuLLs 

PROFITS EVERY 
MONTH IN 

THE YEAR!” 


says 

Mr. L. Wachman, Owner, 
WACHMAN HARD.- 
WARE STORE, 

5622 NORTH 5th ST.., 
PHILADELPHIA, PA. 


“I get calls for Plastic Wipe-On all 
through the year. It’s a product 
that sells! Consistent national ad- 
vertising keeps reminding the peo- 
ple to buy Wipe-On and I cash in 
by giving the product 
extra counter and 
window display!” 
Embree Mfg. Co. 
Elizabeth 4, N. J. 


Contact your 
distributor 











McGill Brand 
mouse and rat 


TRAPS 





@ BRIGHT 2-color printing 
@ CLEAR selected wood 
@ AUTOMATIC or slot set 


McGILL METAL PRODUCTS CO. 


MARENGO, ILLINOIS 
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Promotions 


| 


| Red Devil Has Special 
Hardware Week Aids 


Zippo lighters are being offered 
as premiums to dealers who partici- 
pate in the promotion of Red Devil’s 
1953 Hardware Week Special, 
which comprises a FP-33 Floor 
Conditioner and a Sessions electric 
“Preference” kitchen clock, both for 
the price of the floor conditioner. 

Lighters can be obtained by send- 
ing to Red Devil Tools, Irvington, 
N. J., the serial-number tags from 
three floor conditioner cartons, for 
each lighter. 

Dealer aids include special Floor 
Conditioner handle-cards,  con- 
sumer ads in the Saturday Evening 
Post and free newspaper mats. 

A two-color, 8x14 in. Floor Con- 
ditioner handle-card is packaged 
with each Conditioner, to hang on 
the assembled display-machine to 
announce the special offer to cus- 
tomers at the point of sale. 

The special itself—a $67 Floor 
Conditioner and $6 Sessions clock, 
sells for $67 retail, tax included, 
allowing the normal 50 pct mark-up. 


sneer 


Ekco Increases 
Ad Appropriations 


Ekco Products Co. announces an 
increase of approximately 90 pct 
in advertising appropriations for 
national magazines and national 
newspaper supplements, for the 
first half of 1953. 

Local cooperative newspaper ad- 
vertising, trade paper space and 
department store catalogs are also 
included in the expanded budget. 

Ekeo has a six-month schedule 
of TV advertising on the Tommy 
Bartlett Welcome Travelers shows 
on a 54-city hook-up on alternate 
Mondays. 


Kentile Increases 


1953 Ad Campaign 


Kentile, Inc., Brooklyn, N. Y., is 
launching an advertising program 
for 1953 which will specify publi- 
cations with a combined circulation 
of more than 54,800,000, including 
national consumer, shelter, trade 
and business, home mechanics, and 
farm publications, and magazine 
of Sunday newspapers 


Manufacturers’ New Merchandising Plans 


from coast to coast. More than half 
of the copy will appear in four 
colors, and the campaign includes 
spreads and 4 and 8-page inserts. 
All Kentile products will be pro- 
moted with special copy stressing 
Kencork, KenRubber, Kentile, 
Themetile, KenSerts, and a full two 
dozen ads on sundries including 
adhesives, cleaners, and waxes. 


Spring Program Begins 
For Bruce Products 


E. L. Bruce Co., Memphis, Tenn.., 
is featuring its cleaning wax and 
floor cleaner in a spring campaign 
on household products in a con- 
sumer magazine schedule of full 
color half page, and two-color ads 
in trade magazines. Newspapers in 
more than 200 cities will also be 
used. 


Utica Makes Third 


Film on Toolmaking 


A third motion picture for the 
use of schools, colleges and indus- 
trial firms is now being produced 
by the Utica Drop Forge & Tool 
Corp., Utica, N. Y. 

The new 20-minute sound mo- 
tion picture depicts 5,000 years of 
progress in forging metal. Months 
were spent in research and prepara- 
ration of the story which traces the 
use of pliérs and wrenches through 
the centuries. 


Westinghouse Extends 
Scope of Equity Plan 


Westinghouse Electric Corp., 
Pittsburgh, Pa., has broadened cov- 
erage of its four-year old Equity 
Plan which encourages banks and 
other lending institutions to fi- 
nance dealer purchases of appli- 
ances, radios and television sets. 

According to C. F. Gilbert, man- 
ager of the Westinghouse retail 
finance division, the new Equity 
Plan protects lending institutions 
against financial loss should mer- 
chandise be physically damaged or 
wrongfully removed, and also pro- 
vides for repurchase of any floor 
display respossessions. 

Under the plan, Westinghouse 
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THE H. B. IVES CO. NEW HAVEN, CONN., U.S.A. 


















The Big Profit Line! 


NEW 4 DRAWER 
PARTS CABINET 


4 drawers 11/2” high with 
adjustable partitions. 
Durable, baked enamel 
finish. Embossed dimples 
top and bottom for 
easy stacking. Size 
10° x 10” x 8%”. 
























SIMONSEN INDUSTRIES INC. 
1414 S. Michigan Ave. *HOUSE PAINTS 


Chicago 5, 1. § $2-45 & $7.45 gal. 


YOUR CUSTOMERS WANT— | iiieeeriern 


} Write for Color Cards and 
Prices on Full Line 
*NOTE: Prices quoted are deliv 
ered prices for zone | (within 200 

miles of Cleveland, O.) 
Attention Salesmen: A few choice 
territories still available. 






















01d Dominion 


WAX. 


HIGH GLOSS © WATER RESISTANCE ¢ 








DIVISION OF 


TOBIAS PAINT Mfg. Co. 


LONG WEARING ¢ SAFETY 
olso manufacturers of: 

Penetrating Seal, Gym Seal, 

Terrazzo Seal, Asphalt Tile Seal. 


WRITE FOR DETAILS 





3302 EAST S7th SF, 
es Se oe ee oS ee 27, Ga te 















PERROW CHEMICAL CO., Hurt, Virginia 











FINGER GRIP Adjustable CLIPS 


| 
[EK ee fe EC Ec Sar V EI RINE ———- Sell themselves! 





7 ana GREATER PROFITS 


‘ ; display and sell Rubyfluid liquid and P 

S cap pas.e soldering flux from eye-catching Insist on the all-purpese CLIP for 

S a counter merchandisers. Preferred by parking’ things anywhere. a 
S . customers because Rubyfluid is fast Display $210 means more profits. $2. 
S +r  doz.—Small 3 for 10¢ 

=> 9 . 4 doz.—Medium &¢, 


a RUBY CHEMICAL CO. 2 des:—-Lerge 10¢ each 


ighe 
58 S. McDowell St. Columbus 8, Ohio | ee a 
pam. with ome 
| Workshop Fons. 
Ask your jobber. 


NZ 








ARTHUR I. PLATT & CO., Fairfieid, Conn. 











MARSHALLTOWN 





MARSHALLTOWN TROWEL COMPANY « MARSHALLTOWN, IOWA 
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NATORAL FAST 
SELLERS! 





Household Tool Kit #A441 


AM ALITE Economical 


Tool Kits 


Place these fast selling Amalite Kits to work for 
oul Watch how they actually sell themselves! 
ie complete Amalite lene is packed in beautiful 
*@ye-appealing, red, blue, and green kits. Blades 
are Interchangeable and are made of hardened 
and tempered too! steel. The extra-large handle 
is made of attractive durable plastic and Is com 
fortable to the grip. 


Write today for our complete cataleg 
“SET YOUR SIGHT ON AMALITE" 


Chiles aux 


1884 PITKIN AVENUE, BROOKLYN 12, N.Y. 


Vanufacturers of hardware specialties 





STEP UP SALES 
with Sav-A-Srep 









New Ironing 
Board Clothes 

Rack and : 
Cord Holder 


THE GREATEST IRONING DAY WORK 
SAVER SINCE THE ELECTRIC IRON 


Here’s real sales appeal and profit 
power. Two home helps for the price 
of one — rack to hang ironing with- 
out walking; holder to keep cord 
from wrinkling it. A practical, useful 
work-saver wanted by every house- 
wife, Backed by national advertising 
in leading magazines. Newspaper 
mats available for your local adver- 
tising. Big, colorful p-o-p display 
for store or window. Ask your jobber 
or write to Dept. HA-2. 


I’-K°I Products, Inc. 5° Sig iss 


manufacturers promotions — Catch 
signs an agreement with local lend- 
ing institutions wishing to cooper- 
ate. The lender agrees to finance 
purchases by acceptable dealers, 
and Westinghouse agrees to pro- 
tect the lender against various 
types of possible loss. 


Protective Coating 
Applied to Atkins Saws 


A new process just introduced 
in late January by the Atkins Saw 
Division, Borg-Warner Corp., is 
expected to eliminate one of the 
most irritating “headaches” on 
saws experienced repeatedly by 
hardware stores. 

A protective covering of trans- 
parent BWA wax, developed par- 
ticularly for Atkins “Silver Steel” 
saws, is expected to provide as- 
surance against rust and corro- 
sion. 

The invisible coating is so thin 
that it will not interfere in any 
way with the effective action of 
the product and will wear off 
quickly with normal use, the saw 
division claims. 





Hoover Co. Head 


Expects Good Volume 


Good business in 1953 has been 
predicted for the Hoover Co., by 
its president, J. F. Hattersley. 

“Our immediate problem of 
greatest concern is the procure- 
ment of sufficient materials to pro- 
duce the products required by our 
merchandising division. Espe- 
cially for the first quarter, allo- 
cations of materials are substan- 
tially below what wil! be required. 


New Color Accent 


A new line of electric ranges has 
been announced by Philco Corp. of- 
fering accent colors to the house- 
wife for the first time. She is of- 
fered a choice of five accent colors 
to harmonize with any decorator 
scheme in her kitchen. The color 
styling has been added to the con- 
trol panel at the back of the range, 
which also includes the Philco 
Quickset Timer. Dealers, it is said, 
will be able to install the chosen 
color panel in a few minutes. 


Make an Extra Profit on 
Grainger's Lower Prices 


SUMP PUMP 
PROFITS « 


Are Biggest on 4 


The “TEEL” Sump Pump 
gives you fast turn-over 
and profits. No. 1P234 (il- 
lustrated) has features of 
high - priced pumps — yet 
lists for only $45.00. Your 
discounts are generous. 


Ball-bearing Westing- 
house 1/3 HP Motor. Stain- 
less steel shaft. Non-clog- 
ging bronze impeller. 2650 
GPH at 5 ft. Long-life 
switch. 38” high. Rugged 
construction. Won’t fail 
during high water. 


Immediate delivery from 
your nearby Grainger 
Warehouse — less 
than 24 hours away 
from you. Order a 
floor sample. 








WHOLESALE CATALOG 


Request on Letterhead 


Ww. w.GRAINGER 


INC. 
46 WAREHOUSES—COAST-TO-COAST 
GENERAL OFFICE: 2330 W. ADAMS, CHICAGO 12 








N E We tectTric DE-ICER 


Automatically keeps 15-inch hole 





age cost only 2 cents a day. 
Buy only one Rhinehart , 


¢ 9 A a — parts are 








for easy servicing. 
SEND CHECK OR MONEY ORDE 
MONEY-BACK GUARANTEE—Only $14.95 
RHINEHART CO.. 1133 POLK ST. FORT WAYNE, IND. 













GRAND 
DOOR HOLDERS 


MICKEY X2M 
DELUXE 6A 
STANDARD 600 SERIES 

In Stock for Immediate Delivery 


GRAND SPECIALTIES CO. 


3101 W. Grand Ave. Chicago 22, Ilinets 














CHAIR-LOC 


Amozing New Chemical 
S-W-E-L-L-S Wood 


© Penetrates wood fibres— 
makes them e-x-p-a-a-d 








Rid-Jid Is Fair Traded 


The J. R. Clark Co., Spring Park, 
Minn., announced that it was fair 
trading its Rid-Jid Air Flow all- 
steel ironing table at $8.95. 


permanently. 

Quickest and easiest way 
to pd locse chair —- 
le hand 

dove. tails, ete. 


A Fast-Selling Impulse item 


Write for Free Senain and 
Literature 
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(Resume reading on page 15) 


CHAIR-LOC CO. 
Lakehurst 3, N. J. 
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Classified Opportunities Section 





Help Wanted, Accounts Wanted 
Business Opportunities 


Representatives Wanted, etc. 


Set solid, maximum, 50 wards 
Each additional word........... 


Allow Seven Words for Keyed Address 
or Your Address 





CLASSIFIED ADVERTISING RATES 


BOXED DISPLAY AD RATES 
$8.00 per column inch 
5% discount allowed for 4 or more con- 
secutive insertions of Boxed Display Ads. 
Cuts or special borders not accepted. 
Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St., New York 17, N.Y. 


NOTE: Sampies of merchandise, literature, 
catalogs, etc., will not be forwarded to box 
number advertisers unless accompanied by 
sufficient postage for r iting 





No agency commission allowed. 


HARDWARE AGE Is published every other 
Thursday. Classified forms close !5 days 
prior to publication date. 


Remittance must accompany order in form 
of check or money order, not currency of 
stamps. 








a. 





Representatives Wanted 


Representatives Wanted 


Representatives Wanted 








WANTED: 
DISTRIBUTION AGENCY 


A nationally-known manufacturer of elec- 
tric soldering irons will consider applica- 
tions from well-established agencies call- 
ing on hardware, automotive, electric and 
mill supply jobbers, and large chain stores 
in the domestic territory, exclusive of the 
eleven Western states. 

In reply, give complete information as to 
financial worth, number of men traveling, 
territory covered, and how often covered. 
Please supply at least three references. 
No national selling agencies will be con- 
sidered. Commission only. 


Write 


DRAKE ELECTRIC WORKS, INC. 
3654 N. Lincoln Ave. 
Chicago 13, Ill, ~ 








WANTED SALESMEN 


for line of fast selling Wrought Iron Mailboxes. 
Give references, experience and territory you 
travel when writing. 


SOUTHERN FABRICATORS 


P. O. Box 693 Shreveport, Louisiana 








TWIN CITIES HARDWARE REPRESENTATIVE 


If you've had builders hardware experience 
and can cover northern Wisconsin, Minnesota, 
lowa and North and South Dakota from the 
Twin Cities, write us about yourself. Informa- 
tion held in strict confidence. Our people all 
know this ad fs running. 
Address Box 6-69, eare of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 








WANTED—CONTRACT BUILDERS’ HARD. 
WARE SALESMAN for nationally known line. 
Well established firm of thirty years in Virginia. 
Man preferred with proven ability of taking off 
blue prints, listing and figuring all types of build- 
ings. Salary open. Address Box B-66, care of 
se Acz, 100 East 42nd Street, New York 





SALESMEN WITH FOLLOWING AMONG 
RETAIL HARWARE, house furnishing and de- 
partment stores. Importer has a new distinctive 
Sisal Door Mat. May be handled as a side line. 
All territories open except Florida. G com- 





TOOL SALESMAN WITH FOLLOWING 


AMONG the retailers. Full line of branded, do- 
mestic and imported tools and hardware. Good 
commission, own catalog supplies. No objection to 
non-conflicting lines. Orders shipped from our 
large stock in New York. Protected territory. 
Answers confidential. Address Box B-41, care of 


Harpware AGz, 100 East 42nd Street, New York 
iF, Me Be 





SALESMAN WANTED — PROMINENT 
PAINT BRUSH manufacturer has open terri- 
tories for successful sales producer. Prefer men 
now calling on paint, hardware, lumber dealers 
and industrials. Drawing account against good 
issi ill also consider sie line man or 





missions. Protected territory. Write complete de- 
tails of yourself, references and territory you 
cover in your answer. Si-Sal Sales Co., Inc. 
P. O. Box 1652, Miami 10, Fla. 


manufacturer’s agents. Address Box A-823, care 
of Harpware Acz, 100 East 42nd Street, New 
York 17, N. Y. 





MANUFACTURERS’ REPRESENTATIVE, 
AGE 25-35, PRESENTLY calling on Hardware 
Jobbers, chains, automotive jobbers, etc., in Ken- 
tucky, Tennessee, Southern Ohio, Southern In- 
diana for nationally advertised, long established 
quality line tool, utility, cash boxes. Exclusive 
territory—liberal commissions. Reply giving full 
information including lines now carrying, how 
long you have had them, territory covered, ref- 
erences, etc. Replies kept strictly confidential. 
Write C. L. Cogswell, Master Metal Products, 
Inc., Buffalo 4, N. Y. 





EXCLUSIVE PROTECTED TERRITORIES 
OPEN ON nationally advertised Mak-O-Washer 
to agents calling on hardware distributors, dealers 
and plumbing supply houses. Unique demonstra- 
tion sells eight out of ten on first call. Excellent 
for opening new accounts and high volume re- 
peat business. Address Box A-870, care of 
a Ace, 100 E. 42nd St., New York 17, 





SALES REPRESENTATIVES WANTED 


MUST HAVE FOLLOWING AMONG HARDWARE 
JOBBERS TO SELL KEY BLANKS OF FINE 
QUALITY. COMPETITIVE PRICES. STRAIGHT 
COMMISSION. STATE EXPERIENCE, REFER- 
ENCES. 
Address Box B-63, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 











EXPERIENCED HARDWARE SALESMEN 
CALLING ON lumber yards and large hardware 
dealers wanted by a reputable manufacturer for 
a line of builders hardware, Also for a line of 
directly imported door butts, shelf brackets, wood 
screws, tee and strap hinges, stove bolts, etc. 
Very competitively priced, generous commission. 
State territory now covering and lines handling 
in first letter. Address Box B-52, care of Harp- 
| Acz, 100 East 42nd Street, New York 17, 
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consumer publicity, c i 
commission. State territory covered, lines carried 
and types of accounts called on. 


Manufacturers’ Representatives 
WANTED 


Salesman now calling on hardware and 
paint stores or hardware, variety and 
general stores. Paint experience pre- 
ferred but not necessary for right man. 
We are one of the largest manufacturers 
of medium priced paints specializing in 
19¢, 39¢, 79¢ and gallon sizes. This mer- 
chandise has mass market appeal. 
Every store selling paint is a good pros- 
pect. For these lines with full territory 
protection and cooperation on a commis- 
sion basis, write advising age, territory 
covered, how often you cover it and lines 
now carried. 


Address Box B-74, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 











SALESMEN WANTED. NEW PATENTED 
HAND GARDEN TOOL without competition or 
substitute, manufactured by one of the world’s 
largest special concerns offers sensational chances 
to salesmen with retail store following. Trade and 
liberal trade discount, high 


Give full details 
—to be kept confidential—in first reply. Address 
Box B-65, care of Harpware Acz, 100 East 42nd 
Street, New York 17, N. Y. 





SALES REPRESENTATIVE — EXCLUSIVE 
TERRITORY OPEN for commission sales direct 
to retailers. Towa, Michigan, Eastern Pennsyl- 
vania, New York. Also others. Years of experi- 
ence in manufacturing quality store fixtures for 
hardware, implement, soft goods lines. Nationwide 
distribution. Leads furnished. Satisfied customers 
throughout nation. Interested, wire, write full in- 
formation experience, present lines and age. Sitka 
Spruce Lumber and Manufacturing Company, 
2500 Genesee, Kansas City, Missouri. 





EXPERIENCED BUILDERS HARDWARE MAN 


Old, well known company needs an experienced 
representative to cover Colorado, Utah, Wyo- 
ming, Nebraska, Kansas and Western Missouri, 
working out of Denver. All people in our 
organization know of this ad. All replies held 
confidential. 
Address Box B-70, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 











PLUMBING SPECIALTIES SALESMAN 
WITH FOLLOWING for established New York 
firm. Sell to Hardware Stores and plumbing con- 
tractors. Choice (protected) territory open, com- 
mission. Replies confidential. Address Box B-40, 
care of Harpware Ace, 100 East 42nd Street 
New York 17, N. Y. a 





REPRESENTATIVE WANTED FOR ES 
TABLISHED PAINT brush manufacturer cater- 
ing to paint, hardware and houseware jobbers 
Commission basis. Good opportunity. Territory 
available: Southeast Coastal states; Entire West 
excluding Coastal states. Prefer one residing in 
Salt Lake City, Denver or Kansas City. Write 
details, Address Box B-38, care Harpware Acer, 
100 East 42nd Street, New York 17, N. Y. 





MANUFACTURER’S AGENTS WITH FOL 
LOWING AMONG paint, hardware, houseware 
and chain stores to sell volume line of colors in 
oil, aluminum and gold paints. Several choice 
territories open. National Color Works, 1013-38th 
St., Brooklyn 19, New York. 





SALESMEN WITH FOLLOWING TO 
HARDWARE, garden supply dealers. Staple 
garden line being offered on direct basis for first 
time. Many territories open. Liberal discounts 
for dealers, good commission. Address Box B-61, 
care of Harpware Ace, 100 East 42nd Street, 
New York 17, N. Y. 
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Representatives Wanted 


Accounts Wanted 


Accounts Wanted 





ESTABLISHED TOOL MANUFACTURER 
DESIRES ADDITIONAL commission salesmen 
with established clientele primarily among hard- 
ware retailers, also jobbers. Exclusive territories. 
Openings in northern New York State and Ken- 
tucky. Address Box B-76, care of HarpwarE 
AGz, 100 East 42nd Street, New York 17, N. Y 


SIDE LINE AVAILABLE 


For salesman now calling on hard- 
ware trade. Profitable deal—power 
cord sets—priced right. For additional 
details 


Address Box B-73, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 














PAINT SALESMEN — FULL OR PART 
TIME. Well known fifty-eight year old, high 
quality Paint Manufacturer has several desirable 
established territories open for Salesmen calling on 
Paint & Wallpaper, Hardware, Lumber and Build- 
ing Supply. New Merchandising Plan that assures 
immediate and good repeat business. Complete as- 
sistance with Factory Representative. Excellent 
Commissions plus Cash Bonuses. Splendid specialty 
items that are excellent openers and sales builders, 
Write full details, your past experience, territory 
covered and lines now handled. Will arrange for 
personal interview. Address Box B-77, care of 
ee Ace, 100 East 42nd Street, New York 





OPPORTUNITY FOR SALES REPRESEN- 
TATIVES WHO DO missionary work. An ag- 
gressive Chicago manufacturer has an opening 
for sales representatives on a commission basis, 
that are willing to do missionary work on their 
products, The lines are nationally advertised and 
territories protected. Earnings are directly in 
proportion to effort. Products are consumed and 
steady repeat business results. Write outlining 
lines handled, territory covered. Address Box 
B-54, care of Harpware AGz, 100 East 42nd 
Street, New York 17, N. Y. 9 





SALESMAN FOR LONG ISLAND. NOW 
COVERING Hardware, Garden Centers, Nurser- 
ies, Feed & Grain, Lumber Yards, Department 
Stores, Furniture Stores, etc. Complete line 
trellises, arbors, saw buck picnic sets, fences, 
lawn signs, post lanterns, etc. Excellent commis- 
sion, Season now starting. Phone LO 6-8255 or 
write: — Manufacturing Co., Island Park, 


ra 





SALFSMEN REGULARLY CALLING ON 
HARDWARE STORES and lumber yards to sell 
a quality, patented household and industrial step- 
ladder in protected territories of eastern and 
southern Ohio, Indiana, Illinois, Wisconsin and 
southeastern Michigan. Product on market four 
years with good volume of repeat business. Write: 





OHIO 
MANUFACTURERS AGENCY 


Well Established—Excellent Record—Cover en- 
tire state or any portion open. Complete cov- 
erage. Hardware and Electrical. Write to 


CAM NORTON COMPANY 
2725 Derbyshire Road Cleveland 6, Ohio 











NEW YORK SALES REPRESENTATIVE 
SELLING Chain Stores Syndicates such as H. L, 
Green Co., W. T. Grant Co., Kress, New- 
berry Co., Kresge, McCrory, "Murphy, Woolworth, 
also wholesale distributors, would like to represent 
a reliable manufacturer, can give all his time. 
References. Address Box B-64, care of HARDWARE 
AGE, 100 East 42nd Street, New York 17, N. Y 





CANADIAN MANUFACTURER’S AGENCY, 
SELLING HARDWARE LINES to Wholesale 
Hardware and Department Stores in ntario, 
wishes to add a line of House and Garden 
Sprayers. We will welcome offers of any other 
hardware lines. May we represent you in Canada? 
This Agency has over twenty years experience, 


excellent connections. Address Box B-67, care of 
Harpware Ace, 100 East 42nd Street, New York 
7, HN. ¥. 





ESTABLISHED MANUFACTURER'S AGENT 


Covering States of Louisiana, Texas, Oklahoma and 
Arkansas, Contacting Hardware, Mill and Marine 
Supply Jobbers is interested in representing highly 
reputable manufacturers who wish to increase their 
businegs in the growing southwest. inquiries inviteu. 


LLOYD A. CUMMINGS COMPANY 
Hotel Riviera, Biloxi, Mississippi 











MANUFACTURERS REPRESENTATIVE 
SEEKS ONE ESTABLISHED line tor whole- 
sale hardware, mill supply and electrical jobbers. 
Covering west Pennsylvania, Ohio, West Virginia 
and western New York. Warehouse space avail- 
able for convenient pick up service for your custo- 
mers. Address W.1T.C., 880 Osage Rd., Pitts- 
burgh 16, Pa. 





ESTABLISHED MANUFACTURER’S 
AGENT AND DisTRIBUTOR located in Phoe- 
nix, Arizona with office and warehouse _facil- 
ities, wants additional lines of Machinery, Hard- 
ware Specialties or will represent manufacturers 
as direct agent. #1 Financial Rating, well known 
throughout Arizona and adjacent territory. P.O 
Box 3676, 4245 East Van Buren Street, Phoenix, 
Arizona. 





MAN UFACTU RERS’ REPRESENTATIVE 
CALLING ON WHOLESALE hardware and 





Cambridge Mfg. Co., Grand Rapids, Michigan 





Accounts Wanted | 








NATIONAL DISTRIBUTORS 
Est>*l'ched—Reliable Aggressive 
ANCO CORPORATION Pittsburgh 22, Pa. 
Branch Offices 
New York @ Philadelphia © Detroit 
Cleveland @ Louisville 
Covering all classes of jobbers. We will carry 

the accounts or you can bill direct. 
Write for further information and references. 











| desires one 


paint supply distributors throughout New England 
or two additional lines for the above 


territory. Commission basis and exclusive terri- 
tory only. Address Box B-72, care of HaRDWARE 
AcE, 100 East 42nd Street, New York 17, N. Y. 





MANUFACTURER’S AGENT TRAVEL- 
LING OHIO CALLING on hardware jobbers, 
wholesale mill supply and builders hardware out- 
lets, wishes one or two additional lines to sell 
to same type of trade. Address Box B-62, care 
of Harpware AGe, 100 East 42nd Street, New 
York 17, N. Y 





AN AGGRESSIVE MANUFACTURER’S 
REPRESENTATIVE WISHES one good vol 
ume Hardware line for Texas, Oklahoma, Arkan- 





MAN U FACTURERS’ REPRESENTATIVE 
SERVICING THE WHOLESALE hardware and 
industrial supply dealers in the Southeastern | 
States, desires one (1) additional line. Not inter. 
ested in importers. In the very near future 1 
will have my own “missionary salesman,’’ who 
will call on the retail dealers promoting the sale 
of the products of the manufacturers that I rep 
resent. I am only interested in representing a 
well rated manufacturer who markets his products 
through the distributor. Please address all replies 
to: Eugene B. Caldwell, P. O. Box 3151, Greens- 
boro, N. C. | 
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sas and Louisiana where you wish concentration 
on your line. Address Box B-17, care of Harp 
WaRE AGE, 100 East 42nd Street, New York 17. 
i 





TENNESSEE, ALABAMA, GEORGIA, 
SOUTH CAROLINA AND FLORIDA. Manu- 
facturers’ agent adding accounts for any or all 
of these states. Large hardware dealers, hard- 
ware, plumbing, mill supply and electrical jobbers, 
industrials and one large project. dress Box 
B-53, care of Harpware Acr, 100 East 42nd 
Street, New York 17, N. Y. 


I AM SEEKING CONNECTION AS manu. 
facturer’s agent or sales representative for an 
established line—in New York State and Western 
Pennsylvania where I have consistently contacted 
and sold the Hardware Jobbers, Mill Supply 
Distributors and large consumers for past thirty 
years. Those friendly customers and co ntacts 
will prove valuable to a manufacturer requiring 
representation in this territory. Address Box 
B-47, care of Harpware AGE, 100 East 42nd 
Street, New York 17, N. Y. 


He 
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Address Box B-50, Care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 











ESTABLISHED REPRESENTATIVE OF A 
WELL KNOWN manufacturer, calling on the 
wholesale hardware and housewares trade for 17 
years with a single line would like an additional 
line. Have 120 active accounts, including the 
largest in the business. Territory: Greater Man 
hattan, New Jersey, Eastern Pennsylvania, Dela- 
ware, Maryland and Washington. Address Box 
B-51, care of Harpware Acg, 100 East 42nd 
Street, New York 17, N. Y. 


MISSOURI—IOWA—NEBRASKA AND KANSAS 
MANUFACTURERS REPRESENTATIVE 


Contacting hardware, automotive jobbers, chains, 
would like to hear from manufacturer interested in 
representation to the above outlets in the states 
named. Further information and references gladly 
given. 
Address Box B-56, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 














WELL ESTABLISHED MANUFACTURERS 
REPRESENTATIVE WITH large following e- 
sires additional line to sell Wholesale Hardware, 
Automotive and Building Supply Jobbers in 
Pennsylvania; No; Scranton, West, Williamsport, 
New Jersey, Trenton, So; Delaware, Maryland 
and Washington, D. C. Commission basis in ex- 
clusive territory only. Address Box B-78, care 
of Harpware Ace, 100 East 42nd Street, New 
York 17, N. Y. 








Help Wanted 








GENERAL HARDWARE BUYER 


We are looking for a man who has had experience 

buying general hardware and wire products for a 

wholesale distributor. Substantial salary and partici 

pation in profits of department. Give details of 

experience and past — Volume of department 

) exceed $1,500,000.0 We are located in the 
wes 


Address Box B-58, care of BAREwAGE ae 
100 East 42nd Street, New York 17, 











MANAGER FOR MODERN HARDWARE 
STORE in Burlington County, New Jersey. Ex- 
cellent opportunity for experienced man. Salary, 
bonus, other possibilities for live wire that is 
interested in a future. Replies strictly confiden- 
tial. Give full details of experience in first letter 
to Box B-49, care of Harpware Ace, 100 East 
42nd Street, ‘New York 17, N. Y. 





SALESMANAGER’S OPPORTUNITY. AN 
AGGRESSIVE CHICAGO manufacturer with a 
number of products going to plumbing, hardware 
refrigeration, steel and industrial fields needs a 
young salesmanager with experience. Must know 
how to set up sales organization and be willing 
to travel. The right man after proving himself 
can acquire interest in business from owners who 
eventually want to retire. Reasonable salary to 
start with, something to work forward to in own 
ership. Replies held in confidence. Address Box 





B-55, care of Harpware Acer, 100 East 42nd 
Street, New York 17, N. Y 
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BUILDERS HARDWARE BUYER. We 
vant an experienced buyer of builders’ hard- 
Must have experience buying for whole- 


sare. 
ale hardware house. We are a_ substantial 
tholesale hardware distributor in Ohio. Give 


ualifications and personal history. Excellent po- 
ition for man with builders hardware knowledge 
iddress Box B-57, care of Harpware Ace, 100 
last 42nd Street, New York 17, N. Y. 
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REG. GALVANIZED FLY SCREENING 
at FACTORY CARLOAD PRICES 


Have total of 2,000 rolls of regular 18x14 mesh branded 
make galv. screen wire in all widths. We will sacrifice 
this material at the current factory prices FOB Phila. 
This offer is not to be duplicated elsewhere, Write 
itely. Subject to prior sales. 
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MILLMAN HARDWARE CO. 
114 Market Street, Philadelphia, Pa. Phone LO 3-487i 











HARDWARE STORE, WITH EXTENSIVE 
TOOL rental service for sale. Low rent, ex- 
ellent volume of which is in tool rentals. Ad- 





Are You Considering Retiring from 
Business? Selling Your Stock for Cash? 


WE CAN PAY YOU A GOOD PRICE FOR YOUR STOCK 


SAMUEL EDELSON 
Cash Buyer & Liquidator 
480 Broome St., New York 13, N. Y. 














dress Box B-59, care of Harpware Ace, 100 
East 42nd Street, New York 17, N. Y. 





HARDWARE, HOUSEWARES, PAINTS 
AND GIFTS STORE, Best location Long Island, 
N. Y. 20,000 families immediate area, new build- 
ing now going on, Clean stock, new modern 
fixtures, long lease. $60,000 gross first year can 
be greatly increased. Desire to retire because of 
il] health. $20,000 terms. Must be seen to be 
appreciated. Address Box B-48, care of HARDWARE 
AcE, 100 East 42nd Street, New York 17, N. Y 





FOR SALE RETAIL HARDWARE, PAINT, 
Sporting Goods. Excellent annual increases. 
$100,000 gross. Larger potential. Southwest 
Michigan community of 32,000, trading area 50,- 
000. Neighborhood location, main route, exnand- 
ing residenti:l area, ample parking, adjacent 
stores. Other business interests reason for sale. 
Inventory plus fixtures or may buy building also 
Inquire now to enjoy big spring business. Ad- 
dress Box B-60, care of Harpware AcE, 100 East 
42nd Street, New York 17, N. Y 


WANTED: MANUFACTURERS! 


Do You... CanYou... 


Manufacture for and/or supply a highly 
rated Builders’ Hardware firm with any of 
the following (or related) items: 


All sizes, metals, finishes and types 
LETTER DROPS, DOOR STOPS, DOOR HOLD- 
ERS, CABINET HARDWARE, DOOR CLOSERS, 
LOCKS, PANIC DEVICES, PERFORATED MET- 
ALS, COAT & HAT HOOKS, SHOWCASE HARD- 
WARE, THRESHOLDS, SPRING & BUTT HINGES, 
CONTINUOUS HINGES. 

Also: NEW ITEMS—CLOSEOUTS, ETC. 


LARGE VOLUME BUYING 
Price must be right! 


REPEAT BUSINESS 


Submit samples, prices and data to Box 


116, 
Knickerbocker Sta., New York 2, N. Y. 











HARDWARE, BUILDING MATERIAL 
AND HOUSEWARE STORE 


Located in downtown shipping, customer parking, 
yearly volume approximately $500,000.00. All top 
name brand merchandise. 10,500 sq. ft. sales floor, 
22,000 sq. ft. warehouse space. Present operators 
own building. Located in Portland, Oregon. 


Address Box B-68, care of HARDWARE AGE 
100 East 42nd Street, New York 17, N. Y. 

















HARDWARE STORE IN MISSOURI TOWN 

2,500 handling shelf hardware, housewares, 
Twenty-five years same location. Grossing 
about $20,000. Will sell at inventory at cost plus 
fixtures. About $10,000 will handle. Rent $40,00 
Located on Main Street. Leading appliance lines 
open. Address Box B-71, care of HARDWARE AcE, 
100 East 42nd Street, New York 17, N. Y 


of 


paint. 








100 E. 42 St. 








Hardware dealers all over the country have discovered that it pays 
to keep your eyes on Hardware Age for ideas and advice that mean 
more money in your pocket. Help on price control problems, new 
merchandising ideas, market news, more new merchandise descrip- 
tions than published by any other hardware magazine, and news 
of other hardware people are just a few of the regular features 
of Hardware Age that have caused more dealers to invest in sub- 
scriptions to Hardware Age than to any other hardware magazine. 


HARDWARE AGE 


The Mardware Dealers’ Magazine 


New York 17, N. Y.- 
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CAPE COD WEEDER 


“The Handiest Garden Tool You Ever Sold" 
This garden tool will ring your cash register the year 





. 
WEEDING 


—=>L. 


CULTIVATING 


ROOT 
CUTTING \ 


TUCK MFG. CO., Brockton, Mass. 
Quality Tool Makers Since 1852 


sharp cutting edge, pin locked to hardwood handle. 


each. 


Order through your wholesaler or 
write us direct giving their name. 





MEASUREMENTS 
Overall Length 92°" 
Working Blade 3°’ 


‘round—It has no selling season. Used by gardeners 
everywhere, indoors and outdoors. Heavy steel blade with 


Packed 12 to a counter display box. Retails for 89¢ 


TUCK: 


MASTERSMITH 
















BIG 4 HANGERS 









AND RAIl 


STORM PROOF 
DOOR HANGERS 


CABINET 
HARDWARE 


SCREEN 
DOOR SETS 


BUILDERS’ HARDWARE 


A well-planned building 
usually specifies genuine— 


(National, 








This popular line of hardware has been serving the 
trade for over 50 years which accounts in part for the 
wide preference for this hardware by experienced 
builders everywhere. 

Expert designing and careful, precision construction assure smooth, 
triction-free performance when installed. 

Order your stock now and enjoy profitable sales the year ‘round. 
Large illustrated catalog or a wall chart of the complete National 
line will be sent upon request. Write for your free copy today! 


Lr oe ec a ©) 


STERLING ILLINO'US 





_ 





wee @ 
Freres OFSCS 





Fant You! 


for your fine cooperation 


THIS “‘trio"’ of popular MILK FILTER DISCS has 
won the No. 1 spot in dealer distribution because 
your merchandising sense has recognized them as the 
profit line, designed with your CUSTOMERS in mind! 


BEST LINE* BEST ADVERTISED * MOST PROFITABLE 
Again: Over 39 Million Ads in 1953 


to help you sell your farm trade. Free ‘‘dealer helps"’ ba 
also available. 4 
ASK YOUR JOBBER . .. or write for FREE SAMPLES. 


$ 





SCHWARTZ MFG. CO., Two Rivers, Wis. 
America’s No. 1 FILTER DISC LINE © Tops in profits? 











jorate, is c 


Retails 
1-oz. pkt. 10c 
3-0z. can 25¢ 
7-oz. can 50c 
1-Ib. can $1.00 


Also packed in 10-lb., 25-Ib., 50-Ib. and 100-Ib. drums 
If your jobber cannot supply you, order direct. 


HYDROPONIC CHEMICAL CO., Inc., Copley, Ohio, U.S.A. 
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Now demanded by millions for house 
on. Produces vigorous, beautiful 
lealer 334% profit. Attractively packaged for display. Does not deter- 
ean, odorless and SAFE. Dissolves instantly in water for use 

1-oz. makes 6 gallons liquid plant food. 








plants, flowers, vegetables, lawns, 
growth in all plants quickly. Pays 










Your Cost rotation 
reer 72 to case wt. 7 Ibs...... $4.80 case CS > 
apes 36 to case wi. 12 Ibs...... $6.00 case (‘Guaranteed by © 
ae 24 to case wt. 14 Ibs... ... $8.00 case \Y000 Housekeeping 
ore ae 12 to case wt. 16 Ibs...... $8.00 case Leas sovransie WE 
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RE-ORDERED BY EVERY RETAILER 
= HAS STOCKED IT! 


THE NATIONALLY ADVERTISED 


roRD DOWSER 


The Roll of the Ball 
Finds the Studs in the Wall! 
We asked leading hardware and department stores to sales- 
test this unique, patented product for us. Every store re-ordered! 
Now the DOWSER is available to all retailers, backed by a 
national advertising campaign. The DOWSER is the only 
effective method for locating studs without damage to walls. 


Retails for $2.00. Usual trade discounts. 
TUCKAHOE, N. Y. 











FORD PRODUCTS, Dept. HA-1 








WATCH FOR 
BIG NEWS 
FROM 


Yack & Decker 


PORTABLE 
ELECTRIC 
TOOLS 


MARCH 5 ISSUE! 





Troo.s 














WINDOW WONDER TOOL 


STUCK WINDOWS 


Works every time . . . even on windows stuck 
shut for years. Only tool of its kind on the mar- 
ket. Patented . . . designed to do one job only, 
and do it well. Dealers claim WINDOW WONDER 
y TOOL fastest moving counter item ever. Extensive 
7 national advertising brings thousands into Hard- 
. ware, Paint and” Department stores asking for 
IN WINDOW WONDER TOOL. Packed 12 to a 
carton, including sales drawing counter 
card. Mats available. At your jobber or 
write for full details. 


Rene-Craft Products 


540 Owens Bidg. Wilmette, Illinois 


Opens 











SLIDING DOOR HARDWARE 


The full line of Coburn Sliding Door Hardware gives you 

a broad base of customer coverage... goes over big with 

home owners, farmers, builders and industrial users. 
Send for catalog and price list 

Soles and Engineering Office, 56 Sterling Street, Clinton, Mass. 


COBURN PRODUCTS 


WICKWIRE SPENCER STEEL DIVISION 
THE COLORADO FUEL AND IRON CORPORATION 
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HAY CARRIERS 


GRAPPLE FORKS 


Now! Get Ready for 
Hay Tool Sales! 


MOLINE HAY CARRIERS are 

made in three models. Each 

is ruggedly built, equipped 

with self-locking sling-pulley. 

Sheaves and frames are made 

of our high strength malleable 
iron castings. Strong, smooth running — 
years of service. 


MOLINE FORKS are available in both 
harpoon and grapple types — seven 
models in all. Heavy steel and high 
strength malleable iron parts are used 
in the right places for best performance 
and long life. 


MOLINE PULLEYS are made with high 
strength malleable iron frames. Sheaves 
are either wood or iron as desired — a 
wide selection of types and sizes. 


MOLINE STEEL TRACK is double strength 
with malleable couplings and bumpers. 
Easy to assemble and erect. 


Write today for e 
Moline Hay Tool 
Catalog and Prices 

















DOUBLE STRENGTH STEEL TRACK 





FOR THE JOBBING TRADE | 


“STANHO” Keys, Pins and other 
products are precision made to close 
tolerances from selected stock . . . the 
finest obtainable. All types and sizes. 


» ts Cai LA 


WOODRUFF KEYS - TAPER PINS 
MACHINE KEYS - COTTER PINS 
STRAIGHT PINS - SPECIAL PARTS 


and other Stanho products 
Bulk or Packaged 


HORSE SHOE NAILS 


WRITE for DESCRIPTION 
and PRICES 





—_ a 








SELLS ITSELF! 


THE ORIGINAL 


HOSE NOZZLE “& 
SQUEEZE - it's on RELEASE. it's off 


Fine mist, spray, or heavy stream at slight hand pressure. May 
be locked in position desired. Saves water—time. Chrome 
plated. Engineered. Patented. Satisfaction Guaranteed. 


Nationally distributed. Advertised In BETTER HOMES & GARDENS, 
THE FAMILY HANDYMAN, FLOWER GROWER, POPULAR GAR- 


DENING and SUNSET MAGAZINE. 
‘ 
Suggested Retail Price @® 
ORDER FROM 


S INDUSTRY 
cakanaandl 7 YOUR’ JOBBER 


Ave 


KAY PRODUCT 








QUICK REFERENCE FILE 
GREENLEE HAND TOOLS 


Gives facts on the complete 
GREENLEE line of Chisels, 
Bits, Drills, Spiral Screw- 
drivers, Automatic Push Drills 
and other fine tools. 


TOOLS FOR CRAFTSMEN 


GREENLEE TOOL CO., 1813 HERBERT AVE., ROCKFORD, ILL. 








DISPLAY Genuine, easy-to-sell 


DOMES °F SILENCE | ::: 


One set on a Card 


12 Cards in a box. World's To get your share of steady year- 
round profits 
Yew best known, SILENCE— 


SIZES 
VY; ” 


4” 


One set in a 
box. 12 boxes 


Yo” Ye” Ve" 
%” 5%” Ye" %” 


from DOMES OF 








quickest- 
selling 
FURNITURE 
GLIDES 





NATIONAL ADVERTISING 


—keep these sales-making display 
containers—cards and boxes—on 
your counter. 


Ask your jobber or write—DOMES of SILENCE, Division of 


ROBERT E. MILLER & CO., INC., 35 Pearl St., New York 4, N. Y. 
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